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Preface 

About a decade has passed since publication of the first edition of this book. 

Has anything changed? Do we have a reason to update this text instead of just putting it back on the press? 
You're darned right things have changed. You're darned right we have a reason to update the text. 


One major development is the World Wide Web, which didn't exist when the first edition of this compendium of 
easy-to-apply rules for force-communication first hit the bookstalls. 


The Web has influenced all other media; still, it maintains and constantly expands its own set of rules, some of 
which parallel those of conventional media and some of which don't. Trying to force rules for on-line 
communications into a mold not built for those rules parallels writing a television commercial as catalog copy. It's 
kind of similara third cousinbut it isn't what professional force-communicators do. 


Other media evolve. The 21st century (goaded by television and e-mail) moves toward conversational, informal 
сору... which suggests reasons to depart from the trend. Some сору, as samples in this book will show, border on 
bad taste. Or do they? Bad taste, like obscenity, is in the mind of the beholder, based on that individual's personal 
experiential background. Anyone who was around in the 1960s and 1970s would have been shocked to see an ad 
that said, "This product kicks others' butt." Today, the phrase is a cliché (see Figures X-1, X-2, X-3, and X-4). 
Chapter 2 includes a discussion of in-your-face advertising. 


Are we moving into a no-holds-barred era? Kenneth Starr's report, which listed President Clinton's peccadilloes in 
excruciatingly explicit detail, opened wide a Pandora's box of directness that had been pried ajar by rap music and 
increasingly explicit television and motion picture scenarios. In-your-face advertising (see Chapter 2) may leave a 
permanent imprint on communications. But, as is true of all evolution and devolution, the Shock Diminution Rule 
applies: Shock diminishes in exact ratio to repetition. What once was forbidden, and then was mildly naughty, 
eventually becomes ho-hum. 


So yes, this new edition incorporates changes. 
The degree of change, relative to your own professional approach to copywriting, depends on your creative 


flexibility as well as your willingness (plus your ability) to generate a selling climate. What does your reader, 
viewer, or listener want to see or hear? What words can transform apathy into enthusiasm? 


You're in Command of Your Army of Words 


Is writing a chore for you? A delight? A tedious way to spend an afternoon? A challenge you meet with lance at the 
ready or with sweaty palms? 


Depending on how you approach writing, you will or won't be thrilled to see some hard rules in print. The notion of 
superimposing principles on an art form may gall you because it's unseemly to replaceor even modifytalent with 
mechanical principles. But isn't it time, in a computerized, word-processed era, to figure out why some word 
sequences sell and some don't? 
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Figure X-1: 
A headline such as this would have been both daring and distasteful only 
a few years ago. Today, "kicks butt" has become so common it's a cliche. 
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National Telecommunications Services, Inc. 


Figure X-2: 


Ads succeed or fail based on their ability to connect with the targets at whom they're aimed. This one uses 
the butt-kicking vernacular in a hard-hitting, direct message that will offend some . . . and attract others. 
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Figure X-3: 
Does this ad communicate, or does it, as 
too many ads do, substitute getting 
attention for generating a response? 


Have you ever sold shoes in a department store on a commission basis? Then you know a peculiar truth: One 
salesperson, week after week, outsells all others. That person may be male or female; he or she isn't the best looking, 
doesn't have the best vocabulary, isn't the best dresser, doesn't have the best knowledge of stock on hand, and (most 
frustrating to the other salespeople) doesn't fight to confront a new customer wandering into the department. Yet, 
when sales are toted up, that same nondescript salesperson invariably has the highest total. 


Book after book tries to explain why. Most books on salesmanship deal with (and laud) perseverance or personality 
or deliberate psychological matchup with the customer. Great. I agree. The winning salesperson has all these, plus 
an implicit knowledge of how to communicate on the prospect's level of understanding. 


What has puzzled me, right up to the publication date of this new edition, is that nobody has added to the rules of 
salesmanship in media advertising outlined in the first edition of this book. 


Every year we have another ton of books on mass communications. But how about some more rules the writer can 
use? How about some more codified, organized techniques to transform the guesswork of everyone-can-write-it 
copy to I'm-beating-the-odds copy? How about a few tips on how to add that magical ingredient, rapport, to the 
marketing mix? 


I'm a copywriter-chauvinist, and I'm quick to defend my profession when critics claim (even though they're often 
justified) that we don't know what we're doing. "You guys put words on paper, and somebody reads, sees, or hears 
them," our critics chide. "You don't know why your words sell, if they do. You're still in the Stone Age." 


Not so. I, for one, am firmly convinced that we're starting to forge some iron spears. At last we're bringing into 
organized focus a handful of the rules for force-communication that have been hovering elusively in the 
"copywriter's heaven" above us. 


A professional copywriter may know the rules implicitly, but now we begin to recognize them explicitly. The 
difference isn't one of content; it's one of organization. 


A bright-eyed student, copywriter-to-be, enrolls in a college course. The student typically wants to write clever 
copy; the instructor encourages or discourages, based on an individual prejudice that in turn is based on an 
experiential background that may or may not be valid. 


The instructor transmits апа superimposes а set of copywriting fiats without regard for (or, often, knowledge of) 
universal truths. Hard rules for selling a "what" to a "whom" are offered in the guise of tradition: "This is how I 
learned to do it, so it's how I'll teach you to do it." 
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Figure X-4: 
Lincoln neatly balances its sedate image against contemporary "with it" language, 
by gentrifying the phrase and making it somehow seem charming: "Kick derriére." 


< previous page page xiii next page > 
Page xiii 


A mathematics instructor who taught, "Two plus two are seven because I like it that way," would be laughed out of 
class within the first two minutes. The geography teacher who taught, "The Monongahela River is the longest river 
in the world; it's the only river I've navigated, and it's long," would last only until a student became forever cynical 
by learning that the teacher was substituting his own limited sphere of knowledge for incontrovertible, tested, proven 
fact. 


Why can't the budding copywriter have the benefit of rules? Why can't an experienced copywriter, shifting from 
consumer to business copy, know which gears to engage? Why can't a nonwriter doggedly apply rules and write as 
well as someone who labels himself or herself a professional? Well, one reason is that the people we're trying to 
influence don't run on tracks. Or do they? You'll have to decide, after plowing through whichever sections of this 
book interest you. 


If you say to me, "In three words, tell me how to write effective copy," I'll answer: "Sure. The three words are 
clarity, benefit, and verisimilitude. Combine those three qualities and your copy can't miss." (Not to worry if that 
third word isn't familiar: Verisimilitude, a truly magical ingredient, is explained in this text. It may be the most 
worthwhile element any communicator might ever want to control.) 


You may wonder, If it's that easy, why have I turned my brains into mashed potatoes by isolating, culling, and 
refining solid rules? Why do we need hundreds of rules when we can get by with the three-word formula? 


You know the answer, of course. Knowing the three magic words is like spotting intelligent life in another galaxy 
through a powerful telescope. You know they're out there, but to get to them you first have to invent faster-than-light 
drive. The rules in this book are just the beginning. They'll tell you how to hold the screwdriver to open the crate of 
parts. 


To my successor, a hundred years down the road, who picks up the torch, who adapts the rules of force- 
communication as a changing society changes buyer attitudes, who might be kind enough to cancel my mistakes, 
and who is born into a copywriting climate made a shade more hospitable by this uncertain beginning, I sayas 
Columbus might have said to Rand McNallyGreetings! I may have had only the vaguest notion of where I was 
going, and I may not have known where I was when I got there, and I may have thought west was east . . . but I got 
there first! 


HERSCHELL GORDON LEWIS 
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Introduction 


What This Book Will Do for You 


Should you write "3" or "three"? "30 minutes" or "half an hour"? Should you lie a little in an e-mail headline to 
prevent the recipient from clicking the mouse and getting rid of you forever? Should you show a toll-free number in 
a television spot throughout its length, or will that ploy dull the viewer's reaction? 


These questions are typical of the miniproblems besetting the 21st-century copywriter, who faces targets whose 
skepticism and even antagonism would have been regarded as impolite a generation ago. Impolite? The very 
meaning of that word has changed, as courtesy becomes a less frequent commodity in society. And we, after all, 
don't create social mannerisms; we just reflect them and cater to them. 


Every word counts . . . so which one should you use? 


The answers are in this book. Deciding logically and deliberately whether to use "3" or "three" can be the beginning 
of a transformation from copywriting-as-art to copywriting-as-science. 


We sit at our keyboards. We sift through the layers of experience and intellectual scar tissue. We make decisions, 
some of them automatic and some of them tortured. Are we right or are we wrong when we change "Can you .. .' 
to "Will you .. . "? 


If you picked up this book and are reading the Preface, you're serious about copywriting. You want your words to be 
dipped in the magic bucket of power. 


Should you write "This is the information you requested" or "This is the information you asked for"? 
When should you avoid using asterisks?* 

How many ways are there to write a guarantee? What should you promise and what should you avoid? 
What's a better word for the word should, which appears so often in these first paragraphs? 

Do you write "A historic" or "An historic"? 


Should (do) you write "One mile"? "5, 280 feet"? Do you leave out the comma and write "5280 feet"? (And what's 
the difference?) 


What's a simple test you can give a writer who wants to work for you? 


What's wrong with this seemingly harmless line of copy: "The manufacturer has told us the quantity we are to 
receive will be small"? 


What changes in spelling and word construction do you make when you want your copy to appear British? 
What's wrong with using the word disbelieves in a radio spot? 

If you're inventing a brand name, what's the difference between an "ush" syllable and an "usk" syllable? 
Do you know the three can't miss tips for writing news releases? 


* AJ] the time. 
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What's wrong with paragraphs starting with the word "as"? 


The answers to these questions are only a handful of the tips, rules, laws, and commandmentscovering just about 
every commercial-writing circumstance and medium I can think ofin this book. As far as I know, this is the first time 
anyone (or should it be "anybody"?) has stuck his head in the lion's mouth by attempting to codify rules of 
copywriting. Even if the book doesn't help you, it has a certain historic value. 


Depending on how you approach writing, you will or won't be thrilled to see some hard rules in print. If you 
welcome the notion that at last it's possible to check your copy against a statutory base, anticipate the marketplace in 
the year 2025: By then, I'm convinced, you'll have a wide choice of computer programs incorporating these rules. 
Make a mistake and a red flag will go up. (No, this isn't parallel to those CD-ROMs offering a menu of boilerplate 
letters, where all you do is fill in the names. We're after genuine creative helprules, not templates.) 


If you think that reducing the creative process to a series of rules is a serious offensebreaking and entering the 
writer's hallowed seat-of-the-pants domain, a sacred land violated only by nonthreatening (because they're 
uncreative) researchersthen you'll find the whole concept repulsive, and I guess we aren't going to convince each 
other of anything. 

I think I'm safe. Why? Because if you pooh-pooh the concept behind this bookthat writing deliberately and 
confidently is better than writing haphazardly and fearfullyyou wouldn't buy a book whose whole premise, cover to 
cover, fights your own philosophy. 

Okay, if you're ready, let's plow ahead. Welcome to the shining new world of thoughtful, dynamic copy. 


H.G.L. 
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Chapter One 
Form or Substance: 
Which Makes for More Effective Copy? 


Why Rules Mean Better Copy 
This book is jam-packed with rules, laws, commandments, concepts, precepts, principles, and savage opinions. 


Why, after all these years, does the copywriter need some rules, laws, and all the rest of it? I'll tell you why: 
Organized society is becoming more and more dependent on communicators. 


We've moved from the safe, shallow waters of an industrial society to the roiling seas of a communications society. 
It's unthinkable that an event, an individual, or an invention could achieve significance without media attention. So 
isn't it high time that we began codifying the rules of the road? 


Form or Substance: 
Which Makes for More Effective Copy? 


Psychology and communications push upward through the crust of human activity, like twin giant volcanoes 
changing the landscape. During the maturation process over the last 200 years or so, psychologists and 
communicators alike have ignored the bond they need to dominate 21st-century thought: Psychologists aren't good 
communicators and communicators are at best seat-of-the-pants psychologists. 

Microchips and Microthinking 


This first chapter begins what I hope will be an ongoing welding of psychology to communications . . . plus the 
formalization of rules that good copywriters sense but haven't had available to them in organized form. 


We're late with this. One reason is that the puppet strings of mass communications have been pulled and tugged by 
individuals who recognize and are comfortable with the techniques of communication, but who don't give equal 
status to semantics or phonetics. They're uneasy with linguistics and philology, the study of the words. 


Glorification, especially in art-directed communications, has been of medium, not message. That's how a writer or an 
artist builds a portfolio, leading to a better-paying job; that's where the cycle of creating good-looking ads continues. 


Did the ads pull? Who cares? They look good, don't they? 
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Figure 1-1: 

An ad generating a "Huh?" reaction is dangerous. Here the Illustration Agreement 
Rule (see Chapter 13) is discarded in an attempt to substitute cleverness for 
communication. What possible advantage could there be of trying to force the 
message to conform to the graphic instead of having the graphic illustrate 
the message? The text reveals benefits; many readers will never see them. 


Three Key Rules for Wordsmiths 


For the foreseeable future, I plead that those who go into battle carrying the title wordsmith observe three key rules: 
1. the Form Worship Maxim (coming right up) 


2. Roget's Complaint (With all the specific descriptive words available, the writer who regards neutral, nonimpact 
words such as needs, quality, features, and value as creative should agree to work for no pay). 


3. the Clarity Commandment (the overriding determinant of word choice) When choosing 
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words and phrases, clarity is paramount. Let no other component of the message mix interfere with it. The reader 
invariably will apply a negative interpretation to statements that violate the Clarity Commandment. 


Want proof that copywriting is approaching the wonderful intersection beyond which logical rules can prevent 
mistakes? There it is! Observing those three rules (and any beginner can put them to use during the first five minutes 
at the keyboard) will result in usable copy. 


But I Don't Mean... 


We can't overlook the one big difference between copywriting as a science and some of the more natural sciences: If 
you screw up a chemical formula, your compound won't work. Not at all. Zero. But if you screw up a copy formula, 
your ad still may bring in some business. It won't pull as well as it would have if you'd written it according to the 
rules, but it probably won't draw a total blank. 


The enormous distribution of most advertising messages tilts the odds against zero pull in the writer's favor. Your 
miscreated formula reaches thousands, even millions of people. On the Internet, it has the potential to touch tens of 
millions. Even if you make every copywriting mistake in the book, some will get the message. 


The point? "The ad didn't draw a blank" is no reason to discard the rules. 


For the Last Time: 
Form or Substance? 


Is copywriting an art or a science? I say it's about one-third of the way across the bridge from art to science. What 
makes the current position uncomfortable is the absence of professional standards. Until we have professional 
standards, anyone can hang out a shingle and claim to be a copywriter. What, for example, is the message 
transmitted in Figure 1-1? Poseurs have no difficulty aping the form of an ad or a mailing piece someone else has 
created; their difficulty lies in paralleling substance. For those who believe mechanical tricks can cover or replace 
imaginative sterility, I propose the Form Worship Maxim: The writer who puts form ahead of substance implicitly 
admits a creative deficiency. Communications infected with this deficiency call attention to format rather than to 
what they say. Invariably the writer has a way to transmit the message more effectively than the one he used. 
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You'll enjoy our 
free catalog. 


The Daedalus Books Catalog is 
famous among people who 


consume a lot of books. Irs full of 


meaty mini-reviews that make good 


reading in and af themselves. 
It's enlightening. Entertaining. 
And it's free 
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happy to find theyre less than half 
the list price, Almost every 
Daedalus book is а remainder 
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Won't it be nice to devour all 
the fine books you hunger for? 
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free catalog. 
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BOOKS CATALOG 
1-800-395-2665 
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Figure 1-2: 


What was your quick first reaction 


to this ad? Mine too. 
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This may not be the most prudent investment strategy on Respect for Dave's stock savvy was waning. Time to 
Wall Street, But with Williams, you get BOTH regain confidence with Williams’ energy AND 
energy AND communications -— communications bustnesses à 


"yw тып куча «ма 


Williams wants you to know that you can easily be Thanks to the exceptional service offered by 


verlooked by the behemothic phone company Williams communications, Ed could share 
а „эон лик quality time with the family 


Figures 1-3A, 1-3B, 1-3C, 1-3D: 
This is a campaign by a company called Williams, proposing . . . what? The assumption, 
"Everyone knows who we are, " is both poor logic and poor marketing strategy. 
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The Five Great Motivators 


In the Age of Skepticism, we recognize the Five Great Motivators. Remember when primitive classes in advertising 
taught that food, clothing, and shelter were motivators? Remember when instructors talked about primary needs and 
secondary needs? No more. We're in the Age of Skepticism, and anyone who might be moved by food, clothing, or 
shelter isn't worth your promotional dollars. Gourmet food? Yes. Designer clothing? Yes. Status-laden shelter? Yes. 
But it's the qualifier words that give us the motivators, not the basic requirements of life. 


If you want your message to work, you can't consider primary needs and secondary needs. First, the word needs is a 
generalization that won't connect solidly when it comes up against a specific appeal. (Please: For the rest of your life 
plus six months, don't use needs as a noun in any copy you write. Thank you.) 


Second, you're way, way off the center of the target if you even consider secondary sales arguments. It's a 
competitive marketplace, and you have to whang them right between the eyes. 


Five bucks says 
youll like our new 


way of shopping, 


шшш == "t 
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New merchandise, no more clipboards, 
low price guarantee. 
fale onda Ванны 7 


Figure 1-4: 

This is the cover of a freestanding insert. While "New merchandise" is too general to 
have much impact, and "no more clipboards" may confuse the uninitiated, that huge 
coupon is a grabbera classic use of the great motivator greed. The purpose of this 
cover is to spur the casual reader to open the insert, where actual merchandise is shown. 
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1-800-218-9000 Ext.A-907 


CALL жы FRE 


Figure 1-5: 
An advantage of greed as a motivator: 
The ad doesn't have to be pretty, just clear. 
So you lean on one of the Five Great Motivators: 
1. fear 
2. exclusivity 
3. guilt 


4. greed 
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5. need for approval 


If you're particularly astute and have the opportunity, you frost the cake with either or both "soft" motivators: 
convenience 


pleasure 
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If you write clearly апа within the reader's experiential background, апа present benefits based оп an appeal to one 
of these motivators, you can't miss! 


As the mass communications juggernaut rumbles well into the super-sophisticated 21st century, a sixth motivator is 

showing promise. Actually, it's almost a combination of the second Great Motivator, exclusivity; the Soft Motivator, 
pleasure; and a smidgeon of the others. Almost, but not quite. We'll keep an eye on it. If you're reading this after the 
year 2005, you might decide to add it to the hallowed list: 


6. ego gratification (maybe) 


It's increasingly safe to build a sales appeal around ego gratification, conglomeration of motivators that play to a 
combination of fear, exclusivity, guilt, greed, and need for approval. That conglomeration, like cosmic dust 
hardening into a planet, may become the sixth motivator on its own. 
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NO SLICK ANSWERS 
NU SLICK HAIRDOS. 


Figure 1-6: 

Does this ad make its point? The theme is, "We're а lot more concerned with 
your deal than our image." Two questions arise: 1) How might this financial 
services company have better projected that concept? 2) Is the concept 
powerful enough to warrant prime position in the company's advertising tactic? 
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Ego gratification isn't new, but as a valid motivator it's the natural child of the "I deserve everything" attitude that 
seems to infect all strata of society. 


Ego gratification gathers to itself these ingredients: 

praise from others 

being in style 

emulating and being recognized by those we admire 

attracting an admirer or lover of our own 

having our lifestyle become congruent with lifestyles we regard as superior 


You can see the evolution: Each of these could be sandwiched into one of the Five Great Motivators. Together, 
they're forming a new oneego gratification. It's still too naked an appeal to stand alone, but it's getting close. Close. 


And How About Envy? 


How about envy? Unquestionably, copy with a "Don't you wish you could be like . . . " theme has substance, 
although I'm not enamored of headlines beginning with "Don't." 


Remember the motion picture Close Encounters of the Third Kind? Francois Truffaut (playing a distinguished 
scientist) says to Richard Dreyfuss (playing a clodlike antihero), "I envy you." The effect on the viewer is electric; 
it's the denouement of the movie. In Titanic, the plot swings on a rich girl's envy of the free and easy lifestyle of a 
boy traveling in steerage. Envy has power. 


Years ago, when television was an expensive luxury, a radio commercial had a young child pleading plaintively, "I 
want a television Christmas . . . a world of magic all my own!" So dynamic was this message that various parent 
groups lobbied to have it banned. 


But how often can we as writers mount an envy appeal without betraying our own position of greed? We're handling 
live grenades, hot radium. Envy, like the prime mover fear, isn't for the beginner. It's for the maestro who knows the 
reader, listener, or viewer. It's for a trained or instinctive master psychologist. Safety lies in the Five Great 
Motivators. With them, you can't miss; stray from them and your messageand youcan wind up in the wastebasket. 


How Much Do You Tell Them? 


In transmitting their messages, copywriters walk the tightwire between puffery and dullness. How much should you 
say about what you're selling? A safe rule is the Rule of Partial Disclosure: Tell the target individual as much as you 
can about what your product or service can do for him or her. If you have space or time left over, don't move down 
to the next information level (facts unrelated to benefit); instead, restate or illustrate some of the benefits. 


The First Canon of Salesmanship wasn't created exclusively for writers, but its aptness applies to every force- 
communication message: When the prospect says yes, quit selling. 


Overtransmission of Integrity 
Totality of factsan encyclopedic recitation of every scrap of information about what you're sellingnot only may bore 
people out of buying but also can unsell by including facts they see as negative, even if you don't. The frantic 


obsession with emptying the information bag mixes desperation with exhibitionism: Total disclosure is undressing in 
public. 
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More possibilities 
than you ever imagined 
in a single box. 


Consider the variety of service alternatives and application demands 
you face today. Wouldn't it be пісе to have a single box that lets you 
choose the best service for each application and, at the same time, 
saves you money? Now you can, with ATLAS. 


ATLAS is a new integrated access system from ADTRAN. Capable of 
both dedicated and switched access, this versatile haost-site platform 
consolidates voice, data, and video onto a single digital 
circult—lowering monthly payouts, optimizing your pipeline and 
reducing network management to Its simplest form. And it's avallable 
for a fraction of what most alternatives cast. 


ATLAS. It's the only network access solution that covers the spectrum. 


CALL 800 SADTRAN (800 973-8726) FOR A FREE BROCHURE. PO Boc н 
www.adtran.com/atlas Hussiviis, AL 35814-4000 
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Figure 1-7: 


Eye-catching . . . but is it image-enhancing? This ad appeared іп an Internet trade 
magazine. How far does the reader have to penetrate the text to discover what's being sold? 
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Here is an example of copywriting without the sense or discipline of discrimination. Copy for a talking telephone 
has these four bullets: 


Can be taught to respond to one voice only. 

Made to conform to U.S. government regulations. 
Pulse/Touch-Tone switchable. 

16-number memory. 


I hope your question is the same as mine: What is that second bullet doing there? The word "Made" is considerably 
weaker than the word manufactured, but the biggest objection to this bullet is its reference to a point that 1) has no 
apparent benefit to the reader and 2) has negative overtones. The word "regulations" is deadly in selling copy, 
especially when any form of the word approved might be a substitute. For heaven's sake, use positive words instead 
of neutral or negative words when you're trying to sell! 


When a writer becomes Pandora, opening wide the box of evils locked in a corner of every business enterprise, often 
the opening has as its justification the integrity of the writer. If you write copy like this and begin to feel that your 
dispassionate and enlightened viewpoint is superior to your employer's desire to sell something, quit before you're 
fired. You're in the wrong job. 


What bothers me far more than an occasional misguided eruption of conscience is seeing or hearing the result of 
such an eruption in print or broadcast ads. Somebody had a noble idea and somebody else okayed it. Even more 
puzzling, a born-again advertiser thinks the public will applaud utter honesty that makes him look bad. 


Yes, I know the fifteenth Way to Thwart the Age of Skepticismadmit an Achilles’ heel. (See "Skepticism" in Chapter 
26 of this book for the other fourteen ways.) But the admission is supposed to temper what otherwise is an incredible 
claim, not to become the linchpin selling argument. 


We hear this radio commercial: 


Sheehan Leasing isn't the lowest-priced leasing company. But does cheap really fit your lifestyle? Isn't it 
worth а little morenot a lot more, a little moreto get Sheehan service? . . . 


and we quit listening. Sheehan has admitted an Асһ ев heel, all right, but that's the only one of its aspects the 
company has described. We're not tempering incredulity and thereby adding verisimilitude; we're blurting out a 
negative that overpowers the mildest of positives"Sheehan service," an unexplained molecule of puffery. 


The commercial typifies the negative information ads we see too often. Why write ads that raise more questions than 
they answer? 


A catalog description of the robot zoids has this copy: 

Each uses two C batteries and Terox also requires two AA batteries for lights (no batteries included). 
Analyze those words: "no batteries included." Can you think of a more negative way to transmit this information? 
Why not the standard batteries not included, which at least doesn't violate the Rule of Negative Transmission: 


Unless you want the reader or viewer to think you're the originator or generator of the reason for negative 
information, don't put this information aggressively. 
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Figure 1-8: 


Yes, it's a lot of copy, but a lot of copy is the way to sell with a single shot. A mail-order ad has to generate response 
now or it fails; image is inconsequential if response isn't there. Notice the technique of an apparent newspaper story 
insert: The intention is to give what appears to be a third-party validation to the claims made in the rest of the ad. 
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To Know The Secret To 
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Figure 1-9: 


The Mona Lisa has been used in many hundreds of ads. Does it work here? If your answer is (as mine 
was), "What's the tie between the Mona Lisa and Metromail?" the conclusion is that it's a stretch. 
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Specifics SellNonspecifics Don't 


The writer who substitutes generalities for specifics has a real problem: That writer is automatically selling less than 
he or she could. If the generalities stem from lack of information, the problem lies in the transmission of salesworthy 
facts; writer and source should attack the problem jointly. But if the generalities stem from the copywriter's own 
philosophy, the problem is far more severe because the procedure suggests a deficiency in the writer's professional 
qualifications. 
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Figure 1-10: 
When art direction becomes so paramount the message is 
obscured, effectiveness is damaged. This not only is hard 
to read; the illustrations seem to make no point. 
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Example: What's wrong with this copy, the total description of an item in a page of travel items? 


A sleeping bag or a bed? Travasleep gives you the convenience of both. 


Right! No specifics. What are the individual conveniences? We're left to interpret . . 
writer has said to the reader, "You know more about this than I do, so you 


Have You Met 


. and to sell ourselves. The 


the $0) 1) — 


Ad Lips Суретті wn rick curae on idung vou bo the Dass pace perermancr 
products. That's why si Dre to уйи attention lang products that can Mep 
you Buccaeead. Fou can dapanm oc Law 1 үрей ишш лий wi Pa yia gr 


Ж иШ ЕЕ Н 


шкрге And ай ига your Ез, ғаны ЛЕРІ this t 


in Ene nousin алп a hast cf аа-а Батл demoed 10 UO vou 


Gusiwes burdens, why nor cal Law Cypress today! TOU Never Kee whom wo 


right тїтїп ұсы to 


m ак lf curiam 
ed раг Sey ax] ! pel 
гин! copre ТГ mung 
good usines егіле Ars? uet 
Мары К кыл ДЕГ "лш 


кй a ms a 


BON Y. 
Ban Jone (BOO 244-2044 Allanta ШӘ) 718-5748 
Chicago (БІН 301-0106 Denver (BOO) 786-0775 ^ 
Dallas (800) 482-2 B4 Portland БП} 856-3810 | 
Pastile (B00) dd - DON Washington OE IU) Bd - O66: \ 
Los Angeles (Bron 487-6220 Mirinesata iB? 7) 815-2228 


қ m PA М. ғ 


9; 


Жащы eee 
Marri, Tome rw ін Пи rro — becas 
е н] 
туса аге ranging in capacity iram 
dt n PM ЕТ Bf uetical |ішізегі, Wir 
Samy pou can gen your customers Те 
Tapert ther паш бе meai Ты Dong. 
[титир ged (мер péorarrlpga ot 

* Қнұһашылү 

ш бырына Mee Рента аза 

= — Full Furnily of Optical Libraries 
* Dima of МП ar ORE Tortosa 

ë еретін [ES Support 

* Басси Jupri 


* iia Masahe тиын 


wee їй чегүү ст 


Advertiser Product Info = www.kmworld.com/readerservica 


Figure 1-11: 
Read the entire top paragraph. Does this weak collection of generalizations 
generate as strong a desire to follow up as even a single specific might? 
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fill in the gaps." The reader logically says, "Forget it." Certainly the writer has enough information to replace the 
nonspecific puffery with what appears to be specific information: 


A sleeping bag or a bed? Travasleep gives you the "sleep anywhere" convenience of a sleeping bag with 
the restful comfort of a soft, downy bed. 


Since nonspecifics are a key no-no, let's add another example. Here's part of a letter selling a privately printed 
magazine: 


We don't claim your magazine would be as good as Modern Executive, but we do point out that . . . 
You caught it, of course: "As good as" isn't as good as a specific might be. Replace it with specifics and the 
argument springs to life. Even knowing nothing about Modern Executive, we can replace "as good as" with a better 
"as" phrase. Pick one or invent your own: 
as professionally edited as... 
as beautifully printed ав... 
as perfectly targeted to today's executive as... 
as big a bargainas... 
Specificity Equals Felicity 


Specific words generate a far greater emotional reaction than generalized words; the more specific the words, the 
more the writer controls emotions. (On the World Wide Web, multiply that point by four.) 


Example: A writer referred to a rock musician as "dirty." Yes, dirty is an emotion-loaded word, but overtones differ 
from intent. An editor, after discussion with the writer, changed dirty to unwashedthe description the writer actually 
intended. The editor asked and answered the question the writer should have asked and answered: What conclusion 
do I want the reader to draw? 


Aw, They Know What I Mean 


Writing is conscious, not unconscious. You can ruminate to yourself almost unconsciously because you have no 
trouble decoding what you mean. But copywriting is aimed at a target. 


Suppose I write "the oldest group of members." What does it mean? Are these the members who are the oldest in 
age? Or are they the ones who have been members for the longest period of time? Гуе committed the same hit-and- 
run mistake as many other writers, damaging the message the way static damages radio reception. The message 
recipient hesitates because of possible misinterpretation, and hesitation weakens impact. 


If we, casual readers, can replace nonspecifics with specifics, how much better a piece of copy the original writer 
might compose with even a little thought. After all, the writer has ammunition we lackall the facts. 
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А Century of Expeuience 


ü 


99 Years of Providing Quality Call Center Services 


* Operator Services * Outbound Customer Care 
* Third Party Verification - Customer Retention Programs 
* [nbound Customer Care - Welcome Calls 
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CENTURYTEL 


Telecommunications, Inc. 


Your Connection to Call Center Service 


208 5. Guadalupe St. San Marcos, FX 78666 Ph. 548-888-8737 
ww'w.eticalloenter com 


Visit us at ICCM Booth 1701 #077 on Reader Service Card 


208 5. Guadalupe St. San Marcos, TX 78666 Ph. 548-888-8737 
www.eticallcenter com 


Visit us at ICCM Booth 1701 077 on Reader Service Card 
Figure 1-12: 


What image does this ad project? Isn't it one of antiquity, being out-of-date with obsolete equipment? 
A double "then/now" photograph might have provided the effect the advertiser intended. 
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How many 
HATS 


should a person in 
YOUR Position 
wear? 
Let us wear these hats: Just | 


ONE 


NEN WU. 
MANAGEMENT 
Hat 


HR, Payroll, Insurance, 
Regulatory Compliance, 
and Employee Benefits 


So you can focus on GROWTH 
EL Employer Services morum 


Reducing Employment Costs (800) 782-9400 


Figure 1-13: 
What makes the hat at lower right the "Management" hat? Is emphasizing hat-wearing the strongest way to make this 
advertiser's pointthat management should be able to focus on growth and not be distracted by time-consuming 
peripheral details? "Reducing employment costs" is a crucial sales weapon, buried as an apparent afterthought. 


And We're Off! 

Even from this mild beginning, you can see how copywriting has the seeds of logical analysis in its structure. Depending on logic 
kills creativity? Heck, no. Don't fear it any more than you'd fear a newly discovered antitoxin for a noxious disease. It's parallel to 
a spelling-checker, not to a creativity suppressor. 


Is seat-of-the-pants copywriting on the way out? I certainly hope so. It would be good for advertising writers' claim of 
professionalism if practitioners could replace "This copy worked" with "This copy worked because . . . " 
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Chapter Two 
You, Me, and What Makes Us Respond 


How to Put You into the Mix 


Unless the reader regards himself as the target of your message, benefit can't exist. Benefit demands a we/you 
relationship. 


What, then, is wrong with this opening? 

The person whose name appears on the label is entitled to . . . 
Right! The writer is Pygmalion. He creates and his reader reacts accordingly. His dispassionate copy generates a 
dispassionate reader. Uninvolved, the reader remains an observer, not a participant. Emotion is sapped out of the 
decision-making process (see "How to Make Emotion Your Powerful Advertising Weapon" in this chapter and 
"Emotion vs. Intellect" in Chapter 26). When the vendor is uninvolved, the buyer is uninvolved. And when the buyer 
is uninvolved, the vendor loses. 
So we change the approach just a hair: 


If you're the individual whose name appears on the label, you're entitled to. . . 


"Т am the greatest" copy generates a ho-hum reaction at best. On down days, when our brains are out of gear but 
deadlines loom, any of us may have written an advertising headline such as the following: 


There is a difference in quality and service, and the difference is Alpha Omega. 


Suppose we're bright enough to replace those deadly words "quality" and "service." Have we helped the ad enough 
to make it professional? In my opinion, no. There's still a zero you factor in this headline. 


Putting you into the mix doesn't just mean inserting the word you into self-aggrandizing copy. Don't make your copy 
a megalomaniacal mirror. Go through the looking glass. That's the tactical difference between Figure 2-1, which 
projects specific benefits, Figure 2-2, which assumes recognition, and Figure 2-3, which has a clichéd concept with 
boilerplate copy. 


An assumptive, strutting, preening attitude results in advertising copy such as: 
We're Moving! 


Our new building and expanded facilities 
will enable us to serve you better! 
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Figure 2-1: 
The typical meeting planner might regard Guatemala as a low-possibility choice. This ad, in a publication 
circulated to meeting planners, might well move that destination up the ladder because it names specific benefits. 
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Figure 2-2: 
This ad is assumptive. In a competitive ambience, assumption may not be heavy enough competitive artillery. 
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Figure 2-3: 
Can this ada total cliché, including the illustrationcompete with meeting-site ads 
that specify benefits? Suppose a meeting planner asked, "Why should we choose 
you?" Would any sane sales executive expect the copy in this ad to carry the day? 


They will, huh? How? Will you speed up my order, апа if so, by how much? Will you carry a bigger inventory of 
the items I order? I'm the skeptical ad receiver of the 21st century. I don't care about you; I care about me. Unless 
you show me benefits, I regard your "new building" ad as another piece of puffery. If you want me to react to your 
move, give me some specifics, aimed at me. Don't give me empty self-flattery. 


The "You First" RuleTell the reader, listener, or viewer what's in it for him, not for youcan be a moneymaker for you. 
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PROFESSIONAL, enjoy my work, and am determined that you will receive the finest real estate service possible! 


2. I have available the FINEST REAL ESTATE SALES TRAINING PROGRAM IN THE NATION! 
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clean carpets and bare floors, 
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Figure 2-4: 
Suppose you had ап assignment: Write ап ad selling vacuum cleaners as а sales incentive. 
Would you have thought of an eye-catching, motivating concept such as this one? 
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3. Т am supported by a DYNAMIC, FULL-TIME MANAGEMENT TEAM who have the time to help me help 
you!... 


This exercise in consummate modesty has ten statements in all. Nine begin with the word "Т" and the tenth, for 


variety, begins with "Our." Its egocentricity parallels the bore who, after talking about himself for half an hour, says, 
"Enough about me. Let's talk about you. What do you think of me?" 


How to Make Emotion Your Powerful Advertising Weapon 
An article in Advertising Age was headed, "Emotion, a powerful tool for advertisers." 
As an example, the writer used a MasterCard campaign whose theme was "So worldly, so welcome." That's about as 
emotion-laden as a volume of 19th-century legal statutes. Think for a moment: What emotional satisfaction can 
MasterCard bring you? You might argue that it makes you feel worldly; in turn, the emotional side of you argues the 
relative emotionalism of worldly. Welcome? This word is too generalized to have any emotional impact. 
For its 1999 models, Buick actually trademarked this slogan: 

Isn't it time for a real car?™ 
Another example described in the article was a campaign by Minolta: "Only from the Mind of Minolta." Referring 
to an automatic-focusing camera called the Maxxum, the writer commented, "To anyone who has missed a shot 


while fiddling with a focusing ring, the fact of autofocus is emotional enough." 


Seems to me this commentator missed a shot. Product per se isn't emotional. "Only from the Mind of Minolta" is 
crowing self-encomium that leaves the reader out. 


The Minolta Maxxum was an innovative and superior product; that's why it sold well, despite the nondescript theme 
lauded by the article in Advertising Age. True emotionalism is the reverse of intellectualism. Here's proof that "Only 


from the Mind of Minolta" doesn't qualify: The word "Mind" is an intellectual word; brain is more emotional. 
Whatever stimulators the creator of that theme may have intended to apply, emotion wasn't one of them. 


The Rule of Emotional Mandate 

Active voice, not passive, is a major component of emotional copy. A help-wanted ad in an advertising publication, 
recruiting a director for a university's graduate program in corporate communications/public relations, listed these 
qualifications, among others: 

Evidence of scholarly capabilities through publishing and research is required. 

Previous classroom teaching experience is mandatory. 

Practical industry experience is highly desirable. 

Proven administrative abilities are necessary as the candidate will be responsible for curriculum development. 
Let's say you qualify for this job. Unless you were desperate for food, would you, as a professional in 
communications and public relations, feel comfortable answering this ad? The standoffish tone, the icy words such 
as "mandatory" and "required," the Kafkaesque avoidance of "we" as the source, the reference to you as a 


candidatethese will bring in the bureaucrats, not the creatives. Result? The gap between academia and the real world 
gets a little wider. 


« previous page page 23 next page » 


< previous page page_24 next page > 
Page 24 


Are You Less Than Egg-eited 
About Your Promotional Materials? 


Are they lacking that special something your competitors seem Lo hove? Are your materials outdated and in need of a fresh 
інге look! AL imapi That! Ureative Әшгесин, we ғап design pour corponiie brechore, now lugo and idemuly pockagn, 
or that perfect ad that slanda oul nnd Әнін noted — Whatever your design needs, Imagine That! ean hulp. 


Іп Іші, woro egy hilarated at the very; thought 


Corporate Identity Packages = Brochures = Custom Publishing = Айчегшып Design 


Prodmet Catalogs = Cigar Hamda = Bos Dougn * Newsletters = Catalogu 


gimagine 


CREATIVE SERVICES 


FW Habere Ені * huie JUS + Павее Beach, FL EMHZ = СА Hid = (АЯҚ НЕКАЯ 


Fox ck ТЕН * enu ызға нда дий * A Draws al BEART Prom 


Figure 2-5: 
This company specializes in creating promotional materials. Based on this ad, would you hire them? 


Help-wanted classified ads aren't exempt from human reaction; іп fact, they should be more aware of it. The Rule of 
Emotional Mandate is a handy one to keep in your hip pocket: Unless you want to avoid reader involvement in your 
message, always write in the active voice. 


Let technicians write for one another's uninvolved nonreactions. To sell, you need reader involvement, and that means 
looking for a reaction, not giving a recitation. 
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Figure 2-6: 
The word "geek" has highly emotional overtones. In this usage, it 
unquestionably results in greater readership of the message. Body copy, 
less than complimentary, isn't as much of a rapport builder as it might be. 


Emotion in Fund-Raisinga Must 


In fund-raising copy, it's suicidal to start reciting statistics, leaving the reader's emotions safely locked away. This 
copy leaves the reader uninvolved: 


These girls must liveand studyin wooden huts. 


I've pointed this ош elsewhere: If you can't think of any other way to involve your target, ask a question: 


What's it to you if these girls have to liveand studyin wooden huts? 
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While we were putting air in the tires, we fixed the transmission too: We changed "must" to "have to." We didn't 
mess with the word "study," which can get in the way of fund-raising by suggesting they can't be in extremis if they 
have the time and facilities for organized education. 


How to Put Psychology to Work for You 


Some of the easiest rules of communication are rules of psychology (psychology + communication = salesmanship). 
We stumble upon these rules by asking ourselves, "Why did I react that way?" and then chipping away personal 
prejudices and other impurities. What's left is a shining, valuable rule that benefits communicators by letting us play 
virtuoso cadenzas on the psychological strings of our targets. 


While writing a direct-mail offer, I decided to strengthen the money-back guarantee by changing the risk-free 
inspection period from thirty days to one month. Then, like Archimedes in the bathtub, I yelled "Eureka!" as the 
reason for the change hit methe Generic Determination Rule: The generic determines reaction more than the number. 


And what, you ask, does that mean? You can feel relief when you see how what appears to be a pedantic rule is 
instead one of the most useful weapons in your arsenal. 


One month is a longer time than thirty days. Oh, not really; perceived time is the psychological key that can unlock 
the door of buyer receptivity. What the rule means is that a generic (in this case, month and day) exercises greater 
control over human reaction than the number associated with it (in this case, one and thirty). 


Does it work? You bet. Half an hour is a "longer" time than thirty minutes. The generics are hours and minutes. The 
numbers are one and thirty: One half-hour . . . thirty minutes. The rule says generics determine reaction more than 
numbers. That being true, sixty minutes seems to be less time than one hour. (If the television show were named 
One Hour, ratings would plummet.) 


Similarly, sixty seconds seems to be a shorter span of time than one minute. Twenty-four hours appears to be a 
shorter span of time than one day. We pay attention to the generic unitseconds, minutes, hours, or daysnot to the 
number. 


This piece of information is not trivial. You can control the reader's reaction without changing the facts. 


If you want to suggest that you process claims in a shorter time, you write "forty-eight hours"; if you want the time 
to seem longer, you write "two days." Shorter distance: "Five thousand, two hundred and eighty feet"; longer 
distance: "one mile." Smaller quantity: "one pint"; larger quantity: "half a quart." Less weight: "eight ounces"; more 
weight: "half a pound." 


Want proof that the Generic Determination Rule changes the perception without changing the facts? How's this: 
What if McDonald's Quarter Pounder were called McDonald's Four Ouncer? 


Let's move up to the second level: Which of these seems to imply a longer period of time: "Established 1981" or 
"More Than 20 Years at This Location"? 


Let's expand the Generic Determination Rule to cover this second-level concept, the Chronology Rule: Does the 
experiential background of your primary targets include a date within their adult experience? Then numbers of 
years, months, or days appear longer. 

Using these two allied rules, we can widen our generic determinations in both directions. If an event is supposed to 
be recent, it didn't happen three months ago; it happened last April ("back in April" artificially pumps up the time 
gap). "I haven't seen you for ten years" suggests a considerably longer gap than "I haven't seen you since 1990." 


Likewise, "You've only had it since 2000" is less time, in 2002, than "You've only had it for two years." 
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The Psychology of Tense Selection 

Present tense: "This sells elsewhere for $100." 

Past tense: "This sold elsewhere for $100." 


What's the difference? Plenty. Present tense has the power because right now somebody else is selling this for $100. 
Past tense loses strength because it's history, not current events. 


What do you do if you can't claim a current competitive marketplace at $100? Simple: You split the difference by 
moving into the present perfect tense: "This has sold elsewhere for $100." 


Present perfect links the immediacy of the present with the factual comfort of the past. Don't worry about 
terminology or the forgotten sentence parsing of Miss Norwalk's third-grade class. Keep repeating, as I do: 
Copywriters are communicators, not grammarians. What matters isn't your knowledge of which tense is which; it's 
your knowledge of how to transform the lead of drab fact into the gold of lustrous attraction. 


One exception: Use sold, not has sold or have sold, when suggesting a break with the past, especially in headline 
copy: Thousands Sold at $100! 


Why is "This has sold . . . " usually better copy than "These have sold . . . "? Two reasons: 


1. Exclusivity is one of the Five Great Motivators. Singularity suggests exclusivity; pluralizing makes both what 
you're selling and those to whom you sell it anonymous. 


2. The singular implicitly suggests quantity limitation. It's the same impulse-building syndrome that brings crowds 
to the door half an hour before a store opens: "Only 11 at This Price!" 


(The reason for the word "usually" in the explanation: When quantity is small, pluralizing emphasizes fewness.) 


When writing accomplishment copy, present perfect creates an immediacy you can't achieve with past tense. 
Example: A piece of copy about miniaturized firearms read: 


Sr. Alberti created a perfect working replica... 


which lost the selling hook by turning Sr. Alberti's accomplishment into a historical incident. The work becomes a 
current event with a single word change: 


Sr. Alberti has created a perfect working replica... 


Check your copy for lost timing. You can lose the reader's or listener's interest by wandering through history, and 
you can yank that interest back into the present by a tense change. Instead of 


The work had a profound effect . . . 


which doesn't have a profound effect, since it seems to have come and gone before your target individual came onto 
the scene, you can write: 


The work has had a profound effect . . . 
The profundity seems to have continued right up to the moment your words hit the paper. "Has had" can be even 


more dynamic than "is having" because present tense can have a subtle overtone of incompleteness or a changeable 
circumstance. 
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"In Your Face" Advertising 

Even а few years ago, readers would have been shocked by space ads with copy like that appearing in Figure 2-7: 


"What does your Smirnoff vodka make you?" 
"A kick-ass martini." 
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Figure 2-7: 


How hip сап you get? Even a handful of years ago, copy such as this would 
have caused an uproar and probably been rejected by many publications. 
We might consider this a marker of societal change, whether good or bad. 
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They would have wondered why Glenfiddich vodka had to have the word "damn" in its ads (Figure 2-8). 

Some would have written nasty letters complaining about headlines such as the one in Figure 2-9: 


Should we call it E*TRADE 98? 
E'TRADE 2.0? Or E*TRADE kicks butt? 


MADE THE SAME DAMN 
WAY Atmece 1887. 


—M—— 


i113 YEARS OF OBSTINMACY EQUALS INTEGRITY 


Glenfiddich. 


SINGLE MALT 


Figure 2-8: 
Would this ad have succeeded if the word "damn" were dropped from "Made 
the same damn way since 1887"? Probably not, on a raw attention-getting 
basis . . . unless the copywriter had been able to think of another adjective, 
one that combined the suggestion of superiority with attention-getting. For 
some Scotch aficionados, this ad damages the brand's upscale image. 
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Figure 2-9: 

As Figures X-1 through X-4 exemplified (see Preface), the phrase "kicks 
butt" has become commonplace as some advertisers adopt "In your 
face" campaign concepts. "Kicks butt" is well on its way to becoming so 
commonplace that it has little impact. The significance lies in the marketing 
assumptions it represents: Shocking sensibilities is good salesmanship. 


It is, after all, only language. And since the invention of language, what one person finds offensive another person 
finds provocative. 


Is responsibility for the slackening of moral codes оп the shoulders of radio talk-show hosts, who now regularly use 
words that a few years ago would have had them banned from the air? Does responsibility lie in the Internet, with no 
informational filters and thousands of easily available porn sites? How about movies, where the NC-17 rating means 
little or nothing? Why not television, which now telecasts adult-theme dramas at hours when the under-13s are 
viewing? Or maybe it's the schoolyard, where dirty words are now commonplace. 


And why run ads showing models with pierced noses and lips, such as those in Figure 2-10? These models become 
role models, as do basketball players who dye their hair green. 
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Figure 2-10: 
A curiosity of today's marketing climate is the appearance of 
advertising messages that attract some targets and repel others. 


Тһе communicator is a mirror of society, not its creator. Two rules apply to the use of "in your face" messages. 


The "In-Your-Face" Message Rule: The effectiveness or annoyance of an "in-your-face" message depends entirely 
on its synchronization with the attitude of the message recipient. 


The Shock Diminution Rule: Shock diminishes in exact ratio to repetition. 
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Figure 2-1 1: 
You may have thought you had graduated from suggestive humor such as this when 
you graduated from high school. A play on words often ranks cleverness above 
communication. Ads aimed at creatives sometimes claim the right to cross the border of taste. 
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Figure 2-12: 
As the current prime mover in marketing message evolution/devolution, the Internet knows 
few rules. Ads in Internet magazines can smirk without causing a single red face. 
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We know this because we're PointCast, the leading Internet news network with a 100% registered 


viewership of 1.2 million upscale, business consumers (22% of whom plan to buy a DVD player’), 
And with an average ННІ of $114,000, they can afford it. So reach Richard and his 1.2 million 
colleagues with a PointCast 30-second, interactive, motion graphics spot that won't be wasted 
on some Dick. Call us at (408) 990-6413 or visit us at www.pointcast.com/richard. 
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Figure 2-13: 

To those who have never heard the obscene expression, this ad might refer to an ill-fated Miller Lite 
campaign centered around an obnoxious character named Dick, or it might simply be the difference 
between calling somebody Dick or Richard. Chances are very strong that the writer of this ad 
did intend to lean on the obscenity because otherwise the comparison is both weak and flat. 
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WINSTON BOX 
SURGEON GENERAL'S WARNING: Smoking 16 mg. “tar 1.1 mg nicotine 
Causes Lung Cancer, Heart Disease, av. per cigarette by FTC method 
Emphysema, And May Complicate Pregnancy, a a ішіне 


di pe played 59 huch ad 
14 bea ke y? ча mss hati” 


- Р fietar 
~The jate Guitar Gabriel, Music Mater Pene 4 


Figure 2-14: 
Cigarette manufacturers assume they сап be excused for running ads such as this. They face limitations not only іп 
what they can say but where they can say it. Nevertheless, the rationale behind the language in this ad is hard to defend. 
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Figure 2-15: 
Powerful language doesn't have to be obscene, as this ad in a freestanding insert proves. 


Maximizing Image 
What's wrong with this copy? 
Joseph's SuperValue Warehouse is located on Cambridge Highway, on the corner of Central, Suite 902. 


The mixed message destroys the size impression we want. How can a warehouse be in Suite 902? For advertising purposes, leave 
that suite number out. It makes the enterprise seem to be a one-room company. (Which it may be, but why advertise a negative?) 


Procter & Gamble can use a post office box; most medium-size companies look better and bigger if, instead of having P.O. Box 
897 as an address, they use either Box 297 or Lock Box 297. It's the same information, but the image is stronger. 


Does your post office have a name? You can adopt it and gain luster: Box 297, Grand Central Post Office or (but check with the 
local postmaster first to get approval, which you'll probably get because post offices have their own ZIP codes) Box 297, Grand 
Central. 


If you've won a meaningless award, either glorify it or convert it to a generic. Example: You've won the North Belle Vernon, 
Pennsylvania, "Best Grocer Award." To glorify it, add a descriptive word: "Winner of the coveted North Belle Vernon Best 
Grocer Award"; or convert it to a generic: "The award-winning store." Careful: If you claim to be "Winner of the coveted Best 
Grocer Award," be sure it's in context. Never let puffery expand into lying. 
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You Don't Have to Be a Poet 


One advantage you will have from knowing a few rules is that you won't have to wait for inspiration to hit you. If 
you think using logic instead of waiting for inspiration isn't a healthy notion because you abandon your creative 
genius mantle, you've never had a deadline. 


For those of us who can't stall but who pray that our feeble creative fires will start to burn brightly: Awareness of 
logical rules is the sign of professionalism. 
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Chapter Three 
The Lean Machine: 
How to Use Words 


Good Writing Is Lean Writing 

You've heard it many times before: Good writing is lean. Don't mistake leanness for anorexia. You want to get rid of 
fat, not muscle. Most first drafts are heavily insulated with fat, and exercising your editing muscle will break down 
and flush away those greasy globules without cutting into the meat. 

Here's a quick test: This is one of five bullets describing a portable radio: 


Has a stereo/mono switch that helps you pull in weak or distant stations. 


You have to leave the meat alone. So "stereo/mono switch" has to remain intact. How can you tighten and 
strengthen this line? 


Stereo/mono switch helps you to pull in weak or distant stations. 


Notice anything else? What's the word "to" doing there? It's part of the fat, not the meat, so you slice it out and you 
have: 


Stereo/mono switch helps you pull in weak or distant stations. 

A slash would go even further: 

Stereo/mono switch picks up weak/distant stations. 

I don't agree. This turns leanness into anorexia. Instead of taut, the overcondensed bullet seems frantic. There's a rule 


for this, the Tightness Rule: Keep copy tight enough so it fits the reader's skimming without forcing a 
comprehension stop. 


Live or Dead Words 
The copywriter's job is to bring an image to life. Did a copywriter have anything to do with this line of copy? 
This toothpaste is specially made to prevent cavities. 


Even a beginner should be able to spot the weakness in the word "made." One doesn't need five years of 
postgraduate copywriting training to recognize how much more power lies in words 
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such as compounded or formulated. Why? Because by using compounded or formulated, the writer bestows 
accomplishment on the toothpaste. Anyone can make something. 


From an automobile manufacturer came this limp line: 
Mazda trucks provide a new standard of quietness. 


Can't you see the word "provide" draining strength out of the truck? Provide is an accountant's or economist's term. 
In the dynamic and competitive world of salesmanship, you write copy in color, not black-and-white. 


The dictionary does list the word quietness, but the word is altogether too peaceful for truck copy, even compared 


with quiet. 
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If the neighbor's 
dog woke you 
| 5 times a night, 
| you'd strangle it. 


50 what are 
| you doing about 
your prostate? 


15 


Figure 3-1: 
The power of this simile doesn't depend on exotic words or a huge vocabulary. 
Power stems from a hard direct connection with the target reader's state of mind. 
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"I wish to..." has а limp-sponge impact; "I want to . . . " indicates character and position. A billboard for a 
restaurant has this line of copy: 


All baking done on premises. 

Did a lawyer write that? A copywriter would have written: 
We do all our own baking. 

If the writer knew the restaurant business, the copy would have a little more specificity: 
We bake our own rolls, bread, cakes, and pies. 

A manufacturer's camera magalog (a catalog set up in magazine format) has this line: 
The Professional MAXXUM is the fastest operating camera available today. 


That word "available" is the leech in this sentence. Like quality and service, available is a neutral word, marking 
time. Take out the word; isn't the sentence stronger without it? 


If your copy is consistently flat, don't go mad with a riot of color; add pastel tints with an occasional flare. Exotic 
words can be land mines. What good is a word if the reader or listener doesn't know it? Goodbye is colorless, but 
does your target individual know what auf Wiedersehen means? If you're sure, use it. If you're not sure, farewell is a 
word everyone knows, and it has hue. 


Don't strain for it, but when you're word picking, think of a bin of corn at the supermarket: Every ear costs the same, 
so why not pick the biggest, juiciest ones in the bin? 


How to Use Words as Ammunition and How to Avoid Firing Blanks 


You and I both know writers who have favorite words and phrases. They're comfortable with those terms and take a 
proprietary view of them. One writer's copy has become recognizable because of overuse of the word captured: "In 
a single painting һе has captured . . . "; "This book captures the spirit of . . . "; "She captured the flavor of..." 
Captured is a perfectly acceptable word, but it isn't worth a love affair. 


Another writer just has to use What's more in every piece of copy. It's like a trademark, and that's what's wrong; a 
professional copywriter shouldn't have a trademark. Words should fit what you're selling, and when you try to fit 
what you're selling to your favorite words, you have inferior copy. That's the reason for the Rule of Word Matching: 
Use words that match the image you're trying to build. An out-of-key word changes the image. 


Word matching picks up steam when some of your key words not only fit the subject but have color. Look for 
colorful words to tint your copy with imagery that fires the reader's imagination. 


To Coin a Cliché... 


A not-so-gentle warning to those who write news releases, broadcast copy, and direct mail, with an all-media alert: 
Comb your copy for clichés. 
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A cliché bleaches the color out of writing. What a paradox! Consider how many writers, fishing around for colorful phraseology, give up 
and pepper their copy with the blandest of seasoningsclichés. Awareness is the key to cliché elimination. If you're cliché-prone, start 
lifeextending treatment for your copy by using these phrases less than you used to: 


A breed apart. 


Add years to your life and life to your years 


As far as (WHATEVER) is concerned . . . 


Ask us about our... 


... as we possibly can. 


At this point in time... 


The best in... 


Bright-eyed and bushy-tailed. 


Due to the fact that... 


Each and every... 


Enclosed please find . . . 


[AND or DESPITE] the fact that . . . 


The finest іп [WHATEVER]. 


First-class quality, first-class service. 


Great (especially "Feels great" or "Tastes great")... 


Heartwarming... 


Hustle and bustle. 


I couldn't care less. 


If you can find a better [WHATEVER], buy it. 


... in апу way, shape, or form. 


In other words .. . 

In view of the fact that . . . 

Knock your socks off (see Figure 3-2). 
Let's face it. 

[WHATEVER] means business. 

New and improved . . . 

No customer too big or too small. 
Prioritize. 


Quite 
simply, 


Regardless of race, color, or creed. 
Revolutionary . . . 

Sit up and take notice. 

State of the art. 

You've tried the rest. Now try the best. 
... Very... 

Watch for it. 

We hear you. 


When you think of [WHATEVER], think of [WHATEVER]. 


When you want the best. 


Why settle for [WHATEVER] when you can have [WHATEVER]? 


World class ... 


Your pleasure in... 


Colors are much abused by cliché users. A short list: red tape, rosy future, tickled pink, purple passion, blue funk, green with envy, 
brown study, white as snow. They put us in a black mood, or make us white with anger or red with rage, because they're 
permanentusually dyed-in-the-wool. 


No copywriter can have an unblemished career. Clichés creep into our writing when our thoughts wander. An occasional cliché may 
actually bring relief to a torrent of tortured rhetoric. But when a writer looks at his copy sheet, sees "If you can find a better automobile, 


buy it!" or "Our computers mean business," and doesn't do something about it, it's time to cover the keyboard. As the saying goes, "When 
clichés become thick as fleas, it's time to avoid them like the plague." 


Schlock Words 


Schlock words aren't onomatopoetic (see Chapter 4). They aren't clichés. They're lowbrow. Only about 5 percent of the schlock words 
we see in ads have the strength of the same description 
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Figure 3-2: 
Is there any excuse for this heading, which not only is а cliché but has a zero degree 
of relevance? The dedicated copywriter never settles for easy but weak crutches 
such as "Knock your socks off," "Means business," or "When it comes to..." 


« previous page page 42 next page » 


< previous page 


page_43 next page > 


Page 43 


properly presented. (You should know them, though, even though it's only 5 percent.) Here are some schlock words: 


brite nite 
kleen thru 
lite xtra 


Having seen these samples, can you tell when you should use them? Right: when you're writing for bottom-end buyers. 


Other words and phrases you should never use in copywriting 


access (as a verb) 

at this point in time 

define 

despite the fact that 

due to (instead of "because of") 
etc. 

[the] fact is 

for (instead of because) 
frankly 

has got, have got 

however 

I could care less 

I mean (followed by a comma) 


impact (as a verb, although this has become common) 


importantly 


indeed (as first word of a sentence) 
in terms of 

meaningful 

muchly 

needs (as a noun) 

paradigm (a pomposity) 

prioritize 


remember (imperative followed by a comma) 


thusly 
utilize (instead of use) 
what's more 


-wise (as a suffix "price-wise," "wisdom-wise") 


you know (as a substitute for "uuuuh") 


Don't expect to win every battle. Some nouns have been turned into part-time verbs, beginning in the 1970s with impact and access, 
which until that time had nestled safely in the womb of nouns. My own exasperation peaked when a speaker used architect as a verb. 


Weak words you sometimes have to use 


available quality 
[the] fact that; [in] fact receive 
feature, features (as verbs) value 


one of the most 


Redundancies 


Some redundancies, such asfree gift, help credibility, a benefit that transcends the weakness of repetition. For example, "100% aspirin 
free" is а redundancy Anacin used successfully for years. (If it's aspirin free, it has to be 100% aspirin free. But like free gift, this 
redundancy adds emphasis.) 
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Figure 3-3: 
If you were in the jewelry store, would any professional 
salesperson use as the key selling argument, "Quality is a fact"? 
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The Redundancy Control Rule tells you when to repeat and when to strip out the extra words: Use redundancies only when you 
want the reader to know you've repeated or doubled words to show emphasis. 


Redundancy control suggests you question constructions that seem to be padding: 


actual fact little babies 

advance planning necessary requirement 
another alternative new breakthrough 
beginning of a new era new innovation 
consensus of opinion old adage 

depreciate in value postpone until later 

8 A.M. in the morning reasonable and fair 
final expiration date safe haven 

foreign import uniformly consistent 
last year's recent achievements young child 


Compare the weakness of these redundancies with the power of the next examples. The reader recognizes your intention to 
emphasize, and reader recognition is your justification: 


genuine leather 

I myself 

last and final opportunity 

my personal attention 
satisfaction 10096 guaranteed 


We stumble inadvertently into redundancies as we fight for stronger emphasis. It doesn't work that way. Adding words is adding 
bulk, not power. An example: My company has never done business that way, and we aren't about to change now. 


The weakness might be hard to spot if we weren't concentrating on redundancy. The word now is a classic power adder, but not 
when it's a redundancy. "We aren't about to change" is stronger than "We aren't about to change now" because the redundancy 
becomes a qualifier. 


For some readers, this line of copy would cause confusion: Heinz Veuhoff is an in-house staff designer for Olympic Litho 
Corporation of Brooklyn, New York. An in-house staff designer? What does staff add to in-house? The two words are the same to 
the reader, but because this company is named Olympic, somehow we get the impression that Mr. Veuhoff designs staffs. Why 
add bulk without adding information? 


The definitive word about redundancies: They're copy weakeners. 
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Chapter Four 
How to Write Motivational Copy 


How to Tell the Reader What to Do 


The Fourth Great Law of mass communications is Tell the reader what to do. It's the easiest law to follow, which 
may be why it's so often ignored. (For all Four Great Laws, see Chapter 26.) 


The beginner who takes my word for it and writes with slavish obedience to this law might be surprised at how 
effective copy becomes. If the writers of Figures 4-1, 4-2, 4-3, 4-4, and 4-5 had considered this law, their messages 
might have had some impact. 


Three principal reasons are interlocking rules that tie the law to grammar. If you stay away from would or could 
constructions, you'll have more octane in your word mix. The conditional is never as compelling as the definitive. 


Here are the three rules. I've given each one a high-sounding name: 

1. The Conditional Declension SyndromeThe more conditional the statement, the weaker it is. 

2. The Comparative Conditional Declension SyndromeThe conditional isn't as impelling as the imminent. 
3. The Subjunctive Avoidance CommandmentAvoid the subjunctive. It denies actuality. 

How to Change Weak Conditional Statements 


Obviously, if conditional statements are feeble, they're implicitly weaker than imminent statements. Let's take a look 
at how changing a conditional statement to an imminent statement pumps power into what you say: 


We'll squeeze every nickel and stretch every dollar, but we're desperately close to running out of money. If 
we did, we'd have to cut back on programs that might have been the only act of friendship for helpless 
children. 


The rules tell us to change a couple of words, closing the loophole the first draft gave the reader. Can you see how 
much stronger a suggestion of imminent problems is than a conditional statement? 


We squeeze every nickel and stretch every dollar, but we're desperately close to running out of money. If 
we do, we'll have to cut back on programs that might be the only act of friendship for helpless children. 
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WHITAKER! 


Mail Order Requests: кте Ті OUR GRAND OPENING COMING ѕоом | 


12419 NORTHWESTERN HWY. FARMINGTON HILLS, MICHIGAN E 


1-(888)-483-1020 


Figure 4-1: 
Other than watching for a grand opening, what is the reader supposed to do as the result of 
observing this ad? A reader who has no idea who or what Whitaker is would shrug and turn 
the page; a reader who does know who or what Whitaker is would have no reason to react. 
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We have a different way of 


looking at reprints! 


Reprint Management Services will 
give you а new perspective on 
editorial reprints 

Contact us for 


grown-up information 


—— — 
REPRINT 
MANAGEMENT 
SERVICES 
————— 


147 West Airport Road • PO Вох 5363 * Lancaster РА 17006-5363 • 717 560 2001 + tax: 717.560 2063 • email: reprints @ rmarepnnts.com * www rmaneprints.com 


Figure 4-2: 
This company is (I think) selling a serious business service. The copywriter seems to need rhetorical diapers. 
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Figure 4-3: 

The illustration, a destructive teenager, does nothing to help 
sell this advertiser's wares and much to damage the possibility 
of selling them. What if, instead of this sophomoric play on 
words, the advertiser had simply said, "If your ads or Web 
pages are tired, it's time to call in the pros. That's us." 


make sure 
you don't get 
fed to the lions!! 


Ir WE SAVE YOUR COMPANY 
TE NS OF THOUSANDS OF DOLLARS 
YOU WOULD DESERVE А RAISE! 
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Figure 4-4: 
News for this advertiser: The Colosseum wasn't in ruins when the game score was 
Lions 3, Gladiators 0. Mightn't this ad have had more zip if it had made even a 
single suggestion as to how the advertiser can save your company some money? 
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Figure 4-5: 
Would you look forward to having this creature as your homeroom 
teacher? If that's InfoBeat then no, we don't want to meet her. 
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This same principle underlies the difference between can and will. Which word would you use? 

You've helped us before. (Can) (Will) you, again? 

Right! Can is conditional; it gives the donor an out. Will puts the act right where it belongswithin the donor's 

control. The effectiveness works both ways. If you're making a health claim, using can instead of will might save 

you from a batch of legal troubles. 

In this same category are "ав..." phrases. I don't include the invaluable as you know; "ав..." limpness pertains to 

the likes of "as previously stated" or "as mentioned above." At best, this phraseology is a holding action; at worst, 


it's a strength sapper. 


Even in the active voice, an "as" phrase probably is weaker than the same phrase without it. "As I told you, we'll... 
" has far less impact than "I told you we'll..." 


Solving a Predicament Means Writing Winning Copy 


If your copy leads readers into visualizing themselves in a predicament and then leads them out, you're writing a 
winner. 


"Predicament" copy is one of the most venerable forms of professional copywriting. Two of the best-known ads of 
all time use a predicament as their settingJohn Caples's masterpiece, "They Laughed When I Sat Down at the Piano," 
and the Sherwin Cody School's classic, which ran for forty-five years, "Do You Make These Mistakes in 

English?" (A "knockoff of the Caples ad is reproduced as Figure 9-13.) 


Most professional writers have a loose knowledge of the value of predicaments. Where so many fall flat is in failing 
to know or care about the difference between a credible predicament and an incredible predicament. 


I still remember, with amusement and some contempt, this predicament set up by a television writer: "The most 
important conference of my life... and you switch deodorant soaps!" 


How much more powerful is the predicament in which the viewer can visualize himself. One example: A group 
enters a conference room. One group member, obviously the boss, points at an attractive woman, sniffs, and nudges 
his assistant, saying, "I don't want to sit next to her." 


Writing predicament copy is easy. A single rule covers it, the Predicament Method Principle: Establishing a 
predicament as a sales argument has these five sequential components: 


1. Create a predicament the reader, viewer, or listener finds credible. 

2. Put your target individual into that predicament, either by unmistakable association or by hard use of the word you. 
3. Demonstrate whatever you're selling as the solution to the predicament. 

4. Restate the circumstance with a happy conclusion. 

5. Have the central character in the predicament state satisfaction. 


The Predicament Method Principle is one of our most mechanical rules, which makes this procedure a can't-miss 
cushion on days when nothing coherent seems to flow out of your keyboard. 


Hucksterism 


More than half a century ago, right after World War II, a man named Frederick Wakeman wrote a book about 
advertising called The Hucksters. The book rightly ridiculed some of the creative 


« previous page page 51 next page » 


раде 52 
Page 52 


Why settle for "off-the-rack" list processing 
when you can have custom? 


At Experian Direct Tech, everything we do 6 tailored to mee Ard to тый ine you quality for the maemam posta 
your unique ist processing needs. By weaeng our own blend of we'll nun your list th jh а postal optim in f 
proprietary technology into standard processing technique: like anced ma yutoematicaliy adds hone names to your 151 
УА. address element correction, merge/purge and other em vr t neci үгү 
been able to set а new, higher standard for ist hygiene You ll even have your own Greci marcebng specialst 
We've custom-fit many of America’s top direct выде to your project to answer any questions and оће 
marketers with our processing solutions, and we can do ihe Same wogestions to further enhance the effectiveness o! your тайпа 
! for you. We'll use our comprehensive data, eubie segrmentanor You don't have to settle for à one-size-fity-all approact 
and suppression systems to help refine your prospect base, and to Ist processing. Call us today at 847 517 5606 and we'll безд 
Our State-of-the-art name matching logic 10 assure ксш жү i program that’ tadoned ust for you 


p 
experian 


direct tech 


Figure 4-6: 
Hucksterism lives! "Tailored solutions" . .. so we show a needle and thread, see? 
And we use garment terms such as "off-the rack." Gee, how clever can you get? 
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techniques springing up during that period. The (егіп hucksterism has stayed with us over the years. It describes the 
obnoxious procedure of coattail riding behind a phrase, a saying, or a slogan that has no relationship to what's being 
sold. An example is a loose deck card (see Chapter 22) with this headline: 


SCORE BIG! 
Direct Press Gives You the Scoring Point 
That Will Keep You Ahead of the Game! 


The illustration is a football referee, raising his hands to indicate a touchdown. What's being offered for sale? 
Printing. We have a pure case of hucksterism on both levels: 


The headline can refer to any type of business. 
"Ihe graphics relate to the nonrelevant headline, not to whatever the advertiser is selling. 


Elsewhere in this text is a group of Unassailable Loser Statutes. Statute III declares: Illustration should agree with 
what we're selling, not with headline copy. 


On this basis alone, hucksterism fails. But it fails on a far more serious level: It has no motivators. A distressing 
aspect of hucksterism is the business classification that seems to use it mostmass communications. 


You've already guessed my opinion: Don't write huckster ads. All you have to do is ask, "Why should somebody 


buy what I have to sell?" and put the answer to that question into your copy. There's no way you'll end up with 
hucksterism. 
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Figure 4-7: 
Hucksterism lives! "More teeth from your Web host" . . . so we 
show a shark with all those teeth, see? And we use teeth terms 
such as "More than a mouthful." Gee, how clever can you get? 
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Figure 4-8: 

Hucksterism lives! "Windows"... so we show a bunch of window washers, see? And we 

use window-washer terms such as "Get your windows done." Gee, how clever can you get? 
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Unparalleled Flexibility 
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Figure 4-9: 
Hucksterism lives! "Unparalleled flexibility" . . . so we show a guy flexing, see? And we 
use gymnastic terms such as "bending over backward." Gee, how clever can you get? 
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МАКЕТНЕ 
BIG SAVE 


with Kingston networking. 


FOR A UMITED TIME, GET BIG REWARDS WITH KiNGSTON winner. So act fast. Contact your preferred Kingston source 


go NETWORKING. Save up to $315 by purchasing select today or call Kingston at (800) 337-7039 and you will be 
М8 Kingston* network hubs, switches and adapters. 


richly rewarded. 
www.kingston.com/network 
With special offers like these, you're sure to come out a plete cere ui | 
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kingston 
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Figure 4-10: 
Hucksterism lives! "Make the big save" . . . so we show a soccer goalie making a save, see? And 
we use sports terms such as "you're sure to come out a winner.” Gee, how clever can you get? 
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Need a Custom Fit? 


Make sure all the components fit! 


- 
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Gl Cj today a 1 800-995-4274 еп 100 i itar how Ae 
F.\Open Watch your mailbox for your chance to win a FREE ——Á———n— 
Сичотіке AOpen CustomPC by CSi0pen. 


Figure 4-1 1: 
Hucksterism lives! "Need a custom fit?" .. so we show a tailor measuring pants, see? Oh, the pants 
already have cuffs, so why is he doing that? It's the idea that counts, Stupid. Gee, how clever can you get? 
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Figure 4-12: 
Hucksterism lives! "More bandwidth" . . . so we show a fat guy who's obviously wide, see? And we 
compare him with a ballet dancer and use Sumo terms such as "wrestling." Gee, how clever can you get? 
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Figure 4-13: 
Hucksterism lives! "Don't let system setups knock you ош!"... so we show 
a guy getting knocked out, see? And that effectively makes it necessary 
to set our selling message in mice type. Gee, how clever can you get? 
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The Incredible LT From МЕС... 
The Ultra-Light Projector With The Right Stuff! 


Explore Today the Benefits of 
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Figure 4-14: 
Hucksterism lives! "The Right Stuff" .. . so we show ап astronaut, holding а 
projector for a presentation to Mars, about 200 million miles away, see? And we 
use NASA terms such as "explore" and "light-years." Gee, how clever can you get? 
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Trying to Manage a Costly, Confusing IT Circus? 


Let [I Service Vision 
Be Your Ringmaster 


о 


~ 


Figure 4-15: 
Hucksterism lives! "Let IT Service Vision Be Your Ringmaster" . .. so we show a circus ringmaster, see? And we 
use circus terms such as "wild beast" and "juggle" and "jump through hoops." Gee, how clever can you get? 
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How to Move Them off Dead-Center 
Implicit in the Fourth Great Law, Tell the reader what to do, is that the writer has to know what the reader is supposed to do. A writer is 
only as effective as the information source. I can't tell you what to do if I don't know what I want you to do. But copywriters can't 


abandon responsibility by wailing, "Nobody told me what I'm supposed to say." 


Unless legal restrictions forbid absolutes, use strong, recognizable words. If you tell the reader what to do, you've done a big hunk of the 
job and you've moved your seat away from the amateur bullpen and into the big leaguers' dugout. 


Using Colorful Words in Copy 


Within the active vocabularies of most individuals and all successful copywriters are words touched with spice. Use them as you'd use 
spice in a recipeto enhance flavor without overwhelming or desensitizing the palate. 


When you have a flavorful word, consider all forms of it. For example, triumph is а noun or verb, with triumphant the adjectival form. 
Most of the words I've included in the preliminary list are adjectives, but please don't look for adjectives only. Nouns have the power and 


verbs have the action. Many adjectives also have a noun variation. 


Here are a few samples of colorful words you can start using today: 


adventure fiery mellow saucy 
bagatelle flaming melody savage 
bazaar frivolous meteoric scorching 
bewitching glow naughty scramble 
bizarre graceful nimble sensuous 
buccaneer gritty opulent serene 
danger haughty preposterous sizzling 
devilish innocent provocative smoky 
enchanting jaunty pugnacious spicy 
executive luminous pulse-pounding splendor 
explosive lusty quit startle 
famish lyrical radiant stunning 
ferocious majesty regal sultry 
fierce marvel rogue sumptuous 
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sunny tranquil vibrant wicked 
thrilling transform vicious wild 
thundering urbane vigor wiry 
torrid valor, valiant vital 


These are words inside the vocabularies of most adults. To unlock their spice, use them obliquely. For example, "a wicked person" is 
too straightforward to be spicy, "a wicked tennis serve" has spice, and "a delightfully wicked evening dress" is spice saturated. 


Don't use colorful words to show off your vocabulary. The Concept of Reader Dominance should temper the very human desire to show 
the reader the size of your vocabulary. It states: The writer's knowledge of the colorful words in a piece of copy is inconsequential. What 
matters is whether or not the reader knows them. 


Words like fustian and bombast and diffident can kill you instead of your target because using words your message recipient doesn't 
understand violates the all-important Clarity Commandment. A college sophomore, trying to bolster a knowledgeable image, might put it 
this way: Eschew obfuscatory adages. We say simply: For the sake of your professionalism, obey the Clarity Commandment. 


Steely or Spongy Words 


We've long known that tiger is a more powerful word than lion. It's time we began to formalize the reasons. We know that William is 
wearing his necktie today, that Bill is out bowling, that Will is a lawyer, that Willie likes to make harmless practical jokes, and that Billy 
is from the Southwest. 


Of course that's nonsense. And of course, too, it's the instant image that leaps to mind until we know that William, Bill, Will, Willie, and 
Billy are the same guy. 


This is what we call the Humphrey Bogart Syndrome. The name Humphrey suggests book ishnessa person who fondles his violin instead 
of a Saturday Night Special. But the late Humphrey Bogart conjures up an entirely different image. We know who he was. 


But we don't know the fellow in the beer commercial. We're safer calling him Bill than we would be if he were William or Willie. That's 
the point. We might as well benefit from another of the human realities that help us form rules of copywriting. 


We know that Mike is a tough guy and Michael is a poet and Mickey is easygoing. We know that rock is harder than stone. We know 
that a stag may be dangerous, but an antelope isn't. We know that, as a fast food, beef is tastier than meat. We know that farewell is more 
dramatic than good-bye. We know that artificial isn't good for us but man-made is. We know that half a pound is a greater quantity than 
1/2 pound. We know that an engine seems more complicated (ergo, worth more money) than a motor. We know that slim looks good and 
thin looks unhealthy. We know that a trip is a shorter journey than a voyage. We know that naked is more sensual than nude and that 
kissing someone on the mouth is sexier than kissing that same person on the lips. For that matter, we somehow know the sexiness of the 
word wet, the result of a language sense outside the help any dictionary or thesaurus can give us. 
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Tricks with Words 
Oxymorons 


Oxymorons are skyrocketing in popularity. The only explanation I can offer is the equivalent skyrocketing of the 
"That-which-is-different = That-which-is-better" cult. 


An oxymoron combines two contradicting words into a single phrase: "Wise fool" is not only an oxymoron; it 
explains the word itself, oxys being ancient Greek for sharp and moron meaning just what it means today. 


Tongue-in-cheekers say that word combinations such as legal ethics or postal service or government efficiency or 
military intelligence are oxymorons because in each instance the two words are an impossible combination. Maybe 
so, but we're ad people and our job is to make words work for us. What we learn from those examples is that 1) 
creating oxymorons can be fun, and 2) the two words don't have to be exact opposites, although most advertising use 
does pick opposites. 


Years ago, Revlon shook up the world of cosmetics with a product line called "Fire and Ice"an oxymoron. The 
arthritis rub Icy Hot is a current oxymoron. "Where Business Is a Pleasure" is a mild oxymoron, as is "The Birth of a 
Legend." Less convincing is "А New Family Heirloom," too tortured and contrived to be effective. "Old New 
Mexico" has a peculiar ring to it. 


Constructing an oxymoron is one of the simplest of all mechanical grammatical tricks. Just pick a word and look up 
its antonym. String the two words together with "and" or use one as an adjective to modify the other. "Young senior 
citizen" is obvious because young is the antonym of old. "Tiny monster" or "giant midget" or "dawn at sunset" are 
oxymorons, and all are nonsense because they draw no word image at all. 


"Poor little rich girl" and "benevolent despot" are popular oxymorons; "dumb genius" is another we 
understandsomeone is bright but lacks common sense. "He is regarded as an unknown" appeared in print; it's 
nonsense because if he's regarded as anything, he can't be unknown. 
A wonderful oxymoron is this overline on a full-page ad for a beauty product: 

Famous Hollywood Secret Revealed . . . 
If it's famous, how can it be a secret? The writer was carried away by a desire to excite the reader. 
Officials from the city of Philadelphia ran an image ad with this headline: 

Bring Your High-Heeled Sneakers 
It's a true oxymoron. Sneakers can't have high heels. It's a brilliant play on words, and we might or might not 
understand this headline. Yes, we think we do, but our interpretation could differ from the writer's. That is the 
problem with it and with most oxymorons, relative to some readers: We're never quite sure we understand what the 
message is supposed to be. Think about the "High-Heeled Sneakers" headline; in a few seconds, you probably could 
come up with a clearer one. And don't forget salesmanship. Clarity is the gun; salesmanship is the bullet. "Bring 
Your High-Heeled Sneakers" has two positives: It's imperative and it's bright enough to grab attention. It also has 


one negative: It can be interpreted in many ways, including a contrary analysis. 


For product or company names, an oxymoron might be a catchy mnemonic device: For some years now, golf club 
manufacturers have been selling "metal woods." Or if you're at a loss 
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for a slogan or a headline, with a deadline at hand, an oxymoron can bail you out. But except for the rare inspired combination, an 
oxymoron is at best a chewing gum patch on the radiator. 


Continental Variations: 
Writing for British Publications 


The obvious note: When writing Britishisms for U.S. readers, make only those changes the typical reader can accept comfortably. The 
issue you as copywriter face isn't whether your words are proper Britishisms but whether the reader will accept them as such. 


Although in Great Britain you might write "I shall be there directly" instead of "I'll be there soon," most Americans don't recognize 
directly as a parallel to soon . . . so don't use this construction. In any type of writing, clarity should be paramount. 


The obvious changes are using s in some words instead of the soft c or z (organisation, practise, realise) and our instead of or (colour, 
favour). Put the period outside quotation marks for titles of articles. 


Instead of aluminum, write aluminium. 

Instead of the committee is . . . write the committee are. 
Instead of defense, write defence. 

Instead of elevator, write lift. 


Instead of in the hospital, write in hospital (even though in future is correct, American readers are uncomfortable with it; use in the 
future as you normally do). 


Instead of jewelry, write jewellery. 

Instead of tire (for a car), write tyre. 

Instead of different from, write different to. 

Instead of pharmacist, write chemist. 

Instead of program, write programme. 

Instead of right away, write straightaway. 

Instead of skepticism, write scepticism. 

Instead of subway, write underground (subway is a walkway). 

Instead of traveler's check, write traveller's cheque. 

Instead of truck, write lorry. 

Be Careful with These Words 

Some words have too much power for most advertising copy. When they appear in a headline or copy block, they taint the whole 
message. Sex used to be one of these words, although sexy had no negative implications. Sex no longer needs a more acceptable 


substitution, but the writer should use sexual cautiously. 


Use the following words with care. You'll look for them and their fellows when your emphasis is negative or when you want to shake 
up the reader or listener. 


bitch 
bleed 
damn 
decay 
decompose 


filth 
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garbage 
grisly 
hell 
labor 
leprosy 


mess 


ooze 
rot 
scum 
slimy 
snake 


soil 
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suck 


vomit 


worm 
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Within your own field, compellingly negative words come to mind. Add them to this list, labeling them "For 
Emergency Use Only." 


Theorems of Word Construction 


We know many words that sound like what they are. As the first shovel in a groundbreaking that ultimately will 
result in a multistory structure with interlocking cubicles, we have the First Theorem of Word Construction, which 
should surprise nobody: When naming or describing product or company, matching word sounds to the intended 
effect will heighten that effect until repetition blurs it. 


The Second Theorem of Word Construction states: One-syllable words are harder, tougher, and stronger than their 
softer, more reasonable multisyllabic equivalents. (The second theorem may be of value when writing about foods 
and transportation.) 


The Third Theorem of Word Construction tells us: Flat vowels are crisper and are spoken faster than long vowels, so 
the words they represent seem crisper and faster. 


A New Road, not Yet Fully Paved 


The road down whose mysterious length we walk has never been trod before . . . except by gremlins laying land 
mines. How brave, how rash we are to take even the first step. 


Our goal shouldn't be the search for words whose meanings are at variance with the suggested implicit syllable 
psychology. Don't look at ama, which in this list suggests "display," and exclaim, "Aha! What about Alabama and 
pajama?" Assail the notion if you like, but not because of exceptions. 


Here we go! (An obvious note: We don't need a book on writing copy to tell us that the prefix ante means before and 
post means after, that tri means three and quad means four. These are well-known prefixes, and it would be 
sophomoric and presumptuous to list them here. The items on the following list are distant cousins to such 
components. The list looks into the "feel" of words and gives a loose idea of how the writer can use word-feel to 
help create a flavor.) 


ag = unsettled 

agon (as suffix) = exotic 

ama (as suffix) = display 

bl = breaking loose 

bla + soft consonant = weak, helpless 
cag = tough, in motion 

com - total, electronic 

cr = rough, harsh, dynamic 

eal = weak, unwholesome 

еер = low and slow 

esh = mushy 

ette (as suffix) = miniature, feminine 
fic = childish, harmless, primitive 

ga = open, wide, stretched 

gr + vowel + hard consonant = rough 
har = trim, sharp, strident 

iam = weakly foreign 
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ilee = happy 

imp = weak or stupid 

ish = weak, nonthreatening 

j = nonthreatening 

j + (vowel) + (soft consonant) = happy beginning 
k (as replacement for c or ck) = unsophisticated emphasis 
ka = odd 

kh = exotic, Mongolian 

lot = neatly sorted 

ock = hard 

oin = mushy, meaty 

oke = agricultural, bucolic 

onic = smartly contemporary 

oon = funny 

oor = weak, feeble 

ore or ork = bizarre, meaty 

org = bloated, electronic 

poo = harmless 

qui + soft consonant = peaceful, dependable 
ram = hard, powerful 

rce (as ending) = action 

shl, shm, shn = messy, inferior 

shr = disconnecting, loosely raucous 

sk = hardness (sch does not have this overtone) 
sl = skewed, wetness 

sn (as prefix) = unpleasant, underhanded 

spl = bursting out 


squ = messy 
str = incorruptible, organized, power 
thr = action 


tor = unhappy 

tr + (vowel) + (soft consonant) = bright, happy, neat 
u (short) = slightly nasty 

ump = awkward 

urk = evil, grotesque, abnormal 

ush = wet, soft 

usk = rough, exotic, animal-like 

у = action 

xton (as ending) = contemporary, smartly done 

z + (short vowel) + (hard consonant) = controlled fast action 
zz = bizarrely awry 


Onomatopoeic Value for the Copywriter 
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Onomatopoeia is a tongue twister whose definition is simpler than its pronunciation: a word whose sound when 


spoken parallels what the word is describing. 


One of the most famous onomatopoeic inventions is the word chortle, coined by Charles 
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Dodgson (Lewis Carroll) in the poem "Jabberwocky." Chortle sounds like what it is, and people who have never heard of 


"Jabberwocky" know the word. For the copywriter, using onomatopoeic words pays off in doubled emotional impact. Many are one- 
syllable words with implicit emotional power. 


True Onomatopoeia 


A starter kit of onomatopoeic words: 


boom growl pop smack 
burst hiss power smash 
buzz luminous rock spurt 
crash melt rumble zipper 
fizz muck scratch 

gristle poof shriek 


Manufactured Words 


Some words are manufactured to represent an effect. These aren't onomatopoeic in the true sense, but we're copywriters, not 
philologists. Some of these manufactured words: 


aargh glarp phooey whack 
bam glop slop wham 
bash goof slurp yuck 
blooper gunk smog zap 
gack oof ugh 

And Tomorrow We'll Have... 


This is an elasticand iconoclasticchapter. Language evolves; today's innovations become tomorrow's clichés, and some of these 
concepts will flare like novas and then shrink into obsolescence. 


As other rules for copywriting become accepted principles, the value of word-use knowledge will move out of the icy innards of the 
computer and into the happy daylight of creative writing, as a standard space-age weapon. 


This chapter is only a beginning, a minor foundation on which you'll build your own lists. Practice with words even when nobody is 
paying you to do it. That's the way to become a virtuoso of the keyboard. 
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Chapter Five 
How to Use "If," "Сап," "Will," and Other Pitfalls 


Statement or question? Which is more persuasive copy? 


Why not see for yourself? 


ог 
See for yourself. 
How about these? 
Shouldn't you cut down on your smoking, starting today? 
or 


Cut down on your smokingstarting today. 
The answer may not please you: It depends. 
Use a statement when you, the message source, take an expert or authoritarian position. The statement itself 
emphasizes: You know more than your message recipient. To accept a controverting opinion weakens your 


Olympian posture. 


Use a question when you want to suggest that the buyer has a choice. If you have great guts, drop all persuasion 
from the question. 


When to Use Which Type of Question 

The persuasion-dropping decision makes little difference in the message when you use conditional questions. 
Instead of "Why don't you . . .," the persuasion dropper might be phrased, "Wouldn't you . . .," ending with "Would 
you..." 


In the hands of the writer playing Russian roulette, "Shouldn't you . . .," "Won't you...," or "Can't you . . ." 
becomes "Should you . . .," "Will you...," or "Can you..." 


In my opinion, drop the negative inclusion n't only when you're issuing a challenge or a dare. The danger lies in the 
reader asking a question of his own: "Who are you to confront me?" 
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—— ——MM— —À 


^) Harvard Way 


5% Harvard Business Review Berton Massachuserm 02105 


June 26, 1998 


Н 0 Lewis 

COMMUNI COMP 

340 N Fig Tree Ln 

Ft Lauderdale, FL 33317-2561 


Dear Н О Lewis, 
Your career isn't about money, is іс? 
I didn't think so It's about something deeper. 


Something so central to your core, to what makes you tick, that 
you can't imagine living without it. 


It's about leadership. Having your say. Making things happen. 
Putting your stamp on the future. 


Por over 70 years, one publication has stood out from the crowd as 
the indispensable resource for business achievers like you. The same 
publication judged “most influential magazine in America" іп the 1992 
Erdos & Morgan/MPC survey of 1,700 opinion leaders. 


The Harvard Business Review 


Only an elite corps of top managers get a chance to subscribe to 
the Harvard Business Review. With this letter, I am pleased to extend 
the invitation to you, along with a valuable free gift. 


In Harvard Business Review, you will learn -- 


* Why decision-making power belongs at the lowest 
possible point in your organization 

+ The strategy that Wal-Mart, Canon, The Limited and 
Banc One use to outflank compotitors 

е The real boundaries of the ‘boundaryless organization 

* How Nike designs emotion into its shoes 

* Why you should watch what Rurope’s top managers are 
doing, not what its politicians are saying. 


Harvard Business Review 1s unique. It comes to you from Harvard 
Business School Publishing Corporation, the publishing arm of the vorld's premier 
business research and management training institution Yet it’s not a 
view from the ivory tower. It's a viev from the board room, the corner 


Figure 5-1: 
This letter opens with a self-answering question, to which the reader's "No" might be agreement 
with the sales argument or rejection. (I'd like to hire a lot of bright, knowledgeable, intelligent experts 
whose careers aren't about money. And try asking that question of a professional basketball player.) 


"Can you do it?" unquestionably has power you'll never find in "Can't you do it?" Unquestionably, too, hurling down the gauntlet 
isn't a writing job for beginners. Don't do it when you want the reader to be a partner: "Wouldn't you really rather have a Buick?" 
works; "Would you really rather have a Buick?" suggests the opposite of the original intention. 


In headlines and in confrontational broadcast commercials, don't ask questions to which the reader or viewer can answer "No" 
unless you want a "No" (see Figure 5-2). 
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you want caffeine... 


Check the label...a single dose of some pain relievers has 


more caffeine than a cup of coffee. 


Of course, there's no caffeine in Tylenol? Only the proven, 
powerful pain reliever doctors recommend most for headaches. 


So if you're thinking about cutting back on caffeine, the way 
many people are these days, make sure you're not getting it 
in an unexpected place. Your pain reliever. 


or decaf with that 
headache? 


Figure 5-2: 
This question asks the reader to answer a question without knowing what the right answer 
might be. Some studies show that caffeine helps get rid of headaches. The phrase 
"... with that headache?" can confuse; why not"... to get rid of that headache?" 
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Questions have an implicit advantage: Their construction alone involves the targeted individual. 

The "If" Peril 

An "if..." situation is always precarious for the copywriter. Sometimes you'll want the conditional "Wouldn't 

you..." and sometimes the circumstance demands the direct challenge of "Would you. ..." For example: If you 

were on a desert island and could have only one book as your companion, (wouldn't) (would) you want the book to 


be The Bedside Companion? 


Automatic indicators point to wouldn't. But the super pro sees possibilities in would. Apply two Rules of Question 
Asking: 


1. Don't ask a question that risks rejection by your best potential buyers. 

2. Don't be afraid to shake up borderline prospective buyers by challenging them to make up their minds. 

The "if" peril extends beyond questions and should/would. Conditional statements are even more difficult to control 
than conditional questions. Some of the best uses I've seen lately are references to unpleasant situations over which 
the reader has no control: "If you're going to smoke, try Carltons"; "If you have to take a red-eye flight, make the 
best of it." 


Would that last one be better as a question? "If you have to take a red-eye flight, why not make the best of it?" It's a 
toss-up; the question adds a little energy and the "why not" saps a little energy. 


This use of "if" in a headline damaged the impact: 


If Mom Is Someone Special, 
Give Her Something Special 


Why didn't this headline end with a period? Beats me. 


Adding a condition to Mom's special place in our hearts adds a negative condition. Maybe she isn't so special. The 
writer has planted a doubtalmost subliminal, but why do it? The headline has better success without the "If" 


Mom Is Someone Special . . . 
So Give Her Something Special. 


Dampening impact by using "if' phrases, in or out of a question frame, is a common mistake, even among 
professional writers. We can apply two rules to make the "ifs" work for us. 


Неге are two rules for using "if: 

1. The Principle of "If" Control: An "if" condition should imply a "then" promise. 

2. The "If" Subdecree: Logic stands behind the writer who makes an action conditional for the buyer, since buyer 
control is proper stroking, but to give this control to the seller through an "if" reference suggests seller superiority, 


which can provoke buyer antagonism. 


If you regard these rules as obscure, condense them to this: "If you decide . . . " is permissible; "If we decide..." 
isn't, except under specialized "key club" circumstances in which you know the buyer is in awe of the seller. 
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Figure 5-3: 

The question has negative peeping Tom connotations. Better would be a line buried 
in the text, so the heading would read: "Do strangers look twice when you unpack 
your laptop on the airplane?" In this instance, a question might be weaker than a 
statement: "Open this laptop on the airplane. Strangers will gawk in admiration." 
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Figure 5-4: 
This is a weak question, but it has the advantage all questions have: It automatically 
involves the reader, including one who has no interest in Spain's railroad. 
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"Can" and "Will" Questions 

The difference between "can" and "will" is the difference between uncertain ability and uncertain decision. Use "can 


you" when you're questioning the reader's ability to follow through. Use "will you" when you're questioning the 
reader's voluntary agreement. You can see the difference in meaning between 


Can You Look 15 Years Younger? 


and 
Will You Look 15 Years Younger? 
When your copy refers to whatever you're selling, "will" is the better word. When your reference is to the 


prospective buyer, "can" might be the better word. Notice the qualifiermight bewhich suggests you're usually safer 
with "will". (An example of the "can/will" difference is shown in Figure 5-5.) 
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Figure 5-5: 
"When it comes to . . . " is a worn-out cliché (see Chapter З). But this 
heading excellently exemplifies the difference between "can" and "will." 
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Turning Statement into Question 
The copywriter can turn any statement into a question. The question about this question-making technique: Why 
would you want to? Some writers claim they see greater strength in statement-turned-into-question than in straight 
question. The question 

Won't you try this new taste experience? 
becomes, as a statement-turned-into-question 


You'll try this new taste experience . . . won't you? 


The argument in favor of statement-turned-into-question is obvious: The writer has the benefit of the imperative 
without risking target antagonisms. The sales message is dynamic, but the reader still has a sense of control. 


The argument against this format also has considerable merit: For some readers, the approach seems to take control 
of the reader's decision. 


A thoughtful reservation is the danger of pomposity. Statement-turned-into-question has an overtone of 
superciliousness, the imposition of the writer's conclusion on the reader's. 


If you can write statement-questions that avoid these seeds of unease, then sure, go ahead. It's an advanced 
procedure, though, and I suggest mastering basic question asking before running the rapids of statement-questions. 


The Writer as Manipulator 


A question is a challenge. That's the blessing in it... and that's the danger in it. Do you want your reader, listener, 
or viewer to be challenged? Part of the answer to this question is implicit in the form I just used to make a point. I 
wrote, "Do you want your reader . . . " Why didn't I write "You want your reader . . ."? 


Playing the game? You may have glossed over the last couple of questions because you now accept the challenge. If 
you did recognize what I was doinginvolving you not in one question but in a series of questions that I admit are a 
series of challengesyou probably aren't a good prospect for this kind of advertising. 

But a lot of people are. 

To the writer who's stumped for a copy approach, being able to ask a question can be as beneficial as a hip 
replacement. A mechanical technique that not only is respectable but has force in its very format is superior to 
almost any crutch. 


So practice question asking. It's a technique you should know. After all, asking questions worked for Socrates. 
There's no reason it won't work for уои... is there? 
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Chapter Six 
The Pros and Cons of Comparative Copy 


Don't use unexplained comparatives. Here is the complete copy for a television commercial: 

Brown's Fried Chicken. It tastes better. 
Give that writer a C minus. Brown's fried chicken tastes better than what? Other fried chicken? In that case, which 
other fried chicken? The thinness of this copy becomes apparent when (as an exercise) you complete the 
unexplained comparative: 

Brown's Fried Chicken. It tastes better than Kentucky Fried. 
With this second version, the writer now gives us "desperation" copy, an unproved comparison showing neither 
imagination nor salesmanship. How does Brown's taste better than Kentucky Fried? Do research findings support 
taster preference? If Kentucky Fried sues us, what supporting evidence can we bring to court? 
Still, the specific comparison with Kentucky Fried is better than "It tastes better," a line of copy of which no 
copywriter should be proud. If accompanied by evidence (a chart, a taste-test report, photographs, or videotapes of 
people tasting the two and saying, "This one!") within the ad, the comparison gets some muscles on its bony frame. 
A detergent advertises itself with limp-wristed self-puffery: 

It gets clothes whiter. 
Years ago, one detergent manufacturer advertised itself as getting clothes "whiter than white," which, however 
nonsensical the claim, still drew a word image. But "gets clothes whiter" draws none. Whiter than what? Whiter than 
green? If it's whiter than the white this same product used to get clothes, say so. It's a sales point, provided the 


product claims superiority in its previous incarnation. If it's whiter than specific competitors, say so. It's an even 
better sales point, but be prepared to back up your claim with evidence. 


The Power of Comparative Advertising 


Comparative advertising can bring a weak advertising campaign to life. It can make a product that's just one of the 
pack an instant contender. 
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Cordless! 


~ The only radar detector 
designed for travelers 
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Figure 6-1: 
Any claim beginning "The only... " is an absolute claim of superiority. Whatever follows should be 
a recognizable statement of benefit... which this claim isn't. "The only radar detector designed for 
travelers" is muddy and weak because the word "travelers" conjures up those who aren't driving. That 
isn't the intention here. Better: "The only radar detector you can 'pack and plug’ for use in your rental car." 
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We all like to buy art. 


And when we do, we want the whole picture, not just part of it. 


But when buying systems, some people settle for just half the picture. 


Why? 


PAGE Systems provides a full spectrum of advanced yellow Һе complete set, our open client/server architecture empowers 
and white pages directory pre-press automation software, Our — your staff with flexible, adaptable technology to provide the 
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provide smoothly integrated support for your print interactive advertising products that are part of your future 
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Figure 6-2: 
As dynamic as comparatives are, some seem to lack punch. 
This one writes around the benefit instead of attacking it head-on. 
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Тһе Comparative Imperative 


A challenger can leap to the attack; the leader, by joining the battle, acknowledges the challengeand in doing so 
tarnishes his leadership. 


From that conclusion, we formulate the Comparative Imperative: Good marketing strategy calls for Brand No. 2 to 
shout superiority over Brand No. 1; good marketing strategy calls for Brand No. 1 to shout superiority over all 
others without singling out any one of them. 


The best demonstration of the Comparative Imperative is politics. Usually the incumbent is favored; a head-to-head 
debate has to help the other candidate through increased visibility andby the very nature of a one-on-one debatethe 
admission by the incumbent that another candidate exists. 


Avis can attack Hertz, but Hertz, from its Olympian number one position, is better off ignoring the gauntlet thrown 
at its feet. It made sense for Toyota to join the competitive attack on Volkswagen when VW was the leading import 
car; once Toyota ascended the throne, however, the brickbats of competitors, now including Volkswagen, were 
aimed at the new leader. It makes sense for a challenging politician to attack the incumbent and militate for a debate, 
but the incumbent seldom can benefit from entering the debate arena. 
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Figure 6-3: 
Uhhh... well, "The best just got better" is one way 
of stating a comparative claim. What that has to do 
with the illustration is anybody's guess. "The naked 
truth" is that this is (to be charitable) a peculiar 
illustration for an ad based on a comparative claim. 
No wonder the model looks embarrassed. 
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How to Attack with This Mighty Weapon 


Comparative advertising, like eye makeup and lipstick, was once considered obscene, then an indication of being 
not-quite-nice, then a novelty, then an accepted practice, then essential. 


Effective comparative advertising, like most effective advertising, is specific. Raw claims of superiority not only 
have little impact; they're what the consumer expects an advertiser to say in the Age of Skepticism. 


Why Specifics Outpull Generalities 


Comparative advertising, to be effective, has to be based on facts. Facts can come from research, from product 
testing, or from a source the creative thinker can explore without technical helpthe opinions of others who, originally 
undecided, bought what you're selling. Opinion becomes fact if it appears to be epidemic. A good copywriter can 
make it so. 


Is it better to name the competitor or to сау! with "the number one brand" ("Zilch Beer has 20 percent fewer 
calories than the best-selling beer")? In my opinion (excluding another weakness in this example, the use of a 
percentage instead of actual numbers), it's no ball game. Attacking an anonymous competitor doesn't have any 
wallop; instead, the ad becomes a public admission that another beer is more popular, a better seller. No! "Zilch 
Beer has 20 percent fewer calories than Belch Beer!" If you really want to put steam into the argument, specify the 
number of calories. 
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Figure 6-4: 
What а hard-hitting ad! А direct comparison, handled with flat statements 
of comparative superiority, can get both attention and orders. 
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How to Kill the Competition When You Don't Have Supporting Facts 


Let's approach the marketing problem through the eyes of a copywriter who doesn't have hard ammunition. Zilch 
Beer doesn't have 20 percent fewer calories. Obviously, it doesn't sell as well as Belch. What can the writer do? 


Easy. He moves to Position B and creates a comparative ad in which opinion becomes fact because it seems to be 
epidemic: 


Does Zilch Beer taste better than Belch Beer? These beer drinkers think so! 

"I used to drink Belch but no more. Not since I tasted Zilch, the New Brew!" (Larry Smith, Pottstown) 
"I've tried them both and I choose Zilch!" (Harry Jones, Springfield) 

"Zilch or Belch? My friends drink Zilch!" (Mary Brown, Center City) 


If the ad has a dozen more of these, its space is crammed with endorsements of Zilch. In a broadcast campaign, it's 
just as uncomplicated. 


ANNOUNCER: Here's praise for Zilch Beer number six hundred and sixty-two. 
SMITH: I'm Larry Smith from Pottstown. I used to drink Belch Beer, but no more. Not since I tasted 
Zilch, the New Brew. 


Caution: You'd better have an actual Larry Smith and have his signature verifying that he used to drink Belch. 
Fiction doesn't enhance the noble cause of advertising. 


Want ultimate power? Whack the better-known competitor over the head with its own market position: "The Grunge 
power-press became a best-seller, and it has only two ball bearings; Sludge has four. Which one should you buy?" 


The View from OlympusCall in the Engineers 
Often you do have technical ammunition you can aim at not only one competitor but many, or even all. The gap 


between technicians and marketers often bears the blame for the failure to use this ammunition, or even to know 
where it's buried. 


POOR MAN'S VIAGRA 


Now available in the U.S. WITHOUT prescription! 
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Figure 6-5: 

This ad, by a retailer, is both a comparative and a 
touchstone (see Figures 6-14 to 6-17). It compares 
the product with Viagra on grounds favorable to 
itselfside effects and price. No mention is made 

of effectiveness, another way of keeping score. 
Nor need it be: The advertiser is in command of 
whatever claims he decides to make or bypass. 
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In a casual conversation with a technician working for the same company, a writer may hear, "I don't know why we 
can't bury them in the marketplace. Our computer makes every other IBM clone, including IBM itself, seem like a 
snail." It's the first time the writer has even heard that his company's computer is the fastest. When he pursues the 
point, the technician drags some test results out of his desk, surprised that anyone is even interested in the specifics 
of the claim. In major industries, availability of comparative statistical evidence is not only common; it's doggedly 
pursued. In a smaller or more local situation, somebody has to prime the comparative pump, as the advertiser in 
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Figure 6-6: 
This ad uses the phrase "a more reliable way" without telling the 
reader "more reliable than what." Obviously the lottery is used 
as a ridiculous example, so the comparison has little relevance. 
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How to Replace Blanks With Cannonballs 


Are you the copywriter whose gun seems to be loaded with blanks? If so, pushing for an answer to the question 
"Why is what we're selling better than any competitor's?" can make you a hero. Example: An ad for a computer 
dealer financing organization has this pedestrian heading: 


Only TechBuyer financing makes every deal "AAA" rated. 


Okay, you're a computer dealer. What about this full-page ad might motivate you? "AAA"? Sorry. Nowhere in the 
unimaginative text is this conceit followed up. The first sentences of the copy block: 


At TechBuyer, we are as concerned about bolstering the profitability of your business as we are about 
supplying e-commerce tools to your sales force. We work with you as a team: You provide the sales 
knowledge and we provide IT inventory availability, configuration, pricing, and end-user financing 
options .... 


On it goes. Question: How about that word Only in the headline, an absolute promise of superiority? Nothing in the 
text (see Figure 6-13 on page 91) justifies the promise. 


Don't do that. 


lr TOUR FAGING SERVICE ISN'T GUARANTEED, 
ТШ COULD НЕ MISTING SOME IMPORTANT upgssAET 


HE Mha ba LIII 
LE! — й Шын йа 
i ше ГЕРЕ Dad ‚= m 
a ar н 
P= А 
M П labie , == | 1 
[YDAN PUT алла ыан Пай! аыр zm m Call 1-8 541 506] 
m: [ Ha" ШЕПТЕ ТТЕРІ 
КЕЧ Те! features advanzed messaging bagers by Maiarala 
Figure 6-7: 


What an admirable way to sell a pager. This ad, part of a 
campaign with similar themes, accomplishes the difficult 
task of evoking a chuckle even as it makes a potent point. 
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Two Effective Techniques 
Notice two techniques of effective comparative advertising: 


1. The advertiser picks the elements he wants to compare. It's his ad, and even though the other word processing programs may be 
dominant in other areas, he theorizes, quite rightly, "I'm paying for this ad; if they want to tout their benefits, let them do it in their 
own ads." 


Not all comparative ads are so absolute. An absolute claim can breed reader hostility and skepticism, so (especially in a list of 
comparatives) the advertiser feels safe as long as he has more yesses in his list than any competitor does. Showing an occasional 
Achilles' heel, in a feature no buyer would regard as important, helps overcome skepticism because it enhances verisimilitude . . . 
all without danger to salesmanship. 


2. The advertiser picks the competitors with whom he wants to make a comparison. Does your word processing program compete 
with WordPerfect or Microsoft Word on better terms? Suppose yours has a single feature the others don't have, such as an ongoing 
on-screen word count or the ability to write over illustrations. Those become your edge. You are the company paying for the ad. 
You can make any comparisons you want to. 


Damning all the competition doesn't require copywriting talent. Damning all the competition effectively does. 
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Figure 6-8: 
Even though television comedians might use this ad to say, "Oh, if nothing works better, then I'll 
use nothing, " this is a classic example of parity advertising. The ad doesn't say the product works 
best; it says no other product works better. The reader interprets the claim as one of superiority. 
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An ad in an inflight magazine tries this approach: 
We Apologize to Everyone 
On This Plane Who Just Bought 
A New Garment Bag. 


Body copy begins: 


Because your new bag just became obsolete. Now introducing the System 4 Valet Garment Вар... 


I'd have preferred an approach that was more energetic, but just as effortless to write: 


To Anyone on This Plane 
Who Just Bought a New Garment Bag: 
Too Bad. 
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Figure 6-9: 

Copy and layout combine to make a point. As the reader 
slowly penetrates the maze, the concept materializes in 
the comparative heading below the text. Hard reading? 
Yes. Effective? Yes, because it makes a specific point. 
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My body copy would have put the sales argument in a more direct line with the ad's intention. As written, the copy 
loses impact because it says the other new bag just became obsolete. My replacement: 


If you'd waited until you read this magazine, you wouldn't have bought a garment bag that was obsolete 
the moment you bought it. 


Comparative advertising can rescue a flat or unconvincing ad. In capable hands, it can be a grenade, not only 
shattering or at least damaging a competitor but, more to the point, gathering benefit from the damage. How do you 
fight back if you're number one? 


What can the top dog, under constant attack, do to counterattack? Easy. The most powerful battering ram in the 
communications universe is lying at his feet, ready for use when he feels that statesmanship has run its course: 
Ridicule. 


If you use this potent club, don't swing it wildly at individual competitors; that drops you onto the dusty floor of the 
comparative arena, where you don't belong. Instead, ridicule competitors as a group. 


If you run a comparative features ad, the comparison should be with as many parallel products as you can cram into 
the space. 


Singling out a single competitor is an admission you've been stung. So even if it's only one company whose sniping 
is eroding your share of total market, don't abandon your superior position to scrabble around in the dust. Your 
ridicule should remain generic, and this is one of the few aspects of advertising in which specificity (at least, the 
specificity of your target) may not be the best course. 


How to Write Parity Advertising 


If you write comparative ads, stick to the subjectthe superiority of what you're selling, not the inferiority of your 
competitor. 


Parity advertising is copy that seems to claim superiority but actually states only parity" We're as good as they are." 
The hopeless cliché, "If you can find a better [WHATEVER], buy it," is inverted parity advertising, challenging а 
competitor to prove superiority but claiming only equivalence. True parity advertising usually begins with the word 
No: 


No bank pays higher interest. 
No other cereal has more vitamin C. 
No detergent, dry or liquid, gets clothes whiter. 
Analyze these claims. Each one claims equivalence, not superiority. A knowledgeable copywriter won't strut and 
preen over parity advertising, but the technique is serviceable when you're advertising against competitors whose 
offers vary only fractionally from yours (see Figure 6-10). 
Lumping a group of parities results in a realistic image of superiority: 
No other bank pays higher interest. No other bank gives you more free services, such as traveler's checks 
and free foreign currency exchange. No bank is open longer hours. Ask yourself: Shouldn't I bank at the 
First National? 


Add even one genuine claim of superiority, however minor, and the whole message becomes an unrivaled claim: 
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Figure 6-10: 

The graphs make two points: One newspaper's circulation is dropping while 

the other's is climbing; one newspaper's cost-per-thousand is rising while 
the other's is dropping. Altogether, a credible and effective ad by the 


number two player in the financial newspaper business. (See Figure 6-1 1.) 


No other bank pays higher interest. No other bank gives you more free services, such as traveler's checks 
and free foreign currency exchange. No bank is open longer hours. Andget thisno other bank gives you an 
hour's free downtown parking every time you come in. Ask yourself: Shouldn't I bank at the First National? 


In this type of mix, the benefit of putting the single absolute, unrivaled claim at the end is its reflection on the whole 
statement. Placing "free parking" first can trivialize the whole claim; placing it last reflects superiority back through 
the rest of the message. 


What if your single absolute, unrivaled claim isn't "free parking" but a higher rate of interest? Easy! Then you don't 
need parity advertising at all. You have a major competitive advantage to exploit, and instead of starting your claim 
with the parity revealing "No . . .," you'd begin with: 


Where's the highest interest rate in Jonesville? Only one bank has it: First National. Don't bother looking 
anywhere else. 
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Figure 6-11: 

Which comparative ad by this newspaper is more effective, this one or Figure 6-10? 
To a space buyer, no contest 6-10, which has comparative specifics, is more to the 
point. Had this ad used as its headline a point made in the text, "We guarantee 
you will pull at least 100% more inquiries with Investor's Business Daily, per 
dollar spent, than in The Wall Street Journal, " power would have skyrocketed. 


If you've used up your parity, another approach might be a challenge: 


Hey, First National Bank. What's your answer to this? The State Bank of Commerce challenges you to 
disprove this statement: No other bank in Jonesville pays higher interest than the State Bank of 
Commerce. Not one. Not the First National, not the Exchange Bank, not one. The State Bank of 
Commercethat's where your money will grow and grow. 


Parity advertising сап be a bail-out on days when you stare at the keyboard, cursing the cruel fate that stuck you with 


a copywriting assignment for a company or product that doesn't seem to be worthy of any statement other than, 
"We're the same as all the rest." 
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If you decide to go the parity route, don't waver. An office products catalog has this line of copy: 
Guaranteed to be the same quality as the more expensive brands. 


Instead of this approach, which suggests inferiority even as it claims equality, why not present the information more 
dynamically: 


Guaranteed identical to brands costing considerably more. 
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Figure 6-12: 
This is the classic comparative ad. Clarity adds to its power. Were other features, 
favorable to competitors, ignored? That's the prerogative of any advertiser. 
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Figure 6-13: 
This ad makes an "Only" claim. About what? What is an "AAA' rated" deal? Obviously, this 
is a self-imposed superiority, and the text makes no direct comparison with any competitor. 
Another approach might be preferable when the writer is unable to follow up a headlined claim. 


The Touchstone Technique 
A different type of comparative is the touchstone technique. This isn't easy; in the hands of a beginner, it can seem 


ludicrous. But when approached with polish, a touchstone has the advantage of delivering a powerful comparative 
without actually comparing. Thus, the writer is free from any accusations that might attend direct comparisons. 


< previous page page 91 next page > 


раде 92 
Раре 92 


Some of the more common touchstones аге comparisons with prior success stories, whether what we're selling has 
any relationship or not: 


What if you had bought land in Miami Beach in the 1920s? 
What if you had splurged on Microsoft's initial stock offering? 


Another touchstone is the use of photographs, art, or historic personages, tying them to your offer. Michelangelo's 
art on the ceiling of the Sistine Chapel has been the illustration for dozens of offers. The Mona Lisa has been one of 


the most popular touchstones. Unassailable giants such as Shakespeare and Beethoven repeatedly appear in ads. For 
example: 
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Figure 6-14: 
This is а tortured touchstone. The relationship between Beethoven 
and Synquest, as "great performances, " is thin and contrived. 
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GREAT PERFORMANCES 


Beethoven Composing Symphonies 
Synquest Optimizing Supply Chains 


This example isn't a good one because the tie between musical composition and supply chains is tortured. So we 
have the Touchstone Rule: A touchstone becomes effective when the reader, viewer, or listener recognizes the value 
of the original relative to the pretender. 
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Figure 6-15: 
What a strange touchstone! Using Mae West to tout a 21st-century refrigerator 
is at best an odd selection. Yes, we understand the "Come up and see me" 
parallel, but so what? It's far from any recognizable statement of product benefit. 
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Figure 6-16: 

This advertiser uses the parallel of betting on a donkey at the 
Kentucky Derby with gambling on data. Huh? The touchstone 
isn't as ridiculous as Figure 6-15, but it makes a point more 
weakly than a straight statement of "Why" would accomplish. 
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Figure 6-17: 

This touchstoneNostradamus as a predictorwould have worked if the 
second half of the equation were clearer. "What about your cardholders' 
future behavior?" generates a problem because of the word "behavior." 

"Decisions" or "card usage" might have made a more comprehensible point. 


Handling 2, 000-Volt Wires 


Comparative advertising and its stepnephew, parity advertising, are hot wires with 2, 000 volts running through 
them. Handle these ads the way you'd handle a live wire. You don't mind if they knock unconscious somebody 
you're jabbing with the end of the wire, but you don't want the uninsulated end to touch you. 


When writing comparative ads, keep them sane. Keep them logical. And for the love of heaven, keep them truthful. 
Since you're in command and can pick and choose from a grab bag of facts, pick the ones that help you. If what 
you've picked seems stupid and trivial, maybe comparatives aren't the way to go. 


Or maybe you, as copywriter, have the professional job of making the stupid and trivial seem bright and significant. 
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Chapter Seven 
How to Write a Guarantee 


A Staple in the Word Store 


The guarantee has become a staple in our word store. Copy looks naked without it. Some publications won't take 
mail-order space ads unless they offer a buy-back guarantee. 


Assuming your copy isn't written with the deliberate intention of grabbing some orders and then going out of 
business, both the wording of your guarantee and the intention behind it should be less casual than the throwaway 
guarantees used by many local advertisers, who think they're safe from being nailed. 


A Marketing Weapon 


The legal difference between a guarantee and a warranty usually is the difference between a promise to take 
something back and a promise to fix or replace something. That's an oversimplification, but this book is for 
marketers, not lawyers, and for our purposes guarantee is the umbrella word covering our covenant with the buyer. 


The Magnuson-Moss Warranty Act of some years back is a lemon law. It says if your product costs $15 or more, 
your warranty has to be available for inspection before purchase. (This refers only to written warranties to 
consumers.) 


If You Do It, Why Not Advertise It? 


I was discussing guarantees with some veteran direct marketers, a group whose advertising claims always are under 
close scrutiny. One of them made a comment worthy of answer in print: "If a customer sends something back, we 
don't even ask a question. We issue a refund. There isn't any right or wrong. So why bother using space in an ad ora 
mailing, when we're going to honor a refund claim regardless?" 


My answer was one І hope you'll share: "Except for the last sentence, what you've just said is powerful copy. Why 
not use it?" 


In my opinion, direct marketers have a far more statesmanlike attitude toward guarantees of satisfaction than do 
retailers. The vendor-by-mail doesn't force customers to go to an adjustment department and doesn't ask them to go 
to three different stations to get signatures. Someone sends something back or changes his or her mind; for most 
mailers and catalog houses, the response is knee-jerk quick. 


We've come a long way from the "shifty hedge" guarantee we used to see"During the fifth year in which you own 


the complete collection, we'll buy it back for the full purchase price . .. " which in a three-year continuity program 
meant the buyer had to wait eight years before he could enforce his guarantee. 
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Guaranteed Life Insurance 


Dear Cantmenvhes, 
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Figure 7-1: 
The word "guaranteed" is a sales weapon. In this instance, the word 
suggests this insurance offer is "guaranteed" to be accepted: "You 
can't be turned down for Guaranteed Life Insurance for any reason .... 
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But don't rest too easily. I recently saw this guarantee: 


The (NAME OF COMPANY) pledges to redeem or repurchase your commemorative, upon demand, any 
time you desire within the next fifty years, for the full cash price you paid. 


If you're still alive and that company is still in business fifty years from now, hobble over to the nearest window 
facing east so you can watch the sun rise. 


The Four Standard Guarantees 


The loose "We Guarantee Your Satisfaction!" doesn't hack it anymore because it's unspecific. We live in the Age of 
Skepticism, remember? If someone tells us he guarantees our satisfaction, we ask him how he guarantees it. 


I offer the First Rule of Guarantees: Unless a guarantee specifically offers a refund, it probably is a cynically 
inspired sales gimmick, not a true guarantee. 


I've identified four standard ways a copywriter can reach his target customer with a clear, easily understood 
guarantee. All four include a refund provision. 


Guarantee 1: 
We Guarantee Your Satisfaction. If for any reason you aren't happy with your purchase, bring or send it 
back for a 100% refund. 


Guarantee 2: 
We Guarantee the Quality of Everything We Sell. If you think something doesn't measure up to our 
description of it, bring or send it back for a 100% refund. 


Guarantee 3: 
We Guarantee Lowest Prices. If, within thirty days of your purchase, you find the identical item advertised 
for less, bring or send us the ad and we'll refund the difference. 


Guarantee 4: 
Unconditional Thirty-Day Guarantee. At any time within thirty days, if for any reason you decide you 
don't want to keep what you've bought, bring or send it back undamaged for a 100% refund. 


Yes, it's possible to combine guarantees. Really, all these guarantees except the third one make the same promise: If 
you don't like it, return it, and we'll give you your money back. 


One of the best, most honorable-seeming guarantees I've read was from a catalog by a company called Brookstone. 
It combines standard guarantees 1, 2, and 4: 


You must be delightedor you get your money back. We sell only high-quality products, and we describe 


them truthfully. Each is carefully tested in actual use before acceptance for our catalog. We use these 
products ourselves. 
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YOU WILL 


SAVE $5,000.00 
Or More In 
The Next Year! 


You'll never pay those high prices in wholesale 
clubs, discount stores outlet malls again 


Secret real wholesale sources... never 
advertised... never available to the general public. .. 
now yours for savings up to 90% on everything you 
buy! 

With these incredible savings you will live 
twice as good—enjoy double your current lifestyle- 
without eaming a dollar more! 

» $699 Sony 8mm Handyman camcorder $209 
һ Sunbeam 24,00 BTU gas grill $54 

P Lifetime health club membership $25 

һ Speed queen washer and dryer set $147 


› 1992 Winnebago motorhome-mint condition- 
$130,000 


» Drapes, curtains, blinds up to 92% off 

һ $250 professional camera and lens $44 

P $1,100 tool set and chest $199 

P $143,000 eight unit apartment building $38,500 
һ $399 Deluxe patio set with table $94 


"THE WHOLESALE BARGAINS & 
FREE STUFF GUIDE is incredible. | 
have saved $7,432.80 already." 
Dr Allen Johnston, New York 
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SAVINGS SO BIG YOU CAN DOUBLE YOUR 


STANDARD OF LIVING OVERNIGHT. 


€ CONTES М. foe PU I o 


Dear Friend, 


1 know 43 hard to baseva now, bul you can double your Finstyte without eaming a doar more. 
THOUSANDS OF EVERYDAY PEOPLE HAVE ALREADY DONE IT 


Franiéy, ifs very easy. You can. within 30 daya, іне as good as someone who makes twice 
you salary. The жон в Муг the insider sources in this lncraditte book 


You эле, таб of buying Ihe $109 gas (уй your neighbor hes. you сал buy a $450 model for 
the same or іне money. He wil buy à $15,000 sew са! ~ yos wil buy a $90,000 new car tor the same 
oriens 


Your farmi, ends, co-workers and neighbors wif e impressed beyond bebe! Youll be 
adrmieed and nepected for your monay тал 
(TS ALMOST LIKE CUTTING YOUR BILLS IN HALF 


Times we tough these days. With phos оомал rig. you need a wey 10 cul your apens- 
өз magre 4 you wil, һа suddenly al your ils got cul in hall. You'd be on samy street You could 
buy and do Ве ihinga you wart - without money worries 


Well, Pars exacty what в going t happen іс you soon Yes, fs book makas it fast and easy 
їй slash your expenses. (ГЭ тоз Ме сиг af your bl in hal. (That's whai а reader m Hot 
Springs, Arkansas told ws.) 


Now you wd have Ре money power to aplarge io really enjoy the estie you deserve. Buy 
what you wart, Do what you want. Go where you wart. All without worry or concee owe money. 


YOUR $5,000.00 + SAVINGS GUARANTEE 
You have thing ісе Aring the specia offer THE WHOLESALE BARGAINS & FREE 
STUFF GUIDE ham proven to seve слата of people a fortune That's why 1 wë жа ad the isk 
т sending te you 


Thafs sgh 8 you dos? save $5,000 00 or more within the dest year (or arent happy with 1 tor 
тү жесе) just send i back anime міне one year tore tast tal rotund You сас soon double your 
standard o! being. Prove 4 lo yourself without faking a сөлі Mad your no-^sk order today 


os 


PS. Please dort wat and lose oul. You have loo much а! staka 


Figure 7-2A, 7-2B, 7-2C: 
A guarantee reinforces and repeats itself wherever logical. Here, the guarantee presented 
in a mailed brochure (7-2A) is echoed on the accompanying response device (7-2B). The 
promise also appears in the letter within the mailing as well as a separate enclosure (7-2C). 
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But you are always the final judge. If, for any reason or no reason, you want to return an article to us, 
please do so. We will gladly exchange it or return your money promptly. 


This guarantee not only has the ring of truth but also builds an aura of confidence among those who don't even know 
the company. What an accomplishment! 


The third guarantee is a specialty. Not every company wants to have the lowball-price image. For those that do, this 
becomes an absolute, and the very wording of the guarantee inspires confidence. 


Question: Is this a guarantee? 

We guarantee that your set of speakers will deliver pure, magnificent sound that will delight you. 
Well . . . I wouldn't consider it a guarantee if for no reason other than that it doesn't guarantee anything. Take away 
the first three words and you have a standard piece of puff copy. (I'm not crazy about using the word "that" twice in 
the same sentence.) If this marketer wants to transform puff copy into a guarantee, he or she has to add some teeth, 


such as: 


We guarantee that your set of speakers will deliver the purest, most magnificent sound you've ever 
enjoyed from a set of speakers. If you don't agree, just send them back for a 10096 refund. 


If the marketer doesn't want to implement the guarantee as a guarantee, then the copy stands as originally written. 
It's more effectiveright now, at leastthan a bald statement of puffery, but it adds another imperceptible amount of 
damage to real guarantees. 

Some Minor Refinements 

I believe in maximizing benefit, so I prefer "one full month" to "30 days." I prefer "send it back" to "return it" 


because ownership seems less conditional. I prefer "we'll send you our check or charge card credit for every cent 
you paid" to "we'll issue a 10096 refund" because the action seems more positive and dynamic. 


The Key Question: 
Does It Help Sales? 


You may not prefer what I prefer, and these probably aren't major issues. If you sell by mail, three little words do 
become major issues if you decide to include them in your guarantee: Even including postage. 


If you offer this golden guarantee, you have my admiration because I've seen the confusion, harsh words, and threats 
from never-do-well buyers who try to make a little profit from the transaction. 


Some guarantees seem to be more truthful by seeming to be cold-blooded. This is a dangerous game, but if you 
know how to play it, you can have what few marketers havean instant image of integrity. Here's an example: 


We will exchange any factory-defective furniture if you pay the freight both ways. Any freight-damaged 
item can be returned to us at the carrier's expense for repair or replacement. 
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Damage must be noted on bill of lading at time of delivery if carrier is to pay for the damage. 


Some vendors offer ninety-day guarantees because they think they appear three times better than a thirty-day 
guarantee. (Once again, I'd change it to three months.) Are they right? 


In my opinion, they're safe, but they aren't right unless they add some seasoning to the stew. Safety comes from 
some recent testing showing that, regardless of guarantee length, returns usually come back within thirty days. 


The extended guarantee becomes valuable only when it's promoted on a comparative basis. A ninety-day guarantee 
is just a word change unless the company makes a competitive issue of it. A lifetime guarantee, accompanied by the 
ring of truth, can boost an offer beyond the reach of a lower-priced competitor. 


A catalog of data processing equipment has this headline on a page of computer disks: 


BASF Qualimetric Disks are Certified 100% 
Error-Free With a Lifetime Guarantee! 


The descriptive copy repeats the "100% error-free" claim, but nowhere is the lifetime guarantee explained. So the 
reader, if he cares, has no answer to the questions: Do they mean it? Whose lifetime, mine or the computer's? Or is it 
a catch-22 guarantee, referring to the disk's own lifetime? And, oh, yeahwhat does the word "qualimetric" refer to? 


The hit-and-run guarantee shows up on another page of the same catalog, in which "IBM Diskettes are certified 


error-free." Certified by whom? What's my recourse? Does certification mean pretesting? Why leave us feeling 
you're just stroking us, not talking straight? 


Тоо Good to Be True? 


A carefully tailored guarantee can make an offer credible. The reader says, "This is just too good to be true." Then 
he reads the guarantee and is born again: "It's true, after all." 


The Second Rule of Guarantees covers this contingency: When the buyer feels he is in total command, the offer 
becomes true regardless of its incredible nature. 


That's a deep one, and the best way of illustrating it is this guarantee from a full-page newspaper ad by one of the 
more innovativeand controversialmail-order companies: 


Postdate Your Check for 

30 DaysFree Inspection 

In Your Home! 

We are so certain that you'll be very pleased with a (NAME OF) diamond that we will let you examine 
them in your home without risking a dollar. If for any reason you don't like the (NAME OF) diamond, just 
mail it back to us within 30 days and we will return your postdated check uncashed. 


Obviously the company takes a considerable risk, since these "diamonds" sell for as much as $60, and bad checks 
are epidemic. At least two of the following four factors have to be dictating this marketing decision: 


1. The company is extraordinarily courageous. 


2. The company has an enormous markup and feels credit card sales will more than cover any losses from bad 
checks. 
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3. The company feels the powerful guarantee will increase total sales far beyond any possible individual losses. 


4. The company depends on buyer indolence to prevent complaints and returns from those whose dissatisfaction is 
based on buyer remorse rather than product deficiency. 


The key is the postdated check. The company doesn't just offer to hold your check; they can't deposit it because 
you've postdated it. The buyer is in command, and the offer is true. 


In the same ad is a product warranty: 


The (NAME OF) diamond will last many lifetimes without any worries. In fact, you will receive a 
Lifetime Warranty against any defects. 


Clever, because any defects in a diamond, mined or synthetic, are apparent at once. Defects don't appear gradually, 
the way they would with a set of tires. Yes, it's a marketing ploy. Yes, it unquestionably helps sales volume. Ethical? 
I didn't order a diamond, so I haven't the foggiest notion. 


But What If... ? 


But what if the buyer returns merchandise not in the original condition? What if a shirt or dress has sweat marks 
under the sleeves? What if a toy is broken? What if the BASF Disk has a huge buyer-inflicted scratch on it? 


That's a marketing problem, not a copy problem. But copy can set the right climate. A product enclosure, properly 
worded, can head off arguments. If, for example, you sell consumer electronics, you insert a neatly typed or printed 
piece of copy in each box: 


If you send it back . . . send it all back. 

We'll gladly refund your money if you decide you don't want to keep this precision electronic instrument. 
But don't make it impossible for us to send it back to the factory. If we included batteries, then please 
include batteries. Warranty, instructions, plugs, ear-jacks? We included them, so you include them. An 
incomplete return can cause a delay in your refund. 


Depending on your company's attitude toward refunds, you can include an admonition against intentionally damaged 
or abused merchandise. You might even insist on an explanation of why the buyer is returning it. But good 
marketing strategy tells you not to include an automatic return form, encouraging the buyer to send the item back, 
unless you've made this factor a positive sales point in your original ad or literature. 


And this brings us to the Third (and final) Rule of Guarantees: Deliver what you promise. This is another marketing 
circumstance that bleeds over into copywriting. If you regard your guarantee as an absolute personal promise and 
ask only that customers return your pledge to do business with honor, your guarantee will be the bird of paradise, not 
the albatross around your corporate neck. 


I guarantee it. 
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Chapter Eight 
The Importance of Saying "Important" 


If You Claim It, Prove It 
In six words, I've just written this entire chapter. 


If you claim it, prove it. That imperative includes the dynamics, the logic, and the morality of using the word 
important because if you can't prove it, you shouldn't use it. 


How long has it been since you were able to write copy introducing a product, projecting a viewpoint, or trying to 
impale a buyer on the point of your message-saber without using the word important? 


Overuse leads to abuse, and in my opinion important is about to join quality and value and service in the cemetery of 
killed-off words. 


What's wrong is the thrust. The word has become a crutch copywriters use to prop up weak sales arguments. If we 


walk through a town and everyone we see uses crutches, we quit recruiting for our track and field team. (Figures 8-1 
and 8-2 demonstrate this circumstance.) 


The First Rule of Implied Importance 


Everyone uses the word, but few know and follow the First Rule of Implied Importance: Importance should relate to 
the state of mind of the reader, not that of the writer. 


It's a simple enough rule to understand: "Here's why this is important to you." The rule may not be so simple to 
execute because a sudden attack of writer's cramp can strike when the bewildered writer, having word-painted the 
promise into a corner, struggles to get out of his own trap. 


The Rhetorical Aspirin 


What called my attention to the rampant overuse of important was the accidental overlap of three pieces of direct 
mail. 


One, from an insurance company, was headed: 


IMPORTANT NOTICE TO ALL 
U.S. VETERANS 
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‘IMPORTANT INFORMATION ENCLOSED. 
Save up to 15% on the cost of fueling company vehicles. 
Please route to the appropriate individual. 


22207 ял УЛАГА! dare y МКК ОННАН 


Vase EL КЕККЕ 
Pressdent/Gencra! Manager 
COMMUNICOMP 

PO Box 15725 

Fort Lauderdale, FL 33318 


Figure 8-1: 
This envelope says, "Important information enclosed." Is a reduction in the cost 
of fueling company vehicles important? Maybe . . . but the "Important" reference certainly 
isn't the best way to get this envelope opened. A question might have been more effective. 


Sars-/ood Eugineering lac. 
3340 Scherer Dr N Ste C 
St Petersburg, FL 33716 


important information Inside 


MARGO LEWIS 
COMMUNICOMP 
PO BOX 15725 
PLANTATION, FL 33318-572 


Figure 8-2: 
Another envelope claims importance. Inside is an offer to see an inkjet system at a trade 
show. Uses such as this explain why the word important is losing its importance. 
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The second was a no-nonsense claim: 
IMPORTANT NOTICE! 
The third was in French, but the message was understandable on a universal level: 


Communication importante 
ООУКІК IMMEDIATEMENT! 


The last one was the catalyst. Struggling through the enclosuresall in French, from a Swiss companyl learned what 
was so important: The company wanted to sell me portfolios of tips and methods for speech making. 


They'd had their way: I believed (partially because it was in French) their assertion that this was an important 
communication; I obeyed their demand to open it immediately. And, recognizing the tragic flaw, I damned them and 
their followers with the double-whammy they themselves had generated: 

1. You lied to me, so I reject your total sales argument. 

2. You've added a little more cynicism to my rejection mix. 

Sure, what the writer is selling is important to him. But so what? I'm just as entitled to my own set of values as he is. 
The writer who misuses, overuses, and abuses the word important is using it like aspirin: The word becomes the 
writer's instant solution to all marketing problems. Labeling the product or service "Important!" eliminates all the 


bother of having to organize a coherent, dynamic sales argument. 


Aspirin reduces my fever, but you should be building my fever. Aspirin numbs my pain, but you should be 
sharpening my senses. 


Important to Whom? 


The "Important Notice to All U.S. Veterans" suffered because of my reaction to the "Communication Importante." 
How many U.S. veterans are there? I wondered. Twenty million? Is this important to all of them? 


Figure 8-3: 
The conditional word "If" saves this message because it puts the recipient in the 
proper positiondeciding whether the proposition actually is important or not. 
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Actually, it may have been. The offer, well written and cleverly worded, was for term insurance. The offer began: 


This is to inform you of a BENEFIT OFFER (No. MP818) approved for all qualified Honorably 
Discharged United States Veterans . . . up to $50, 000.00 Term Life Insurance based on the group-buying 
principle of G.I. Insurance. 


Clever, huh? Official, isn't it? "MP818" just has to be a government regulation, doesn't it? "Approved" means 
approved by the government, doesn't it? And the "group-buying principle of G.I. Insurance" is G.I. insurance, isn't 
it? By carrying through on the "official notification" level, which this piece does for a while (later, subheads carry 
exclamation points, which give away the game, but by then the reader may be hooked), the word important actually 
becomes important. 


Not so with the IMPORTANT NOTICE!" The next three lines answered the question, "Important to whom?": 
CARPETS OF DISTINCTION WILL SELL 
1/2 MILLION DOLLARS OF NAME BRAND CARPET 
TO YOU 


Not since the demise of the St. Louis Browns has any news been so important. 


The Second Rule of Implied Importance 


The Second Rule of Implied Importance is the killer: If the copy message following the word important is a letdown 
to the reader, copy is more likely to breed rejection or contempt than to initiate a buying urge. 


The curse isn't that dire. To avoid the penalty of this rule, all the writer has to do is tailor his message to avoid reader 
letdown. 


What an easy charge that is! If, writing a piece of copy, you can't redeem the word important with a follow-up that 
keeps the power at 440 volts, all you do is restructure the opening to get rid of the claim you can't prove. 


A special invitation = 
Join us in... Шш 


“THE MOsTIMPORTANT 
BOOK-PUBLISHING PROJECT 
IN THE NATION'S HISTORY. * 


Enjoy lor two weckt à slipcaiad, Һан editus жерт акакат B-DIQGIT Жуй 
of Thomas Jeflereca’s collected Шернур. nsum оза 
You'll have пиз obligation to buy a thing. 24D M FIG ТИШ LH 14 


PAXAHTATIOM ee 
ЕЕЕ ШЕТПЕ ЕТЕ NI 


Figure 8-4: 
What a claim this is. If you can see the asterisked reference, the 
quote apparently is from Newsweek. (An enclosure validates by 
quoting many publications, including this one from Newsweek: 
"The Library of America can plausibly claim to be the most 
important book-publishing project in the nation's history.") 


< previous page page_106 next page > 


< previous page page_107 next page > 
Page 107 
A cry of importance from the magazine published by the nation's most august museum lost me with this violation of 


the second rule. After a computer-personalized overline telling me I'm "one of a small group . . . invited to become 
national associates," the cover letter's first two paragraphs were: 


I know you receive many "personal" (i.e., computer-printed) invitations, but this is special. 


By accepting this particular invitation, you will join a special group of Americans whose importance to 
our national culture ГЇЇ explain later. 


The letter never does "explain later," but even if it did, I would resent being told "I'll explain later" by anyone. Why 
not explain now, which not only eliminates the waste of precious words used to hold me off and (if they'd done it) to 
reintroduce the subject later but also keeps the power white-hot at the reader's critical go/no-go interest point? 


Even if the point were explained later, words such as special, used twice, and importance become nonmotivating 
clichés when, in the next paragraph, the writer lets his armor drop: It's a bald plea for a subscription. 


Suppose, instead of this, the letter had opened: 


Let me tell you why I'm writing specifically to you and why you're so special to us: 
You're one of the few people who (STROKE, STROKE)... 


Why Am I Important to You? 
A credit card company writes me: 

Dear Gold Cardmember: 

You will be receiving many communications from us in the coming monthsbut none, perhaps, as 

important as this one. 
Okay, I'm an old weasel-word expert, and I know what that word "perhaps" is doing there. It's the copywriter's 
acknowledgment that this communication isn't the most important ГЇЇ be receiving (a weak, passive word) after all. 
As I read the letter and the accompanying brochure, I can't find any benefit of the Gold Card except that over having 
no card at all. 
Probably the Gold Card does have a comparative benefit. But why make me fish for it? If this is, perhaps, the most 
important communication from the source, why don't they back up the claim of importance with some hard evidence 
of importance? This is their big chance because from now on any claim of importance will receive, to use their 
punchless word, a ho-hum. 
Here's a double postcarda postcard, for heaven's sakewith this legend on the face of the card: 

Important message inside. 
Somehow it's suspect before we flip open the flap. Inside is a printed pitch in advertising language for a "High-Yield 
Tax-Free Income Fund." To those looking for tax-free income, this isn't really unimportant; the problem here is the 


mismatch between important and message. To some, it can be important information, but a message? Sorry. 


A letter whose envelope has nonprofit indicia in the upper right corner has this envelope copy: 
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THE WALL STREET JOURNAL. 
200 Burnett Road 
Chicopee, MA 01020 
Important Message 340 И PIO TREE ІН 
About Your Subscription To ЕТ LAUDERDALE FL 33317-2561-40 
THE WALL STREET JOURNAL. 
і. AUTO 33317 ИА, 


Figure 8-5: 
Ву specifying what the subject is, this envelope copy avoids the too-common 
practice of claiming importance for a subject the reader may reject as unimportant. 
An important National Survey is enclosed. 
Do you 
__ hike? 
__ bike? 
__ ski? 
. тип or walk? 
. ride horses? 


__ ог just plain enjoy the outdoors? 


See the self-canceling nature of this envelope copy? Somehow I can't attach any importance to the bland questions on this 
envelope. 


Inside are many pieces. There is also a five-page letter and a survey that would get a D in any class taught by Nielsen: 
1. How do you (or would you) enjoy trails? (check all that apply) 

__ bicycling 

__ birding or other nature activity 

__ commuting to work or school 

(and nine others including wheelchair) 

2. Do you feel that your community needs more trails? 


__ Yes No Undecided 


Should I apologize for my annoyance at the misuse of the word survey? It's about as scientific a survey as this dialog with a 
passerby: 


"Does your brother like cheese?" 
"Т don't have a brother." 
"If you had a brother, would he like cheese?" 


At the end of the "survey" is a membership acceptance form. Also іп the package is ап en- 
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Plaasa Deliver То: HERSCHELL LEWIS 


Important Notice . . . Please Respond Immediately! 
То: Marketing Colleagues Who Want to Dramatically Increase Their Arrndance 
at Upcoming Seminam and Conferences 
Conrad Stuntz 
UC NON ту Marketing Director, Clemson University 
Subject: Ralph Elliot's Two-Day Program on "Effective Seminar/Conference Marketing" 
The North American Spine Society, National Association of Energy Service Company, Chemical Institute 


Frm: 


Institute of International Auditors, State Bar of Wisconsin, Harbor Branch Oceanographic, World Trade Institute 
«Шис are just a sample of the organizations who registered for Ralph Elliott's two-day program on "Effective 
Seminar Conference Marketing" to be held on January 7-8, 1999 in Key West, Florida. 


Hear what some of your colleagues are saying about the value of Elliott's seminar: 


karn їй only two days freq kin.” сола I moon his pingan to. yoru чаб ый." 
Хай Сырта Хайч Бофта Гаты 
Sally Chapraln cr Ашасын, Батнн, JI Fort Camferrmcen, Lemalon, Солай Кун дуз on 
“Aga тант of what 1 learned in your одате, Ї осонй Бе е were considering canceling а program until we attended 
revenue fram our major conference program from $400,000 тош conference: uing che pointen on how to write effective 
te 51,000,000 in ane pear I followed that wirh aimilur copy along with broadcast fax, the phones began ringing off 
successes іа our other conference programa." the hook the nent day and we produced a 400% кёшн: in 
Michale Critees, Director Әлемге, la addicion, the numbers at other seminars are up 
Reed Екініпнеті Cempe, Айтым, СТ by morethan Ж 1 am very imprese with your program. 


You are invited to altend the Key West session to be held ai the Marricits Casa Marina Resort. Please 
book your room by December 9, 1998 to get the reduced room rate, Other sessions in 99 include presentations at 
Oxford, England March 16-17, Colorado Springs, СО April 15-16 and San Francisco, СА, August 26-27, 


My colleague, Kay James, would like to mail you a copy of the full brochure, so please give her a call at 
(864) 656-2200, or for a quick response, fax thia form to Clemson University at (864) 456-3997! 


Or, sec the brochure by clicking onto the “Sales and Marketing" bot lnk on our Web at hiipi 
| cling page st http 


hub+ap. 
Мате Тше 
Organization 
Address 
City Siste Zip 
Bornes Phone PAN 
E-mail 
ГІ Check here to also receive information on Elliott's three day Advanced | Yeer Peotity Keyandeis 
Marketing Conference to be held June 21-23, 1999 at the LW. Mariott M756.5 
Hotel in Washington, DC 
Eja 
Figure 8-6: 


Reading the offer, a copywriter charged with preparing an aggressive message 
probably could improve on the boilerplate "Important Notice . . . Please 
Respond Immediately!" (The exclamation point is out of key with the offer.) 


closure offering a free booklet if you join this organization, a "lift" note from another interested person, a small 
bumper sticker, and a business reply envelope. 


In defense of this mailing, it's professionally written and handled; but what made these people think "important" is 
the proper adjective? Why not envelope copy that doesn't generate a grimace when unmasked, such as "We need 
your opinion" or "Survey Documents Enclosed"? (Then include a survey that better masquerades as an actual 


survey.) 
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P.O. Box 9208 
Framingham MA 01701 


{ 


= сс кс йй 3-рІСІТ 333 


_/ LEW SAX 
7T ^. COMMUNICOMP « 
340 N FIG TREE LN Que 
PLANTATION FL 33317-2561 


QUICKMALE Fit 
TO OPEN - TEAR ALONG PERFORATION 


USE THUMB NOTCH TO SNAP OUT CONTENTS 


„Шы p. 


i 


Figure 8-7: 
A Snap-Pak often improves response because it has a semi-official look and opens so 
easily. This one, which says, "Important document encloseddo not discard" houses 
an offer to subscribe on-line to a publication called CIO (for "Chief Information Officer"). 


Semi-Important: Urgent... Hurry . .. Rush 

Important is just one of a number of words that are supposed to convince without evidence. 

Here's an envelopea 9" x 12" jumbofrom a publication in the meetings and conventions field. In big stencil type on the envelope 
is the word "URGENT." But the postal indicia say "Bulk-Rate"? The recipientyour prospectasks, "How is it that it's urgent for 
me but not for you?" 

And what's inside? No letter. Right, no letter. Bulk-rate urgency without any semipersonal communication is semiprofessional. 


What was enclosed was a beautifully printed brochure, on whose cover was the cryptic message: 


Can You Imagine Having the Power to 
Increase the Value of Gold? 


Do you see the first two mismatches? It's too prettily laid out to be urgent, and it's also too lyrical. (The reference: Gold awards to 
visit the best hotels and resorts and golf courses.) 


One of the simplest rules of communication applies here, the Rule of Implied Urgency: Stay in character. 
Another attention-getter is "news flash." The latest news flash to reach my desk was an announcement of availability of a mailing 
list. Does this qualify as a news flash? Careful, now, before issuing a universal damnation: If the information is relevant to the 


recipient, within that recipient's experiential or professional background, "news flash" has merit because it grabs attention and 
doesn't do so capriciously. 
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Wolf, Fire, and Important 

Labeling something "important" is an attention-getting device. 

So is crying "Wolf!" So is yelling "Fire!" There's nothing wrong with crying "Wolf!"-if you show your readers, listeners, or 

viewers a wolf (see Tip 42, Chapter 13). There's nothing wrong with yelling "Fire!"if you show them a fire. And there's nothing 

wrong with claiming your communication is "Important!"-if it really is important. 


So the mailing to those on Social Security is right on target when it says on the face of the envelope: 


URGENT! IMPORTANT SOCIAL SECURITY 
AND MEDICARE INFORMATION ENCLOSED 


It's on target because the claim of importance relates to the recipient's own background. And the letter, to "Dear Concerned 
American," doesn't let the reader down. 


As you consider how the word can be used effectively, consider how it already has been weakened by casual or desperate use. 
Then join me in chiding the writer of the following copy selling books. This writer chips away at the strength of the word with: 


And, importantly, these are books fully bound in genuine, first-quality leather. 
I agree that the books are superior to paper-bound or cloth-bound books. But why the use of the inapt word importantly? 
Instead of using the word as an unexplained label, why not explain the superiority in terms of exclusivity, one of the great 
motivators of the late 20th century? 
The brochure describing a limited edition plate cries "Wolf!" in a subhead: 


The important back stamp in 24 karat gold 


Why is "important" the wrong word here? Because it doesn't lead to the copy following it: 
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Important Mileage Information Enclosed. 


Figure 8-8: 

The qualifier "Mileage Information" saves this from being just another wild external claim of importance. By tying 
importance to the individual's own sense of what's important, this envelope gets itself opened, in accordance with 
the Cardinal Rule of Envelope Copy (Chapter 13). Had the envelope disclosed the actual proposition 
miles for switching telephone service to MCIthe percentage of openings might have been considerably lower. 
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Figure 8-9: 
The wildness of this letter is underscored by the number of 
exclamation points. When a marketer yells, "Fire!" staying 
in character is mandatory . . . and whatever else you might 
think of this letter, you have to agree it does stay in character. 
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Figure 8-10: 

After some of the commemorative stamp issues we've seen, it's unlikely 
that Betty Boop could cause a sensation. What makes this cry of "Fire!" 
fascinating is the implication that these stamps are issues of the U. S. 
post office. Their actual origin, Guinea, is neither masked nor emphasized. 
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Each Inaugural Day Plate in this Signature Edition will bear artist Jeffrey Matthews's full signature in 24- 
karat gold. 


Maybe artist Jeffrey Matthews's full signature in 24-karat gold is important, especially if you compare it to his 
partial signature in black paint. But why is it important? If you can't tell me, don't abuse the word. While you're at it, 
why not look for another word to replace "bear"? 


That goes for the cataloger of book remainders who heads a whole page of closeouts "Important Histories of W.W. 
II." And for the vendor of the "authentic" (but unofficial) Statue of Liberty Double Eagle, who invites me "to 
participate in a historic eventperhaps the most important collector's opportunity of the century." And for the fund- 
raiser who tells me, "Your check is more important now than ever," too terrified of language use to tell me 
straightforwardly, "Your check means more now than it ever did before." 


See the key? Go ahead and yell "Urgent!" if your target will regard the information as urgent. Scream "Important!" 
if your target will actually regard it as important. Send a "News Flash" if your target will regard it as hot news. 


So the next time you look at the screen or the paper and realize you've written, "It is important to remember 
that . . .," either add the words "Here's why" to the front or quietly hit the delete key. You'll do yourself, and the 
person who gets your message, a favor. 


Remember that, will you? It's important. 
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Chapter Nine 
How to Take Control of the Seller/Sellee Relationship 


Understanding and Using the Rules of Positivism 
An old song lyric suggests that we "accentuate the positive." 


I'm not at all certain any song with inspirational lyrics, no matter how full of jargon it might be, could survive today. 
I am certain the message makes more sense for advertisers than it ever could to historians of song lyrics. 


Obviously, where we have a positive, we also have a negative. As copywriters, we consciously choose one or the 
other; if we're uncertain, we skip both and write in-between copy. Ugh. 


The pertinence of accentuating the positive is tied to a negative, a common advertising mistakeaccepting description 
as sell. 


Seller Meets Sellee: 
Bambi Meets Godzilla? 


The roles of the two parties in a marketing situation are neither parallel nor equal. We have the seller, who, usually 
uninvited, wants a transaction to occur. We have the sellee, whose skepticism has to metamorphose through three 
phases or the order form goes unheeded: 


Phase One: I might benefit from this. 
Phase Two: Yes, I'd benefit from this. 
Phase Three: I'll get it, and I'll benefit from this. 


Note the evolution of the sellee's attitude. It moves in a dynamic line, from consideration of a possibility to decision 
to act. 


Some marketers (and many salespeople) are terrified of a confrontation that demands a decision from the sellee. 
They take comfort in description because it doesn't set up a circumstance in which the other person can state an 
aggressive "No!" Without leadership from the seller, the sellee makes up his own mind. 


Isn't that the gentlemanly or ladylike way to sell? In my opinion, it's the gentlemanly or ladylike way to make one of 
two catastrophic admissions: 1) Your selling argument is weak; 2) you as a salesperson are weak. 


That's why I suggest you examine copy that begins "Can you imagine . . . " and excise the first two words. 
"Imagine," without the weakeners, leaves you in control, with no possibility of generating the answer, "No, I can't." 
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Figure 9-1: 
A clear statement of benefit not only tells the reader what to do but explains, within 
that reader's experiential background, what the result will be. Hire that writer! 
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The alternative to tenting for 
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"^ fumigating them. Meanwhile thousands 
of California and Florida homeowners, businesses 
and commercial clients have used The Blizzard System since 1988. 
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Figure 9-2: 
The typical writer might have headed the ad, "At last, the Blizzard System makes 
tenting for termites obsolete." This superior approach is likely to get the phone to ring. 


More and more, as competition for attention on any level becomes ever heavier, the vendors who display wares in 
the back row of the market dooms himself to the quiet disregard of those who, pushed a little, might buy something. 
Remember the Fourth Great Law of force-communication? (Tell the reader/viewer/listener what to do.) 

We conclude our selling argumentin person, in print, over the airwaves, or in the mailby telling our target sellee 
what to do. The gentlemanly or ladylike way to sell doesn't enter into the mix. We didn't write the ad to impress 
Miss Manners; we wrote it to sell something. 

The Two Rules of Positivism 

Fighting for power in our messages, we struggle to master our only weaponthe language. 


The First Rule of Positivism becomes an easy guide to message strength: Stay out of the conditional and replace can 
with will. 


The difference between сап and will isn't subtle at all. Can puts the ability to decide or perform in limbo; will puts it 
in the hands of the message recipient. 
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Before giving examples, a caution: We're talking about buyer attitude, not product capability. If you're selling FDA- 
influenced products, your lawyer may advise using can instead of will for safety in product claims. Listen. 


Couching the same message in each of five levels of strength will illustrate the point. 
Level One: 
Can you see the difference this would make in your life? 
Level Two: 
Can you see the difference this will make in your life? 
Level Three: 
You can see the difference this will make in your life. 
Level Four: 
You'll see the difference this will make in your life. 


Level Five requires the Second Rule of Positivism, which is such a sharp verbal sword you dare not swing it wildly: 
After telling the reader you've presented a logical argument, take acceptance for granted. 


So we have a Level Five sales argument: 

What a difference this will make in your life! 
Don't be misled. Contractions and exclamation points are parenthetical to what we're talking about. I stuck the 
exclamation point at the end of the Level Five argument because as we become more imperative, we become more 
exclamatory. 
In fund-raising, "Can you help us?" is a weak plea combining an admission of weakness with the suggested 


possibility of reader weakness; "Will you help us?" tells the donor he has the capability; it's up to his sense of honor. 
That's guilt-creating copy with far greater strength. 
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Figure 9-3: 

Can you sell in a two-inch ad? Of course. 
Does this two-inch ad sell? Probably not, 
because it not only has no specifics but 
also masks any call to action in a device 
that avoids telling the reader what to do. 
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How to Use the Connotation Rule 


Sure, we all know the Connotation Rule: Substitute words and phrases with a positive connotation for words and 
phrases with a neutral or negative connotation. 


By now, we know how easy it is to spot words and phrases with negative connotations. They're the constructions 
that usually have a "don't" or "can't" or "no" or "not" in them, unrelated to the central selling argument. (If the 
negative is related to the central selling argument, such as "Won't stain your clothes," the rule doesn't apply.) 


IT CONNECTS YOU TO THE ROAD 
LIKE A BUG TO YOUR WINDSHIELD. 


INTRODUCING 
GN £o ға rw с> 


FEATURING THE ACTIVE RESPONSE SYSTEM 


HEAT in à COMMENT fe pi ЕГШ Dia asp Adii [шй duro viar i 
VS CALLED THE да iw ШЕМ" à БЕН DESIRED 18 FAO 3 ШАШКЕ ЕПП 


ШТЕГІН pere P аяп Poll WE Г ІТ IHE АСТЕ мейі ШЕГШ” 


ITE à спынінітітон EF IB ТЫШ FERTURECS аат Geet Үп T3 LE ri 
ha му В ед = DR ЕР НИГЫ LIKE THE VaRIAHLE-EFFURT ПАСЕ: дио РОА 


Vippmau ШҮНТГЫ ІНІ! FADE FAD ПРЕ 10 TOUR Батай CONMMLMET 


Ter WEBULT Hi à САМ CAPABLE DF TAMAD FOUR Гүгттішт paian ROUTE 


itg ІНТІНІҢІ ШІ! hESFINE PLL PES BEWARE 


FOR BORD IMUTTPMATIDM TALL ТЇ. FREI OT) kite ap ра miri uH AP mW Ш ГАБ Cou 


OLDSMOBILE 


80METH 


Figure 9-4: 
The simile couldn't be more bizarre: "It connects you to the road like a bug 
to your windshield." Does any driver want that kind of connection? 
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But knowing the rule doesn't mean we can recognize neutral words as painlessly as we recognize negative words. It's 
an exceptionally difficult problem because a word that might have power in one circumstance is weak in another. 


That's why a beginning writer has no trouble replacing negatives but turns butcher by extending the scalpel to cut 
out the "good" negative words, while blithely bypassing neutral words. 


Example? Here's a standard opening line: 

I'm delighted to be able to send you this private notice. 
Here's the same line, with one word changed: 

I'm delighted to be able to send you this private offer. 
When is Notice Stronger Than Offer? 
The beginner leaps blindly into the fray, saying, "Offer is positive and notice is neutral, so offer is the better word." 
Is it? Maybe. Maybe not. I changed "offer" to "notice" in a piece of copy I was writing for a public utility that didn't 
want to suggest it was pitching the reader. Notice becomes a more positive word than offer because we give the 


reader the impression that he or she is forming a positive reaction rather than that we are trying to sell something. 


The picking of nits like this is what copy that sells is all about. Our targets are individuals, not people. They don't 
run on tracks, and as professionals, we're supposed to tailor our message to the circumstance. 


The Inversion Technique: 
A Shopworn Challenge 


In the 1930s and 1940s, some advertisers thought it was cute to invert a sales message so it was negative instead of 
positive: "Don't Read This Аа... "; "Why You Shouldn't Buy at Smith's"; "A Dozen Reasons Why Shoppers Avoid 
Us." The idea was to startle us into reading the ad by fashioning what appeared to be an outrageous ad. 


Hold it! We've come hurtling through future shock and have bounced twice at the far end. This type of ad is about: 
as startling as "Why does a chicken cross the road?" 


But we still see it, as Figure 9-7 proves. A writer, slightly out of phase with today's seller-sellee relationships, uses 
the inversion technique. It's easy to write an inverted ad. All you have to do is, with whatever tongue-in-cheek talent 
you may have, suggest to the reader that he not buy from you. 


The reader is supposed to say, "What a clever fellow that writer is." 
You lose both ways. If the reader doesn't say it, your wit isn't as projectible as you thought it was. If he does say it, 
you've violated another Great Law: In this Age of Skepticism, cleverness for the sake of cleverness may well be a 


liability, not an asset. 


So when I saw a coupon ad with an inverted headline, I was neither startled nor titillated. Instead, I was annoyed that 
the writer couldn't think of a less transparent gimmick. The headline: 


Six reasons for not sending 


for absolutely free details about 
the Home Business Directory 


« previous page page 119 next page » 


раде 120 
Раре 120 


Just what are you 
saying if your Web 
site doesn't accept 
cash, checks and 
credit cards? 


You don't want to alienate them 

after ай, on-line shopping 5 expected 
to be more than a six billion dollar 
business by the year 2000. Which 
means you'll lose out big if you're 
not using our CashRegister™ Only 
the CyberCash CashRegister gives 
you an easy-to-umplement solution 
including a choice of Internet pay 
ment options — credit card (SSL and 
SET), checks. .even cash. So И you're 
ready for your Web storefront to see 
soma customers, get the system 
thats Daring the trail for electronic 
commerce worldwide For more 
information on how to get the most 
secure Internet payment solution in 
existence, drop by our Web site today 
Or call 1 888 860 6530, ext. 119 


CyberCash ^ 


Make Internet Cornmerce Pay 


“ — 
ШЫЛЫШ УЕ ee а SR TUNE ! Make Internet Cornrmrerce Pay 
LA ssia і h 


Figure 9-5: 
This ad may be misinterpreted because the intentiona sign in the windowcould seem to be the 
headline. Greater safety and greater impact might have dictated bigger type for the actual headline. 
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Those three big "NO" headings at left dominate this furniture аа. Even though "No" 
is the strongest negative, in this instance the repetition makes a positive point. 
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After a listing of six cliché-generated "reasons" ("We һауе so much money now, we never want for anything"), the 
ad's body copy begins with my second-least-favorite line: "Be honest!" (This line is outranked in obnoxiousness only 


by "Let's face it!") 


I'm beating this approach about the head and shoulders not because of a blind prejudice against the inversion 
technique, not because it isn't ever possible to use a negative effectively, but because whoever wrote this ad cheated 
whoever hired him or her by delivering a message that was much less effective than it could have been. 
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Figure 9-7: 

The ad is almost effective. Did the writer intend to create a wryly humorous heading? Probably. 
Does reading the ad clarify or justify the heading, which many will regard as a tired attempt 
at attention-getting? Probably not. The point isn't whether the heading is clever or not; 
it's whether the writer had a better way to suggest superiority for these computers. 
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Figure 9-8: 

This ad, and the two StarMedia ads that follow it, typify an approach that betrays creative 
desperation. The tortured tie between "Don't gamble . . . "апа "Networking is a high stakes 
game" tries to show a relationship of elements that don't relate. The negative imperative" Don't" 
doesn't help because it doesn't tell the reader what to do; it tells the reader what not to do. 
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Figure 9-9: 
Another "Don't..." ad exemplifies the worst of a dangerous trendthe copywriter and layout artist 
trying to call attention to their talents instead of making a valid point. Succumbing to this wretched 
technique is a disservice to whoever is paying for the ad (although obviously somebody said, "Run it"). 
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Figure 9-10: 
What is the point of an ad such as this? Will an irrelevant 1920s photograph 
enhance the image of a 21st-century Internet community? Inspecting this ad, 
consider how you might have formulated a credible and effective selling argument. 
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The Difference between Writers and "Word-Stringers" 
Changing a negative to a positive can make a prosaic line exciting. Most readers wouldn't find fault with this line: 
That's a marvelously low price, but it isn't all I have for you today. 


No, it isn't bad; the line transmits information clearly and efficiently. But would it have taken any longer to squeeze 
off a little shot of excitement, a tiny barb added to the bullet? 


That's a marvelously low price, but I have even better news for you today. 


What's the difference in impact? 20 percent? 10 percent? 1 percent? I hope you see the point: However fractional it 
is, why not take advantage of it? That's why writers get paid. 


How to Control the Play 


When copy lapses into could and would and should, the writer cedes control to the target individual. In my opinion, 
we should never allow that to happen. 


So how can we let the reins go slack? How can the pilot say to a passenger, "If you don't want to go to our scheduled 
destination, we can go somewhere else"? 


We risk a "No" when we ask our reader, "Couldn't you... ?" or "Wouldn't you... ?" or "Shouldn't you . . . ?" The 
reader's "No" may be crushing. It may be flat. It may be thoughtful. It may be subliminal. The result is the same: No 
sale. Using a conditional approach requires a high degree of professionalism. (For an example of such 
professionalism, look at Figure 9-11.) 


I say, control the play. Move into the subjunctive as part of your selling pattern, offering a glimmering of relief to 
your reader but sliding out of the subjunctive before any cataclysmic decision comes forth. Use could and would and 
should to lengthen the leash, creating an impression of reader independence, but never actually slip the leash off the 
reader's neck. 

Is this procedure automatic, easy to do? Only on the crudest, most primitive level. A good ad, whether sales letter or 
space ad or commercial, flows smoothly, immersing the reader in a pleasant or energetic sea of words. The writer 
who fears the reader will surely drown in his own sea. 

Don't Let the Prospect off the Hook 

An "if..." clause makes an action conditional; a "when . . . " clause makes it unconditional. If you write nonprofit 
institutional copy, this difference is etched into your mind because conditional wording ("If you decide to contribute, 
we'll be able ќо... ") usually won't bring іп as many dollars as unconditional wording ("Your contribution makes it 
possible for us to . . . "). 


Fund-raisers know how to close loopholes through which their targets might escape. Mightn't it be a good idea for 
those selling products or services to close such loopholes? 


Now, a key point: Did that last paragraph leave you feeling a tad unconvinced? I'm counting on it because I slipped 
that word "mightn't" in there to torpedo the power. We can fuel the sentence with high octane with an easy change: 


It's a good idea for those selling products or services to close the same loopholes. 
Or, if we want jet fuel, we take out all qualifiers: 


Those selling products or services have the same loopholes. Close them. 
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Figure 9-1 1: 
Turning what seems to be a negative opinion into a positive opinion, and doing it in a method 
the reader accepts, reflects professionalism both in copywriting and in sales psychology. If 
you can match the abilities of whoever wrote this ad, the technique is one you should try. 
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Contraindications 

Oh, yes, we have contraindications for assuming the affirmative stance. Writing isn't yet an automated science; it's a 

learned art built atop a scientific base that's only gradually being excavated for professional examination. We know 

we have circumstances in which turning on the full force of our words can alienate half-sold readers. 

Just what are those contraindications? I can think of three: 

1. A sales argument written with finesse can shift from gear to gear. A good writer can begin in a low-key 

conditional vein and shift upward and upward with gathering speed untilwham!the reader is transported into 


"copywriter's heaven," the state in which we lead and the reader follows like a captive dance partner. 


If you can write accelerating copy, you're among the best and can disregard this admonition: Don't linger in low gear 
for one sentence longer than you have to. Readers will be peeling away. 


2. When you want to project an I-don't-give-a-damn image, invert your forceful copy to mask the intent. Start with a 
dynamic statement of position; shift to a conditional statement of possible acceptance; then shift into a third stancea 
difficult one for even the most accomplished wordsmithsupremely logical control, for the close. 


This type of writing is tough to do well because the effectiveness of the third leg depends on the writer's ability to 
convince the reader of this message: "You'll be lucky if we open the door and let you in." 


3. For specific marketplacesart, for examplepoetry might be better than hard sell. 


Qualifiers all over the place! Note the word "might." A rule might be: The more exclusive the offering, the more 
valid is withdrawal from vigorous copy. 


I suggest testing because schlock art often depends on the image of exclusivity to sell itself, while really fine art can 
be sold nonchalantly to someone who feels accepted into the in-group. 


These variations don't skew the rule; they skew the classification of what belongs where, under the rule. If you write 


copy for fine art or "let's pretend it's fine" art, you already know what approach works, but if you're taking your first 
shot, test hard and soft copy against each other if you can. 


Say What You Mean 


I'm looking at a space ad for a chain of banks. The illustrationin full color, naturallyis a tropical fish. All the 
copynaturallyis reversed out of black. This is the heading: 


So daring is the entrepreneurial spirit, 
it cannot survive rigid thinking. 


Is this assertion true? Hard to tell, because in order to judge it we have to decode it. Go ahead, try: If the 
entrepreneurial spirit is daring, how can it be so fragile? So that isn't what the writer means. 


If the writer and I were dinner companions, I've become enough of a curmudgeon to ask flat-out: "What are you 
trying to tell me?" 


Whatever the answer to that question might be, it would be clearer and more to the point than the headline copy in 
the ad, an expensive but uncommunicative message. 
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If we're trying to lure readers into a house, we don't lock the gate so they can't even get into the yard. The Clarity 
Commandment, the overriding determinant for word choice, reminds us: When choosing words and phrases, clarity 
is paramount. Let no other component of the message mix interfere with it. 


Might the commandment have suggested a less professorial tone for this next ad, which ran in an advertising 
publication? This was the promising headline: 


HOW TO THINK CREATIVELY 

ABOUT YOUR 

BUSINESS PROBLEMS 

Here's the entire text of the ad, except for name and address: 

We've built a unique reputation as corporate growth and development consultants, with a track record of 
over $1 billion in incremental business for our consumer goods and industrial clients (not including 
acquisitions). 


Our ability to develop innovative solutions to tough business problems is the result of: 


Structured creativity principles and practices developed by the firm over the last twelve years, which are 
proprietary to [NAME OF COMPANY]. 


Performance-oriented professionals with individual track records in a broad array of disciplines including 

strategic growth planning, acquisition strategy, marketing, new product development, technology 

optimization and market research. 
The lack of punctuation at the end is the advertiser's choice, not mine. (Again, the entire ad is a reverse. There has to 
be a relationship between reverse-type blocks and obfuscation. Maybe it's the desperate substitution of production 
techniques for communication.) 


Okay, find one sentenceno, find one phrasethat keeps the promise of the headline. Chest-thumping ads aren't a 
novelty, but this one thumps with sterilized gloves. 


A major financial institution built an entire campaign around this theme: 
The latest 
get-rich-slow 


scheme. 


It's hard to believe that someone in management, if not in the creative department of the institution or its advertising 
agency, didn't ask, "Hey, guys, isn't the combination of slow and scheme pretty sleazy copy for what we're selling?" 


Why didn't they say what they meant? Probably because, in love with their own cleverness or position, they thought 
they were saying what they meant. It's the contemporary equivalent of the old "public-be-damned" arrogance. 


Hurling Down the Gauntlet 


The disadvantage of picking a fight with a random stranger is that you might get your head blown off for no reason. 
Why do it? 


Somebody, somewhere, suggested in a writing class: "Challenge the reader." The result has been copy that swerves 
from the direct-to-sale path of challenge * reward to the rutted trench 
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of I dare you, you coward. We have enough natural enemies without having to find a stranger to insult. 


This is the opening of a form letter that came to me: 


Dear Mr. Lewis: 

You consider yourself a hotshot direct-mail writer. 

I consider myself the hottest investment writer in America. 
I believe we can make big money together. 


The letter has such Neanderthal motivators as "I'm offering creative types like you the opportunity to profit from 
their own performance" and "If you believe in yourself, and if you can really produce, you'll get rich." The deal is 
for me to mount and mail a direct-mail campaign for this man's investment newsletter at my own expense, 


andbenevolent despot that he ishe'll let me keep 90 percent of the $125-a-year subscription fee. 


There are no magic wands that 
can win political campaigns. 
But this book comes close... 


Smart candidates, campaign 
managers, ixsue activists, party 
leaders and political consultants will 
use this book over the next several 
years to win tough 

elections af every kind. 


It's an acclaimed “mun read' 
collection of money-saving, 
ime-conserving, vote-winming 
йрх and techniques written Бу 

the nation's top political campaign 
professionals, 


Over 660 Pages of the Best Political Campaign 
“How-To” Advice Ever Put Together 
from Campaigns & Elections magazine. 


The Raed ba Victory Ha; The Һем! ticles irs Cage й аала megane have Been шаанын and edited uno rz 
saline. Petes for ракы шев, campaign staff. counts ята! chiens. thee Punch om on iraliatde cniection of practical Гена. 
ін salsum lor anall hacal aral зг: неді ва к а шағ Тығын кіріге Де races. M's liy lar Ны ен үне gas hijal 
er - шкі nose updated wikh Гете шағы! 11 есін ға ра аа ғатты Crome tha кыш uf hand ілкі 


The Mead ін Victory HHAH Covers gerry qnse нерін тінінұу, вае а hain pedling. Тісі ретары аг меті 
Шеті, Мнййтїїпү. ЇШЇШ operations, Ёдыйгайнай р. schedaling, targeting. телен ре (гет қатесі. alla peepee, Дені шайтан, 
иесі тігісіне, hesdquarier шісіптітшігті, cala apeseeranee Өне тай prepsration. telephone hani organ, iata 
hase пагытын. Compote ыппыт. арттан атый week ніне, realis багун grüssir usps ШЫН. jwsiirion galhenig. baiiia 
and balia prope, and an array of wining іггіннериса өзінен fey the есейіп of Бы: Пай нану 


Ты Hand te Vinary IIBER Canain mos of Dar cose Әні араға іп ihe fired есіміне nl The res! jer Vacwory. үйін ашы 
mamerial um Marien y of nipicy 
Price 00.05, phus $2 50 For shipping and bending. Available for immediate parchase 
To order, сай 1-800-771-8252. Payable by check oc credit card (MC. VISA or AMEX] 
Or, Май Orders 1o Campaigns & Elections, 1414 22nd Street, NW. Washington, D.C. 20037. 
Гн. Fax Orders ін 301-450-8187 


Figure 9-12: 
Aside from the weakness of any "There аге..." openings, here 
we have an ad that admits deficiencies. Coming close isn't a way 
to sell books. The subhead would have been a better headline. 
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The letter ends, appropriately, with this warm expression of friendship: 
If you're ready to put your wallet where your mouth is, now is the time. 


Put yourself in this man's position. You want to convince copywriters to spend thousands of dollars promoting your 
newsletter. Would you launch into a blind diatribe, with the recipient of your message wondering, "Whose benefit is 
this, anyway?" or would you try to tailor an appeal to the recipient's ego, based on one of the Five Great 
Motivatorsfear, exclusivity, guilt, greed, or need for approval? 


Even if I were interested in working with someone whose whole approach is "I just don't think you can produce 
results," the opening" You consider yourself a hotshot direct-mail writer"would have me reaching for my gun before 
I even knew what the fight was about. 


My reaction was a universal one, and we as writers (hotshots or not) need to remember the Say What You Mean 
Mandate: The reader inevitably will apply a negative interpretation to statements that violate the Clarity 
Commandment. 


Too late to plead, "That isn't what I really meant," after your crumpled dispatch is lying in the wastebasket. 
Compare the hottest investment writer's letter with this slick winner: 


Dear Mr. Lewis: 
You and prize winners Rita Eickhoff, Marjorie Solberg, and Bob Thomas all have something special in 
common. Each of you were invited to participate in one of our national consumer programs with an 
opportunity to own an expensive new car without having to buy it . . . plus collect up to $10, 000. 
This letter is crammed with incentives such as "here's your opportunity to . . .," "you can collect up to . . .," and "you 
really can collect . . . "(Note the careful use of"can"; "will" would present a dangerous promise.) Even though this 
writer uses the plural verb "were" after the singular subject "each", I don't object because the writer strokes my 
dignity instead of shredding it. 


A Not-So-Gentle Shove 
Restrained terminology is a gentle shove, useful only in an exclusivity appeal that's genuinely exclusive. Neutral 
words take our hands off the semantic steering wheel: We might reach our destination or we might crash into a 
garbage can. 
Copy selling limited-edition books has this curious phrase: 

The paper used for this superb edition . . . 
Of course you spotted the neutral word "used." (Neutral here but heroic compared with utilized.) Why didn't the 
writer give us selected, in key with what's being sold? Used, relative to paper, has no classand, in fact, has a 


scatological overtone. We use Kleenex, but we select the fine paper for this volume. 


Fund-raisers sometimes project their dedication onto the whole world. When they do, their copy goes flat because it 
assumes a base of common interests that doesn't yet exist. Here's the entire sales argument a mailer offers: 
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Dear Friend, 

The American Institute for Cancer Research (AICR) is now conducting its Annual Fund Drive. 

During this time, tens of thousands of Americans will make their annual contribution to fight cancer 
through AICR. 

In the next several weeks, I will be meeting with several members of the AICR Board of Directors to plan 
our coming year's budget. During these meetings, it would be a big help to know what programs we will 
be able to afford next year. 

So, if you could please use the enclosed postage-paid envelope to make your contribution to fight cancer, 
it would be greatly appreciated. 

I want you to know that we look forward to counting you among our friends and supporters in the coming 
year. 

Sincerely, 

Dr. J. Dan Recer 

President 

P.S. If you make only one contribution to fight cancer every year, please use the enclosed postage-paid 
envelope to make your gift now during our Annual Fund Drive. 


Just as fear is the natural motivator for insurance, guilt is the natural motivator for fund-raisers. But this copy shifts 
into neutral, shoving us sideways. 


The second paragraph eliminates any possible exclusivity or sense of urgency: If tens of thousands of Americans 
will contribute, my contribution is a bucket of water in the Atlantic Ocean. 


The next paragraph uses sand as a seasoning. Not only don't I care that Dr. Recer is meeting with his board of 
directors, I'm turned off by the image of malefactors of great wealth lounging around, deciding what to do with my 
money. The word "programs" is especially ill-chosen. 


A nonprofit group I usually admire stumbled, I felt, in a mailing that included an ersatz cable from the organization's 
office in Sudan. A paragraph began with this sentence, highlighted in yellow: 


AROUND 2.5 MILLION HUNGRY PEOPLE IN THE TWO WESTERN REGIONS OF SUDAN WILL 
SOON RUN OUT OF FOOD... 


Why "around"? Why not nearly or more than or any word that doesn't seem vague and casual? Around lacks 
сопсетп; it's an arm's-length word, an uninvolved word, a loose guess. 


The writer forgot one of the rules of So- What Turnoff Control: Using a "so what" statement as a major selling point 
adds confusion in direct ratio to the reader/viewer/listener's own interest/knowledge. 


We also employ Unassailable Loser Statute I, not only for "around" but for the statistician-accountant term "2.5 
million": When seller and buyer both are uninvolved, the seller loses. 


Why do so many sales arguments lean on neutral or negative words? It might be because some writers have 
difficulty projecting themselves inside the heads of their readers. 


Can You Mesmerize Someone Who Doesn't Understand You? 


What impresses a reader who has never heard of you before? Is one of your in-group going to grab him and shake 
him until he lifts his pen or phone or computer mouse? 
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Maybe a hundred years ago a mailer could bully his target by suggesting the reader knew less than the writer. No 
more. We're in the Age of Skepticism, and term throwing is out of fashion. 


A mailing from what seemed to be a print shop came to me. Glancing through it, I saw sample prices for various 
quantities of printing. But the heading didn't match: 


TAKE CONTROL OF YOUR FUTURE FINANCIAL SUCCESS! 


I'm an old hand at unidentified quotations, so this imperative didn't bother me, although the thought itself is almost 
impenetrable: If I have future financial success, isn't control implicit? And if I'm successful without control, so 
what? I've beaten the system. 


Anyway, the heading on this "Dear Friend" letter rated a "So what?" but the first paragraph dropped the reaction 
way down the scale to a "Huh?" 


Valley Distributing Company has recently introduced a fantastic FINANCIAL SUCCESS PROGRAM. 
This program is a completely new and revolutionary WHOLESALE PRINTING MULTI-LEVEL 
MATRIX MARKETING PROGRAM... 


I wonder how many recipients stopped right there. I didn't, sucker for puzzles that I am, and I was rewarded with 
this explanation: 


By limiting the number of distributors allowed on the first sales level of each member, and by paying sales 
commissions on each VDC CERTIFICATE purchased through seven complete sales levels, it is possible 
to build a very strong and profitable downline. 


Downline? What's a downline? For that matter, what's a VDC CERTIFICATE? I had the same frustrated feeling I 
sometimes have with Time and too many of the computer and Internet publications, thinking that if I go back to the 
beginning of the story, the initials will be explained. 

All right. Let's suppose VDC stands for the company name, Valley Distributing Company. The company might һауе 
told me what it meant instead of saying, "Fish for it." It might have told me what the seven sales levels are and what 
they mean. Instead, the letter lapsed into "in-talk," and I'm left out. 


Once again I invoke the Clarity Commandment: When choosing words and phrases for force-communication, clarity 
is paramount. Let no other component of the message mix interfere with it. 


I'm not asking for oversimplification. I'm asking for adherence to a tenet of advertising copywriting that should be 


inviolable for anybody who wants to sell something: Write inside the reader's experiential background, not your 
own. That's one of the separators dividing professional writers from amateurs. 


What Did He Say? 


When a writer doesn't say what he or she means because of a grammatical lapse, justification usually comes swiftly: 
"Aw, they'll understand what I meant." 


Maybe so, maybe not. How many sets of eyes saw this copy from a fine arts catalog before it hit the mailbags? 
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Figure 9-13: 

A valid technique for mail-order sales is writer-as-surrogate-for-reader. This ad is an exact lift from 
one of the two most famous ads of all time, John Caples's "They Laughed When I Sat Down at the 
Piano." (The other, which ran for 45 years: "Do You Make These Mistakes in English?" for the 
Sherwin Cody School.) For those who remember the Caples ad, this tribute is a winner. But is this 
group, many of whom are well beyond their working years, a good prospect for what's being 
sold here? Whether the reader smiles and responds . . . or considers the ad a stupid, out-of- 
date cliché . . . depends on the reader's own background. Opinion: a dangerous crap game. 
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Aphrodite by Erté 


The late (died 1990) Erté's costume designs were as popular at 92 as they were іп the 1920s. Aphrodite's 
dress was originally created for a 1914 show with the same name... 


Now we have to sort out the dates. If I take the message literally, Erté's costume designs are over 90 years old; 
they're from the 1920s; this one was created in 1914. I say, "Huh?" 


As an Erté fan, I know it's the artist who was 92 years old, not his costume designs. You and I would have clarified: 
"Even when the late Erté was in his 90s, his costume designs were as popular..." This writer has to rationalize: 
"Aw, they'll know what I meant." 


Sorry, but we don't. Why bring in the 19206 if this design was executed in 1914? What kind of show was it? A 
musical? Or was it an art show? An art show named Aphrodite? We're asking even more questions because the 
writer was too cryptic. 


How about this to begin a sales letter? 


Everyone in my bridge club laughed when | said 
Га just installed a car alarm" 
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Figure 9-14: 
Неге we һауе a more contemporary approach to "They laughed 
when..." The writer sells a difficult concept by simplifying the 
technique and defanging the typical skeptical reaction, "I can't do that." 
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Dear Executive: 

Besides a rare mix of economic factors, another main force behind the coming super-boom in real estate is 
а new kind of "factual consensus." 

For the facts from every quarter are all in agreementconsensusthat the American executive can make 
immensely more money in a single real estate deal than from decades of regular hard work. 

And the growing awareness of this compelling point gives a further boost to natural demand, hence to 
prices, for real estate of all kinds. Coupled with the unusually favorable economic factors . . . 


Opinion: a brutally uninviting opening. If an American executive (why "executive" I don't know, unless it's just 
everyday phony stroking) can make more money in one real estate deal than in ten years of hard work, why not put 
some you into the opening, together with a promise of what this company will do? 


The point is obfuscated as it is. The writer doesn't say ten years; he uses the standoffish and nonspecific "decades"; 
he weakens "hard work" with the qualifier "regular." 


Why use phraseology such as ‘factual consensus" and "decades"? Don't we want rapport with the reader? 


Hara-Kiri and Other Keyboard Tricks 


Stringing words together is easy. It becomes difficult when a writer wants to lead the reader by the hand through the 
mystic maze of potential misinterpretation. 


Suppose you're selling a new vitamin supplement. You're in a minefield sown by regulatory agencies and years of 
claim-sameness. You can tinker with wording the way a racing-car mechanic tinkers with the engine, for maximum 
power: 


1. WE MAKE NO CLAIMS AND MAKE NO PROMISES. BUT WE'LL TELL YOU WHAT OTHERS 
SAY... 


2. WE CAN MAKE NO CLAIMS AND CAN MAKE NO PROMISES. ALL WE CAN DO IS TELL 
YOU WHAT OTHERS SAY... 


3. WE WON'T MAKE ANY CLAIMS OR PROMISES. BUT READ WHAT OTHERS SAY... 
4. THE LAWS WON'T LET US MAKE CLAIMS OR PROMISES. SO READ WHAT OTHERS SAY... 


The differences aren't vast. But the sales arguments are not identical. No two have parallel impact. Each positions 
the marketer differently. Each tries to establish a buyer attitude toward the company. 


If you see how word choice affects reader reaction, you also see that casual slopping through rhetorical alternatives 
can betray your message. Saying what you mean is implicit in effective copywriting. 


Take a look at whatever piece of copy is sitting on your desk, ready to go. Does it really say what you mean to say? 
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All of Which Means What? 


The writer's control of the communication relationship can dwarf every other facet of copywriting. Taking 
chargewith the reader becoming your willing follower, then your captiveis a formidable talent. 


To me, the reward is that the talent can be developed, honed, sharpened, and perfectedan impressive credential, 


irresistible when your copy goes head-to-head against that of someone who hasn't polished the talent because he or 
she doesn't know it exists. 
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Chapter Ten 
How To Warm Up Your Copy 


Examples? YesStatistics? No 
One reason I admire good fund-raising writers is because they know something lousy fund-raising writers don't 
knowthe Rule of Statistical Deficiency: Readers respond less to cold-blooded statistics than they do to warm- 
blooded examples. 
So instead of writing: 

75% of the children affected might be saved 
they'll write: 


Of four afflicted children who died, we might have saved three of them. 


Terrific, isn't it? If you agree, you're not yet ripe because the change has simply expanded on the statistic. What if, 
instead of numbers, the writer had used examples: 


We lost Jimmy today. His parents knew his pitifully short days were numbered. They never lost hope . . . 
until the end. But Mary, Karen, and Billy are still alive. We're fighting for their lives. 


Boy, that's easy. What isn't so easy is adding some wham to a journeyman line such as: 
Save up to $81! 


Nothing wrong, you say? You're right. It isn't wrong; it just isn't as exciting as it might be. Tinker with it for five 
seconds and you have: 


Save as much as $81! 


What's the difference? This: The hairline edge for excitement goes to "as much as" over "up to." Nitpicking does pay 
off in a business that measures effectiveness the right wayby fractions of a percent of response. 


Hiring Writers? How to Separate Wheat from Chaff 


I have long suggested an early-weeding procedure for employers and headhunters to separate the chaff from the real 
copywriters: Give the prospectsand they're all whizzes at writing re- 
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Documents are digital. Documents are paper 
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Figure 10-1: 
This ad parallels Figure 9-12 in using not-quite-perfect as its sales base. It also has 
the tired "When it comes to . . . " headline. In today's era of precise engineering, 
would you want a document printer that was inoperable two days of each 100? 


sumésan opportunity to write some descriptive selling copy while sitting at a keyboard right there in front of you or 
your personnel manager. Lard the information sheet they're to use as background information with words such as 
utilize, annual, requested, and commence. While you're at it, use for when you mean because and insert a few 
clinkers such as indeed and what's more and remember (as a semi-command, followed by a comma). 


If the sample copy regurgitates those words back at you, pass. 
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Remember Who Your Reader Is 


We're selling books or records or videotapes or memberships. Staring at our merciless screens, we see what we've 
written: 


If you sign up for the program . . . 
The writer who would have flunked the utilize test plows merrily ahead. What the heckthe reader will understand. 


That's exactly what's wrong. Signing up for a program can seem to be too profound a commitment when blared from 
the keyboard halfway through a pitch. Instead: 


If you decide to go into the program . . . 
Still too big a commitment? We have lots and lots of words to choose from: 

If you decide to try out this program... 
The writer might have written "participate" instead of"go into" or "try out." It's a better description of the act we 
want them to performexcept for one aspect: Participate intellectualizes the sales argument, and we've known for 
years that emotion outsells intellect. 
Let's look at another. Anything wrong with this? 


Please respond within the next 10 days. 


Right! "Please respond," in the murky universe of unsolicited sales pitches, may seem to be too positive a 
commitment. So for the reader's ease, a minor word change: 


Please reply within the next 10 days. 


If you're unusually jumpy about seeming too pushy, you can take yet another step backward without damaging the 
foundation: 


May I ask a favor? Please let me have your reaction within the next 10 days. Thanks. 


While we're in this neighborhood, "Thanks" is considerably more convivial than "Thank you," which keep's the 
reader at arm's length. So choose carefully because a little distance has value when you don't want to seem brash. 


The Peripheral Pussyfooting Weakener Rule 

Writing around a point drains it of excitement. 

That's the beginning of a valuable rule, the Peripheral Pussyfooting Weakener Rule. Let's look at the rest of the rule. 
Visualize a setting: Into a sedate roomful of dinner guests bursts a breathless messenger. He gasps out: "A short 


distance down the road, our bellicose opponents can't go unnoticed. Within a short period of time, our defenses may 
be breached by hostile troops." 
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The message is dire, but the delivery is flat. How much more dramatic, as long as he's gasping anyway, to pant an 
exclamation: "The enemy is coming!" 


So we form the rule to cover those thoughtless circumstances in which, dignity-driven, we forget why we're at the 
keyboard in the first place. The Peripheral Pussyfooting Weakener Rule can keep us from lapsing into punchless 
prose: Writing around a point drains it of excitement. Writing loses impact in direct ratio to the percentage of 
information given indirectly instead of directly. 
Example? How about this line from a communication in, sadly, an advertising publication: 

It hardly went unnoticed. 
We all have written copy like that; but no more, not with knowledge of the Peripheral Pussyfooting Weakener Rule 
haunting our brains. If you have the time right now, analyze that four-word message. It's mushy. Rewrite it, 
transmitting its message directly instead of indirectly. 


Why go through that exercise? Because you could have a parallel piece of copy sitting on your desk right now, that's 
why. 


Maybe If We Tell Them We're Crazy 

A loose deck card has this heading: 
Market Test Are we crazy? 
Get a Full One-Year Subscription to These Famous $195 Financial Newsletters for Just $19 Each . . . (as 
part of a daring 30-day marketing test we are doing). 


Does the used-car dealer approach work for newsletters? Only the publisher knows for sure. We know, though, that 
this chap sacrificed his dignity without achieving martyrdom because he got nothing in exchange. 


"Are we crazy?" doesn't work here because nothing in the copy suggests such a state of lack of mind. It's a straight 
discount deal; the headline might work if the publications were free, but at $19, the "famous" newsletters may or 
may not be a bargain; I had never heard of them, but maybe some folks who got this card had. 

The word "daring" bothered me, too. When an adventurer tells me he's daring, it's less effective than if he tells me 


something that causes me to think he's daring. The word itself seems out of key, and because it's artificial in this 
context, it skews the message. I'm neither excited nor challenged. 


Words Are Our Bullets 


A peculiar mailing by the leading publisher of list data has a lift-letter inviting me to "Take this test, to see if you've 
made the correct decision." 


Is this supposed to excite me? A test puts the mailer in a superior position, which I resent; a quiz would have taken 
the brutal edge off the implication that there's a requirement I might not meet; a ballot or opinion makes me 
superior, the most acceptable relationship of all. 


Okay, what's the test, in that example? 


There isn't any. 
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Instead, we have some testimonials, followed by this copy: 


I ask you to do the most natural thing for any direct marketer: Test it. It will cost you nothing, and the 
returns will be far greater than you think. Remember the test is FREE! You try it in your home or office 
for 30 days, and if you're still convinced it's not for you, simply return it, it will have cost you nothing. 


Bizarre comma usage aside ("Remember the test . . ." without a comma suggests "Remember the Alamo!"; in 
addition, the last two sentences are tied together with a comma), here's an enclosure whose sole purpose is to excite. 
Instead, it annoys me twicefirst by misstating its content and second by lapsing into a tired "free test [trial]" pitch. 
It's aimed solely at direct marketershe says so himselfso this mailer should have known: Most of his targets have 
used that same approach at least fifty times. 


Words are our bullets. If we take gunpowder out, we're firing BB guns against the laser-aimed rockets our 
competitors might use. 


Roget's Can't Help You Now 
As often as not, delving into Roget's or the thesaurus on your word processor isn't the answer. Would a thesaurus 
have helped the writer who referred to his company as "among the most respected publishers" instead of the equally 


simple-to-write "one of the most respected publishers"? 


The difference is fractional, I agree; but "among" makes the company one of the mob while "one of" suggests 
singularity. Why bother with neutral (ergo, denigrating) words? 


Would a thesaurus have helped this hara-kiri line of copy glaring at us from the order form of a consumer offer? 
YES, please send me, right away, the referenced items I've selected. 


"Referenced items"? Would a thesaurus have been of any value to the writer who generated this deadly line of copy 
about art objects? 


The manufacturer has told us the quantity we are to receive will be small. 


Look at the mess here: "Manufacturer" (instead of, say, producer) for art? "Quantity" (instead ofallocation) to 
suggest a limited number? "We are to receive" (instead of using our before allocation) as a bumbling 
comprehension-delayer? 


A thesaurus would have been helpful to the writer of the next examplebut only as valuable as the writer's decision to 
use words that stimulate the reader to act. The writer's competence isn't in question; it's the dedication to reader 
excitement that flagged here: 


SUBSCRIBE TODAY! 
Here's what your peers have said about 
The Office Professional. 


What is it about that word peer that makes us think we're either being judged by a jury or becoming part of a 
preteenage focus group? 
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Read It Over One More Time 


Deadlines are the enemies of exquisite word selection. We all wish we had the time to polish and polish until every 
line shines like the hood of a Rolls-Royce. 


Here's a testno, a quizno, cast your ballotno, offer your opinion on this suggestion: Just as you're ready to print out 
the words of your next piece of copy, run them back through your brain processor one last time, looking only for 
words you can goose up to the next level of excitement. 


Maybe you'll be the only person consciously recognizing the difference. That's a majority, isn't it? 
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Chapter Eleven 
The Copywriter's Private Short Course in Grammar and Usage 


Clarity But Not Illiteracy 


The Clarity Commandment overrides some of the traditional rules of grammar we learned when we studied English 
in grammar school. 


Some, not all. The commandment doesn't give us an excuse for illiteracy. It doesn't let us form a plural "with's," and 
it doesn't let us string two sentences together separated only by a comma. But it does let us end sentences with a 
preposition. Why this exemption? Because contorting some sentences to force them into a purist mold impedes 
comprehension. 


So we replace "This is the information you requested" with "This is the information you asked for." Even though we 
end the sentence with a preposition, we gain clarity and get a bonus besides: "requested" has a pompous overtone; 
"asked for" suggests positive action. 


We use "like" instead of "such as" because, mirroring speech, it's clearer and cleaner. "They kept it for people like 
you" reads better than "They kept it for people such as you." 


Subject and Verb Agreement 


One rule of grammar we can't violate requires agreement between subject and verb. This sentence appears in a trade 
publication ad for a company named Arnart, selling miniature figurines based on Norman Rockwell's art: 


A true collector's item, Norman Rockwell is part of FIGURINE AMERICANA by Arnart . . . the most 
exciting and saleable collection of figurines in America today. 


What happened here is simple misconstruction. The writer meant, "Each Norman Rockwell figurine is a true 
collector's item." 


It's understandable that one copywriter, in a rush to meet a deadline, can make this kind of mistake. It isn't 
understandable that a four-color ad, which unquestionably went through many hands before appearing in the pages 
of a magazine, could escape from creative controls with the mistake intact. 


A wordsmith shouldn't justify mistakes that skew the reader's comprehension. So the ad writer who referred to "Mr. 
Ziegler's last book" puzzles us. Does he mean Mr. Ziegler's most re- 
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The Platinum Card” 
Айға F Kelly, fr. 
Executive Vice President and General Manager 
Consumer Marketing 
Margo E. Lewis 
340 N. Pig Tree Lane 
Plantation, FL 35317-2561 


Dear Ma. Lewis: 


Ав а Platinum Card* member, | cordially invite you ro enroll in the Sign & Travel? 
Account, the payment option from American Express that gives you even more 
flexibility with the Platinum Card. 


Ы dan Б MR i vm а RUNE a i MIL DRAN, пиз yon 
MAE. 

With a Sign & Travel Acoound linked vo the Plasini Cand, yowi have additional 

apseniding Пежізінгү tco vacation wherever and whenever you like, Youll enjoy the 

option of extending payment on airline tickets, hotel and resort accommodations, 

tential cars, cruises, god vacation packages you charge on the Plarinum Card, 


* Of course, there's ao preset spending limit. 
Ал always, your Card paerehases ire appre Dased o aà variety of Васе, 
including your account history, credit record and personal resources. 


* Weve made Sign A Travel so inviting by emphasising convenience. 
You never have to request Sign & Travel when you make a travel charge with 
the Platinum Card. Your eligible travel expires will automatically appear іп 
a separape зерт ёс Travel porueon of your monthly Platinum Card statement 


= You malutaln control absolutely. 

You decide each month whether to pay pour Sign & Travel balance іп full, or 
pay over lime ad a competitive inberest rate. And аз long йй you continue b рау 
your balanes іп full when new travel charges аге placed om your Account, you 
won't incur interest changes 


* Please accept this invitation with our compliments, 
There ін гиз fee to enroll. Simply sign and return ihe enclosed RSVP, card by 
Sepaember 28, 1998. 


lt ba ruby our pleasure to prowide cur most disngulahed Platinum Card members 
With even more spending flexibility. Please contact us ar 1-800-925-3359, шік 
you need any further information or have any questions. | look forward do your 
reply 


Sincerely, 


£o 
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Figure 11-1: Oops! A common but irritating grammatical error: 
"As a Platinum Card(r) member, I cordially invite you. . . ". Of 
course you, the executive vice president, would be a Platinum 
Card member. The "as" referral should be to the letter's recipient. 
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cent book? Or is Mr. Ziegler no longer among us, in which case his most recent book is his last bookin this life, at 


least? 


A catalog description reads: 


You'll either want red with white trim or navy with light blue trim. 


Shifting the word "either" to its proper position, after the verb "want," not only clarifies the meaning but enables the 
reader's eye to zip through the copy without having to go back for a clarifying look. 
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Word Sequence 

Clarity has to come first, no matter what you're writing or to whom. Throw out forever the "Throw Mama from the 

train a kiss" constructions in which out-of-position words result in confusion and, often, in unintentional humor. All 

the words are there, but sequence is helter-skelter. Here's the first line of copy from an ad for a self-help book: 

As an infant, did your parents make you a partner? 
Here's another, for a condominium development: 


You'll live in a suite guarded by a security desk and a doorman you'll enter in complete safety. 


The difference between "white man's shirt" and "man's white shirt" should be clear to a writer of department store 
copy, but I've seen proof to the contrary. 


"We offer limousine service" has at least two meanings: 

1. "We service limousines." 

2. "We'll drive you there in one of our limousines." 

Why force the reader to guess? Half the time you'll lose him to someone whose word constructions are clearer. 


A magazine writer referred to the castle in which the prince of Liechtenstein lives. Said the writer, "One of its early 
inhabitants was Prince Joseph Wenzel, portrayed at right by Hyacinth Rigaud known for his artillery system that was 
adopted all over Europe." 


Whose artillery system? Prince Joseph Wenzel's? Or Hyacinth Rigaud's? A grammarian would insist on Rigaud 
because that's the grammatical reference. Matching up the name Hyacinth and artillery, we say, "Nah, it had to be 
the prince." But why make us guess? 


The headline in an advertising magazine article stated, "Black marketers push power to the people." Not good. A 
black marketer, as a distributor of goods obtained from an illicit source, isn't the same as a marketer whose racial 
background is black. We associate "Power to the people" with the latter, but this reference comes after the phrase 
"black marketers," which we comprehend one way and then have to go back and construe in another way. 


A letter selling collectible art refers to "a time when people could walk about as fast as the cars could go." What 
does it mean? Are people walking about? Or are they walking as fast as automobiles can go? An easy word change 
saves us from having to go back over the sentence . . . or throwing out the letter. 


The same letter has this curious description of the artist: 


Acclaimed as one of the premier gallery artists of the Victorian Era, she has turned her great love of the 
period and her fascination with its young peddlers into a heart-warming collection to be cherished and 
enjoyed daily. 


Yes, it's semipro writing. Yes, you'll find heartwarming on the list of no-no clichés in Chapter 3, and the word 
"peddlers" needs a qualifier when you're talking about art. But the major problem is calling this artist (described 
elsewhere as "bright-eyed," "born in California," and "fast becoming recognized") as belonging to the Victorian Era. 
That isn't what the writer meant . . . unless the artist is a time traveler. 
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Easy ClarifiersHow and When to Use Them 


Sometimes, adding clarity to a muddy sentence is as easy as pouring a bottle of clarifier into a murky spa: Before 
your eyes, the water turns clear. 


Hyphens can Clarify 
A catalog description: 
Decorator Lamp Cover 


Is it a decorator lamp or a decorator cover? Only the catalog writer knows for sure. If it's a decorator cover (as it 
was), the description clarifies itself immediately when a hyphen appears: 


Decorator Lamp-Cover 


When a noun becomes an adjective, the danger of confusion increases, and the advisability of hyphenation is more 
pronounced. 


Put the Qualifier Near Its Noun 

A grocery store crows: 
GIANT WATERMELON SALE 

All right, what's giantthe watermelons or the sale? If it's the watermelons, why not word it: 
SALE! GIANT WATERMELONS 

If it's a giant sale, why not word it: 
WATERMELONSGIANT SALE! 


On rare occasions you may deliberately muddle your point. But the technique suggests deception, and in the Age of 
Skepticism deception backfires as often as it works. 


A woman's coat-and-trouser suit has this as part of the catalog writer's description: 

USA-MADE AND IMPORTED 
We need qualifiers. We need explanations. A suit can't be both USA-made and imported. "USA-made (silk linings 
from Japan)" would clarify. Writing nothing would clarify. But this word sequence not only doesn't help; it hinders 
comprehension. 
Puzzling copy is as inexcusable as cleverness-for-the-sake-of-cleverness copy. In my opinion, the principal cause of 


puzzling copy is desperation. A copywriter's imagination is on holiday, and out comes Roget or up goes the mouse 
to the thesaurus in the word processor. Rescue is temporary, like aspirin taken to mask the symptoms of arthritis. 
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How to Win the Dangerous Word Game 


Overdependence on Roget can result in a word sequence that has color but doesn't have coherence. For example, 
how can we excuse the writer who thought up this catalog copy? 


Catalytic Caftan. Who says a stay-at-home caftan should be shy and retiring? This one's all glamour and 
gleam from shirt collar to hem . . . 


What percentage of caftan wearers know the word catalytic? The copywriter is sunk. If they don't know the word, 
they guess its meaning (probably unsuccessfully); if they do know it, they puzzle over what the copywriter meant. 


A travel brochure has this line: 


The beautiful, spectacular Japanese Alps, with their outrageous vistas and tranquil winding roads, call you 
to come explore. 


I like the word "outrageous." It has color and vivacity; for the less adventuresome reader, however, it may be a total 
misfit here, destroying the tranquility of "tranquil" and suggesting an effect far from the one intended. If the writer 
had clarified the deliberate misuse of the word with a qualifier (". . . outrageously gorgeous vistas . . ."), we'd have 
understood that "outrageous" wasn't supposed to have a pejorative overtone. 


Usually a qualifier damages impact, but deliberately out-of-key qualifiers add impactif the reader understands what 
you're doing. When you're using a word to startle or shake up the reader, be sure you don't mislead. 


A Christmas catalog has this heading splashed across the first two pages: 

The Season of QUINTESSENCE 
Not one word of copy explains this show-off line, which is repeated, themelike, throughout the catalog. 
Merriam-Webster isn't much help: "The fifth or last and highest essence or power in a natural body." Huh? The 
adjectival form, quintessential, means the ultimate example of something. But so what? How many people know 


quintessential ? Of those, how many can squeeze any sense out of quintessence? 


One of the major news magazines changed its format. In a direct-mail letter to potential subscribers is this curious 
sentence, following the cliché question, "What more could you ask for?" 


You'll discover the answer to that in our Premier Double Issueone of the most extraordinary single issues 
of U.S. News we've ever published! 


Why, oh, why is the word "single" in there? It suggests the issue is extraordinary, all right: It's both double and 
single. This isn't what the writer meant, and dropping "single" not only would clarify the sentence; it would prevent 
the laughter that kills subscriptions. 

Underline, Capitalize, Italicize 


Look at an unintentionally obscure message component you've written. What if you underlined the word you want 
emphasized? What if you capitalized it? What if you put it in italics? 


A "free" offer had this harmless copy: 
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An Extra Free Surprise for You 


We don't have a major problem here. Some readers will read it as "Extra-Free," then recognize the intended 
message. But why put them to the test? Capitalizing or italicizing clarifies on the first reading: 


An Extra FREE Surprise for You 
You get an extra burst of promotional benefitfree. 
The Rule of Copy Misdirection 


The Rule of Copy Misdirection is firmly rooted in the Age of Skepticism. Its application reemphasizes the 
professional copywriter's insistence that substance is superior to form. The rule: Words that puzzle can't motivate. 


Easy Suggestions for Copywriting Grammar 


Don't drag out your junior high school English grammar textbook for comparisons with what you read here. As I 
repeat a dozen times in this book, grammar is our weapon, not our god. Let's use it wisely. 


Abbreviations. For states, use the two-letter code: "Chicago, IL," not "Chicago, Ill." Use Dr. or St. before a name, 
but spell out the words when used generically: "Dr. John Brown"; "The doctor is coming"; "St. Jude, help me"; "He's 
a saint." For coupons, abbreviate St. and Ave.; elsewhere, write them out424 Main Street; 610 Third Avenue. Never 
abbreviate when the words don't refer to a specific street: "We walked down the boulevard, not "We walked down 
the blvd." (Extra tip: To glorify, spell out the abbreviation: "Mount Olympus" has greater panache than "Mt. 
Olympus.") 

Affect/effect. Affect is a verb. That's all it is. There's no such construction as "It had an affect on me." A less obvious 
example: "We effected the change," which means "We brought about the change"; "We affected the change," which 
means "We influenced the change." 

Ain't. Use with care. If the reader won't be sure you mean to be colloquial, don't take a chance. 

Alright. No such word. The proper phrase is all right. 

Among/between. Use between for two, among for three or more. 

An. Use only before words starting with a vowel sound. It's an honor, but it's a historic occasion and a humble man. 


Anxious. Suggests worry. "We're anxious to have your reaction" has a Prozac-in-hand connotation. Use eager. 


Appraise/apprise. Appraise means "to evaluate"; apprise means "to inform." The words aren't synonyms, so you 
can't appraise someone of something; you can only apprise him. 


As/like. See Like/as. 


As far as (SOMETHING) is concerned. The construction is grammatically sound, but it's a cliché. As far as 
(SOMETHING), without "is concerned," is unacceptable. 
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“ Limited Production 


* All stones 
are indigenous to 
the country of origin. 
“ 1,500 man bours 
* Prices starting at 
S675 


Globe on Crystal Pyramid 


9” Globe 
or 
13^ Globe 


Who Sexy You Canh Have The World! 
GRY 


(атты ee et . a 


801 Seabreeze Boulevard, 
Babia Mar Yacbting Center 
Fort Lauderdale 


(954) 523-5237 


Figure 11-2: 
Note the second bullet: "АП stones are indigenous to the country 
of origin." Of course they are. They couldn't be anything else. 
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At. One of our most frequently misused words. "This is where it's at" (ugh); "Where are we at?" (ugh). If you end a 
sentence with at, reread it; can the sentence stand without it? If so, delete it (see Where it's at). 


Bad/badly. "I feel bad" is correct. (Would you say, "I feel goodly"?) "I feel badly" means the individual has lost 
some of the ability to find something with the hands; if you use it in place of "We feel bad," you're guilty of phony 
gentility. The correct use of badly: "We played badly." 


Better/best. Better shows superiority over one item or group. Best shows superiority over more than one. "He was 
the better player of the two"; "He was the best player of the three." 


Between. If you ever write "Between you and I," burn this book. I don't want anyone to think we ever had any kind 
of relationship. (Of course you know it's "Between you and me.") 


Bi. Refers to "every other" [period of time]. A bimonthly publication is issued every two monthsevery other month. 
(See Semi.) 


Can/may. Can means "is able to"; may means "might" and is more conditional. 


Capital letters. In advertising writing, a name gains stature by capitalizing The: "An official issue of The United 
States Juristic Society." 


Capitalize organizations or institutions when they're part of a name, but not when they substitute for a name: "He 
traveled to Plymouth College on American Airlines"; "He traveled to college on the airline." 


Most grammarians suggest not capitalizing seasons (summer, winter) and directions (south, north), but for 
advertising writing, capital letters may add strength. It's the writer's option. 


Collective nouns. Nouns such as group, family, people, or percent can be singular or plural. "The committee is..." 
emphasizes the homogenized nature of the committee, making decisions" and acting as one; "the committee аге... 
" (standard in the United Kingdom) suggests individual actions, not in coordination. 


Comma. Never use a comma between subject and verb. This is 100 percent wrong: "The author's attitude, causes us 
to use commas when we shouldn't." 


Never use a comma to separate elements that belong together. A company advertised its computerized typesetting 
machine: "Introducing, a complete tabletop digital scanner and typesetting package for under $600 a month." What's 
the comma doing there? 


For clarity, use a comma after each element in a series: "John, Mary, and I." The comma after Mary is optional from 
a grammatical point of view, but we're copywriters, not grammarians. Clarity is always paramount. 


Separate two complete thoughts with a period or a semicolon, not a comma. "We pioneered home satellite systems, 
come to us for lowest prices." This construction is inexcusable because it joins two sentences with a comma. 


Company names. Singular, not plural. Smith & Co. is moving to new headquarters; the Jones Corp. is lowering its 
prices. 


Compared with. The construction the copywriter uses for direct comparison; you'll compare a Ford with a Toyota. 
Save compared to for comparison of unlikes: you'll compare a Ford to a cheetah. 


Complement/compliment. As a noun, compliment means "praise" or "flattery," while complement is a supplement to 
something. Each word can also be used as a verb. 


Could of/should of/would of. Шїїегаїе constructions. Replace of with have, and you're in business. 


Dash. Stronger, more dynamic, more exciting than a comma. It's a good copywriting tool if you don't overuse it. 
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A dash is also stronger than an ellipsis (three dots), but each can be useful. Sometimes you want the raw strength of 


a dash, and sometimes you want the softer interruption of an ellipsis. Example: "The difference between a dasha 
power stopand an ellipsis . . . a soft interrupter . . . is clear." 


Use the dash when you want hair-on-the-chest copy and the ellipsis when you want to draw less attention to the 
effect. 


Different than. As a direct comparison, there's no such construction; it's different from. In the United Kingdom, it's 
different to. One exception: Different than is acceptable if the comparison uses a verb: "The dessert tasted different 
than we had anticipated." 


Disinterested. Not a parallel for uninterested. Disinterested means "impartial," not having formed a prior interest or 
opinion; uninterested means without interest. 


Distance. Should be a noun, not a verb, but times change. In today's jargon society, in which just about every noun 
is used as a verb, the old rules are out the window. We've seen the word architect used as a verb, so we're beyond 
surprise. 


Each. A singular noun, to be followed by a singular verb. It's "each is" or "each was," not "each are" or "each were." 


Each other/one another. I prefer each other when referring to two, and one another for three or more, but this rule is 
considerably looser than it was even a few years ago. 


Easy/easily. Not interchangeable. Easy is an adjective: "It's an easy ride." Easily is an adverb: "He finished it easily." 
Advertese such as "We don't give up easy" is ghastly. 


Either is, neither is/either are, neither are. No such construction as "either are" or "neither are." Either and neither 
always take a singular verb. Neither demands a negative: "Neither he nor I," not "neither he or I." 


Exclamation point. Never use more than one. 


Farther/further. Farther refers only to distance ("I threw the javelin farther than you did"); further refers to degree 
("Let's pursue this grammatical discussion a little further"). 


Good/well. Good is the adjective, well the adverb. Correct usage: "I feel good"; "I did well on this piece of copy." 
Had ought. Illiterate. Don't use it. 

Has got/have got. No such construction. Never use either one. Use has or have. "He has his manuscript completed," 
not "He has got his manuscript completed." This isn't parallel to "I've got" or "he's got" or "we've got," which may 
be preferable to "I have" or "he has" or "we have" when you want to emphasize the convivial nature of the 
relationship. 


Here is. Follow this only with a singular noun. "Here is several of the answers" betrays grammatical ignorance. 


Historic. Preceded by a, not an. It's "a historic occasion," not "an historic occasion." Would you say, "an history 
book"? 


Hopefully. Unless you're Rebecca of Sunnybrook Farm, don't use this word. If you've been using it to mean "I hope," 
stop within the next ten seconds. 


Hyphen. When the first of two successive adjectives is also a noun, link the two words with a hyphen: "grammar- 


improving techniques"; "management-oriented writers"; "terror-stricken viewers." 


I, me/he, him/she, her. I and he are subjects and predicate nominatives. "This is he" and "It was I" are correct; "This 
is him" and "It was me" are wrong. 


We quickly see what's wrong with "Everything comes to he who waits" when we strip away 
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the "who waits." "Everything comes to he" is just as ridiculous as "Are you calling I?" Only our phony sense of 
gentility changes an object (him, her, us) into a subject (he, she, we). 


If you're uncertain about the case of a pronoun, take away what follows. (Purists know we can't do this with who 
because what follows determines whether the who stays or gives way to the consistently misused whom.) If nothing 
follows, but a noun or pronoun precedes, eliminate what precedes and often the case will come clear: "He gave it to 
Jim and I" shows itself to be patently wrong when we get rid of Jim: "He gave it to I." No. It's "He gave it to Jim and 
me." 


I could care less. Corruption of "I couldn't care less." Don't use it. 


... ics (politics, statistics, athletics, physics). Use either a singular or a plural verb, depending on the meaning: 
"Athletics is difficult for me"; "Athletics are available to all the students." 


If. The best writing calls for whether instead of if after verbs such as learn, know, doubt, or tell. 


...ing. When it is the suffix of the first word of a sentence, that word must refer grammatically to the person it 
describes. It's "Walking down the street, I saw her" if I'm the one walking down the street; otherwise, it would be "I 
saw her walking down the street" or, for greater clarity, "I saw her as she was walking down the street." 


Irregardless. No such word. 
Its/it's. A good literacy test. Its is possessive: "The ship lost its rudder"; it's means "it is": "If you're looking for the 
ship's rudder, it's at the bottom of the ocean." 


Kind. This word is singular: "This kind of writing" is correct; "these kinds" is correct; "these kind" is wrong. 
Lastly. A nonword. Don't use it. 


Lay. A transitive verb. Lie is an intransitive verb. "Lay the book on the table" is correct because "book" is the object 
of "lay." "Lie the book on the table" is wrong because lie, an intransitive verb, can't take an object. What 
complicates the relationship between these two words is that lay is also the past tense of lie. So "Last night when I 
lay down to sleep, I lay awake" is correct; but lay, meaning lie, shouldn't be used to describe the present: "I'll lay 
down and think it over." 


Lend/loan. Lend is a verb; loan is a noun. "Loan me your car" is not the best way to word it. Although a surprising 
number of critics still voice objections, loan is entirely standard as a verb. 


Less. Not a synonym for fewer. Fewer refers to discrete objects, less refers to amorphous amounts. Correct: "He has 
less money than I have." Correct: "He has fewer dollars than I have." Incorrect: "He has less dollars than I have." As 
an adjective, less is the comparative form of little. As adverbial preposition, it means "without." ("Не arrived less his 


luggage.") 


Liable. Not a synonym for likely. One may be liable for something-that is, responsible for it but one is never liable to 
perform an act. 


Like/as. Since the introduction of the advertising phrase, "Winston tastes good, like a cigarette should," the once- 
clear difference between these words has been clouded. Good usage would be: "Winston tastes good, as a cigarette 
should," but today's usage often makes this distinction an artifice. 


Loose/lose. As an adjective, loose means "unfastened," but it's also a verb, meaning "to let loose"; to lose means "to 
miss from one's possession." 


ly. 'This suffix on an adverb may be optional in some cases. In colloquial use, we might say either "Speak loudly" or 


"Speak loud." Highway signs economize on character count with "Drive slow." Opinion: We aren't that colloquial 
yet, so use ly. 
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Masculine/feminine. In a state of flux. References to mankind in general used to have a masculine reference 
("Everybody had his book"), but awkwardness has hit us ("Everybody had his or her book"). Many writers have 
given up and use the still-jarring "Everyone took their seats." The ultimate solution will be a sexless word, but until 
such a word filters into common usage, the best procedure is to intersperse his, hers, and his and hersor to write 
around the problem ("Those in the room took their seats"). In this book, as the reader will see to his or her pleasure 
or chagrin, I've practiced what I preach. 


May be/maybe. The two words may be form a verb, interchangeable with might be. Maybe means "perhaps." 
Muchly. An illiterate version of much. Don't use it. 
Nowhere. One word. Don't write "no where." 


Numbers. Most stylebooks suggest spelling out numbers from one to nine, using numerals for 10 or larger. For 
parallels, don't intermix in a single line of numbers. Write "He owns either 3 or 13 buildings" or "He owns either 
three or thirteen buildings." 


In a direct quotation, spelling out the word seems to read better: "John said, 'I sent it July third.’ " 


Over. Not a good substitute for more than. Starting a piece of copy with "Over 40 countries . . . " can have two 
different meanings; "More than 40 countries . . ." has just one. 


Plurals. Never formed by adding 's. Two or more people named Smith are "The Smiths," not "The Smith's." If the 
noun ends in s, the plural is "The Joneses," not "The Jones' " or "The Jones's." This is also true when referring to a 
certain time period. Write "90s," not "90's, "and "1800s" not "1800's." 


Words such as each, no one, everybody, and someone take a singular verb: "Everybody takes his best hold"; "Each 
of us knows the rules." (See also Singular and plural.) 


Possessives. In most cases, use "s." It's "Lewis's Laws," not "Lewis' Laws." However, it would be "Moses' Laws" 
not "Moses's Laws." When dignity is paramount, use "of' instead: "The Laws of Lewis." However, when using 
plural possessives, it's best to write "the editors' laws" not "the editors's laws." 


Prepositions. In my opinion, there's nothing wrong with writing the way people speak, and that means sometimes 
ending a sentence with a preposition. As the saying goes, "Ending a sentence with a preposition is an idea I don't 
approve of." The Emotion/Intellect Rule prefers "This is the information you asked for" to "This is the information 
you requested." 


Principal/principle. Principal can be either an adjective or a noun, meaning "first" or "primary"; principle is a noun 
only, meaning "a rule" or "a code of conduct." 


Proven. This tends to be a weak version of proved but is effective when using it as an adjective. 


Quotation marks. American usage generally calls for quotation marks to be outside commas and periods. The 
exception is when referring to terms that are used when speaking of philosophy and theology, single quotation marks 
are used and the punctuation is traditionally placed preceding the quotation mark. For example: Our philosophy 
teacher often refers to 'the divine'. 


British usage calls for quotation marks to follow commas and periods in quoted statements but to precede them 
when quoting a title. Other punctuation falls outside unless related to the quote. 


For quotes within quotes, use single quotation marks. Examples: (American) Last night I went to a reading of 
Shakespeare's "Like as the Wave." (British) Last night I went to a reading of Shakespeare's "Like as the Wave". 
(American or British) I said to John, "I went to a reading of 'Like as the Wave'." (American or British) I said to John, 
"Did you go to the reading of 'Like as the Wave"?" Did John say, "Yes, I went to the reading of 'Like as the Wave' "? 
Or did he say, "I 
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didn't go to the reading of 'Like as the Wave' "? Whether you've gone or not," I told John, "we're going tonight"; 
John didn't seem pleased. 


One other point about quotations: When a quote runs for several paragraphs, don't put a quotation mark at the end of 
any paragraph except the last one, but put quotation marks at the beginning of each paragraph of the ongoing quote. 


Real/really. Real is the adjective, really the adverb. Correct usage: "It's the real thing"; "I was really annoyed." 
Illiterate: "I was real annoyed." 


Receive. A passive word. Don't be afraid to use get. 
Semi. Means half. A publication issued twice a week (or once each half-week) is a semiweekly (see Bi). 
Shall/will. Shall is more formal; today's copywriter is usually safe with will except for emphasis. ("We shall do it!") 


Singular and plural. Two or more subjects take a plural verb: "The ship and the airplane are here." Two subjects 
linked by or or nor take a singular verb: "Neither the ship nor the airplane is here." If one of the two subjects linked 
by or or nor is plural and the other is singular, the verb agrees with the subject nearest it: "Neither the ship nor the 
airplanes are here"; "Neither the ships nor the airplane is here." 


None is singular or plural depending on the particular usage; collective nouns such as council, scissors, politics, 
family, or news are singular (in England, council takes a plural verb). 


That. See Who/that. 

Those kind. Illiterate. It's either "this kind" or "those kinds." 

Toward/towards. Surprise! Either one is correct. Don't ask me why. (I use toward.) 

Try and. Corruption of try to. It should be "TII try to be there," not "I'll try and be there." 


Unique. An absolute word. Unique is like pregnant-either you are or you aren't. It accepts no qualifiers. There's no 
such construction as "most unique" or "more unique" or "totally unique." (If Unassailable Loser Statute IV is valid, 
the phrase "totally unique" is a total rhetorical failure.) Instead of using weakening qualifiers, ask yourself: What 
makes it unique? This information is better than a nondescript, unimaginative word label pasted onto it. 


Verb mood. Active is more dynamic than passive. "We'll always remember her" has power that "She will always be 
remembered" can never equal. 


We/us. After any form of the verb to be (are, were), use we; avoid the awkwardness that can result from slavishly 
proper grammar. "The only source of these mint-condition silver dollars is we." Should be us? No, it shouldn't. But 
awkward, isn't it? You bet it is, and it isn't professional copywriting. Invert the construction: "We're the only source 
of these mint-condition silver dollars." 


Where it's at. Colloquial, too forced and cutesy-pie for writing; use Where it is. (See At.) 


Who/that. People are who, not that. "I'm the one that said it" is a hundred years out-of-date, and it wasn't an 
attractive construction then. It's "I'm the one who said it." A company can be a that. "We're the company that 
originated the flavor." 


Sometimes that and which can be eliminated. Do it if you aren't sacrificing clarity: "Sometimes I think that we 
overuse the word that" isn't as crisp as "Sometimes I think we overuse the word that." 


Who/whom. Whom or whomever is correct only as an object; if the word is the object of one clause and the subject of 
another, it's who: "Whoever I called returned the call." But it's "To whom am I speaking?" Complex but accurate: 
"Who was that whom I saw?" Seems wrong but is right: "Who you know is what you get." (Who is the subject of the 
verb is; you wouldn't say "Whom is.") Some uses aren't clear-cut. If you're uncertain, use who and don't worry about 
It. 
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Whose. Possessive; who's means "who is." 


See? I told you it was short. It's also painless. Best of all, it's a floor under verbalized writing and a bridge between 
grammarian-martinets and casual speech. 


As a linoleum laid on that floor, here are some chuckles, picked up from the on-line "A Joke a Day": 
The Rules of Writing 

1. Verbs has to agree with their subjects. 

2. Prepositions are not words to end sentences with. 

3. And don't start a sentence with a conjunction. 

4. It is wrong to ever split an infinitive. 

5. Avoid clichés like the plague. (They're old hat.) 

6. Also, always avoid annoying alliteration. 

7. Be more or less specific. 

8. Parenthetical remarks (however relevant) are (usually) unnecessary. 

9. Also too, never, ever use repetitive redundancies. 

10. No sentence fragments. 

11. Contractions aren't necessary and shouldn't be used. 

12. Foreign words and phrases are not apropos. 

13. Do not be redundant; do not use more words than necessary; it's highly superfluous. 
14. One should NEVER generalize. 

15. Comparisons are as bad as clichés. 

16. Don't use no double negatives. 

17. Eschew ampersands & abbreviations, etc. 

18. One-word sentences? Eliminate. 

19. Analogies in writing are like feathers on a snake. 

20. The passive voice is to be ignored. 

21. Eliminate commas, that are, not necessary. Parenthetical words however should be enclosed in commas. 
22. Never use a big word when a diminutive one would suffice. 

23. Kill all exclamation points!!! 

24. Use words correctly, irregardless of how others use them. 


25. Understatement is always the absolute best way to put forth earthshaking ideas. 


26. Use the apostrophe in it's proper place and omit it when its not needed. 
27. Eliminate quotations. As Ralph Waldo Emerson said, "I hate quotations. Tell me what you know." 


28. If you've heard it once, you've heard it a thousand times: Resist hyperbole; not one writer in a million can use it 
correctly. 


29. Puns are for children, not groan readers. 

30. Go around the barn at high noon to avoid colloquialisms. 
31. Even if a mixed metaphor sings, it should be derailed. 

32. Who needs rhetorical questions? 

33. Exaggeration is a billion times worse than understatement. 
And finally ... 


34. Proofread carefully to see if you any words out. 
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Chapter Twelve 
How to Write Direct-Mail Letters 


Everybody Writes Letters 


From the day you write your first job-hunting letter to the day you write your retirement valedictory, you create 
letters, letters, letters. 


Ads may be written in committee; various sets of hands tinker and alter, so a finished ad or brochure may be a 
hybrid product unrecognizable by the writer who started it. 


Not so with letters. They're one person's statement. 

This tends to be true not only of two-paragraph notes but of four-page and eight-page direct-mail epics. Why? 
Because a letter isor at least should bea single, coherent statement. A copy chief might say, "Rewrite this section," 
but the starting writer usually is the finisher. 

Are you a student of letter writing? If so, you ask yourself as you read: What about this sentence or paragraph 


bothers me? Your analysis leads to procedural rules; since you formulate them from others' mistakes, you're unlikely 
to make them yourself. 


Ten Easy Rules for Letter Writing 


Here are some rules, the easiest canons for letter writing you'll ever read. I say this with confidence because they 
aren't abstruse philosophical notions; they're mechanical rules a reasonably bright twelve-year-old can implement. 


See for yourself. 
Canon 1: Keep your first sentence short. 


The first sentence is your indicator to the reader. From this early warning, your target forms a quick impression: The 
letter is going to be easy to read or is going to be hard slogging. 


The short first sentence isn't an absolute, invariable law. It's just a good idea most of the time, and because it's a 
good idea most of the time as well as an easy idea to implement, it's on this list. 


Canon 2: Write no paragraphs longer than seven lines. 


When I suggested this tip to the assemblage of copywriters, I got the question, "But what if a paragraph has to be 
longer than seven lines?" The question brought several assenting nods. 


My answer: No paragraph has to be longer than seven lines. Here's an example, from my own mailbox: 
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HE BUSINE RCE 


THE NEWSLETTER OF THE BUSINESS DEVELOPMENT BOARD OF MARTIN COUNTY 
Volume 1-Number 10 October 


Stuart Revitalized 


Stuart Mr. and Mrs. Business Owner, if you're looking for a relocation or expansion site, Stuart on Florida's east 
coast is the place for you. A progressive city with a commission that wants to be your business partner is ready and 
willing to help you move in. The Business Development Board would like to invite you to drive by and look us over 
and perhaps stop at one of our many excellent downtown restaurants for lunch. 


mx Iypical of Stuart's progressive policies was 
“a the creation іп 1985 of Martin County's first 
Community Redevelopment Area (CRA). 
Totaling some 185 acres of the historic 
downtown area, the CRA provided the impetus for 
the rebirth of "old Stuart." Occupancy rates have 
soared from around 50% to 100%, and since then many 
property owners have subdivided their buildings to тес! 
the demand for additional office and retail space. The 
assessed value of property in the CRA climbed from $5! 
million in 1985/86 to over $82 million in 1996/97. Because some 
properties were not on the tax roll, taxable value jumped from $41 
million to $55 million during the same decade 


How did all this happen? While the booming local and national economy 
certainly played a role, the creation of the CRA and the public/private 
partnership it fostered, transformed a dead little old Florida town sitting 
along Flagler's Florida East Coast Railroad into a exciting thriving business 
and tourist attraction 


The CRA provided several advantages for the area. First, it allowed tax 
increment financing to put the new tax dollars generated by the 
increasing property values back to work in the CRA. Second, it 
encouraged the city to revise the zoning code to permit mixed use 
categories which allow single/multifamily uses as well as 
residential/commercial uses. Third, banks, especially 
local institutions, were willing to make low interest 
loans which helped new businesses move in and 
assisted existing commercial and retail 
establishments to expand. Fourth, the city began 

а Vigorous grant application program, securing 
numerous state and federal grants cach year 
And finally, the city commission has been 
consistent in its willingness to work with 


ү; Provided Ву: Business Development Board of Martin County 
- \ PO. Box 2471, Stuart, FL 34995 (561) 221-1380 Fax: (561)221-1381 


Figure 12-1: 

Should a letter look like a letter? Most often, the answer is yes. This hybrid has a headline 
not an overlineand then addresses "Mr. and Mrs. Business Owner." Subordinating 
message to layout and using long, long paragraphs impede easy reading. As an official 
document, this mailing might have achieved greater impact . . . and certainly greater clarity 
. .. by separating itself into two units, an imperative (letter) and a descriptive (brochure). 
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Dear Friend: 

It may surprise you, as it surprised me, to learn that even though we have highpowered, knowledgeable 
accountants, we still wind up paying too much income tax . . . although we don't know it at the time. We 
pay too much tax because our accountants can only work with the figures we give them; they can't 
"invent" deductions for us, they can't create unassailable tax shelters out of thin air, and they can't find 
productive uses for money that just isn't there to start with. But, what if you could . . . 


1145 ТТІ Suroct NOW. Washieqson, DAC. 30035-4588 USA. 


You've heard of the Seven Mondera of the World, 
and perhaps you can палы one or two. But did you 
know that over the years people have compiled several 
"айтеп wonders" lists of magnificent sights, from 
ancient civilizations, the medieval world, nature. 
underwater worldg, and the modern age" 


How for the first tima, you can visit 35 
great wonders -- all in ona incredible new book, 
THE WONDERS OF THE WORLD. 


Dear Member, 


For all of the glorious destinations that beckon us, only а few have 
enticed and enchanted travelers through the ages. These include the “Бетеп 
Wonders of the World," а phrase coined by travel promoters of ancient 
times -- based on lists prepared by Greeks in the second century B.C. 


Tourists of the past crosased the deserts of Egypt to ses the 
pyramids, the only structures among tha saven original wonders to survive 
the ravages of time. Through the centuries, acholars, writers, and 
travelers made new liste of wondrous sights to be seen -- masterpileces 
of both humankind and nature that captivate us to this day. 


How you too can marvel at 35 of the world’s greatest sights, past and 
present, in National Geographic's new volume... 


THE WONDERS OF THE WORLD 


This journey of а lifetime unfolds in 232 pages of spellbinding 
stories and breathtaking photography == а showcase of history, culture, 
art, architecture, nature, and adventure. 


Travel to five worlds of wonder. 
gach ona Illuminating seven marvels. 


Your personal WONDERS OF THE WORLD tour takes you on five axciting 
itineraries: 


Ancient Wonders: Experience the drama of long-lost wondera through 
authentic, datailed raconstructions and fascinating facts and satories.... 


* Explore the hidden chambers and twisting tunnels of the Great 
Eyramids, which remain the largest stone structures in the 


Figure 12-2: 
Nine lines of type above the "Dear Member" greeting may be too many. Is that second group 
of three lines, beginning "Now for the first time, " necessary before the sales argument begins? 
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That's a double whammy because this is the first paragraph. The writing isn't bad, but the impression is deadly. 

I won't rewrite as radically as I would for pay, but here's how I'd have started this letter with the same ammunition: 


Dear Friend: 

Does this surprise you? It surprised me. 

Like you, I have a high-powered accountant. My surprise came when I found out that even with his hand 
joining mine on the tiller, I was paying too much income tax. 

I was paying too much tax, and you may be paying too much tax because . . . 


One paragraph becomes three or four, and reader fatigue vanishes. 
Canon 3: Single-space the letter; double-space between paragraphs. 


This tip is even easier to implement than the first two. It's founded on ease of readership. Manuscript and news 
releases traditionally are double-spaced, but that's because an editor needs the space between the lines to write in his 
blue-pencil chicken-scratch. 


A letter should set itself up for easy reading; not only is a double-spaced letter harder to read, but double-spacing 
balloons every aspect fatly outward. A two-page letter becomes four pages, and an eight-page letterwell, don't even 
think about it. Worse, the page has an overall gray look because the space between paragraphs is identical to the 
space within paragraphs. Emphasis is far harder to achieve. 


A suggestion, if you disagree on grounds of tradition rather than reader attention: Set your next letter both ways. Ask 
fifty people which one is easier to read. If you're really scientific, ask questions based on reader comprehension. 


Canon 4: In a multipage letter, don't end a paragraph at the bottom of any page except the last; break in the middle 
of a sentence. 


Newspapers have known this for decades. Readers demand completeness. Don't give it to them until you're ready. If 
you've ended a paragraph at the bottom of the page, the reader has a reason to read on only if he or she has 
developed a firm interest in what you're selling. But if you leave the reader in mid-sentence, you're in command. 
That person is your captive until the end of the sentencewhich is on the next page. 

This is the direct-marketing parallel to the movie on the Late Show. The show doesn't open with credits and titles; it 
opens with action. Once you've seen the first five minutes, it's too late to switch channels because you've already 
missed the opening of the film on the competing channel; it started with action, too. 

Canon 5: Don't sneak up on the reader. 


An inverse wording of this tip might be, "Fire a big gun to start the battle." We're in the Age of Skepticism, and 
letter openings such as this one betray a 1930s selling attitude: 


This story begins around the turn of the century, when times were peaceful and big fortunes could be made. 


Way back then, someone took a look at a contraption a lot of people still called a horseless carriage, and 
they said, "Gee, wouldn't it be great if we could start these vehicles 
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| МІЗ! | iessWeek 1021 eme al e ыгы www.bugineassweek.com 
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Most Head. Bast Head. Worldwide. FREE 
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жжжжжжжжжжияжжжЖжЖЖ 4-ПІСІТ 333 
H G Lewis 

Commun icomp 

2340H Fig Tree Ln 

Plantation. FL 23317 


Dear H G Lewis, 
Two brothers went off to work... 


"Knowledge is power,* said the older one and he'd study a business 
plan to death, analyze stacknm of internal memos and "run every 
scenario" before he'd present his ideas to the client. 


The younger one...well, he used to say that business was like а 
jungle where "...you have to carry a club or join one." He decided 
to carry a lot of clube under his arm - that is, some of the best 
business resources he could find to help fight hia corporate 
battles. More often than not he says he makes his big decisions from 
tha insight he's gained. He's up for Executive Vice President. 


The older one...he's out on his own now - tinkering with global 
Btrategies and new product ideas and sometimes "...paánning tha Net 
for golden opportunities" as he puts it. 


Two very different ways of succeeding, yes. But one very interesting 
and insightful thing in common: both of them have been reading - and 
arguing over - the same weekly business magazine for years. Business 
Week. 


Older: "They have the business smarts it takes to understand the 
marketplace..." 


Younger: "Because, more often than not, I find out about it 
first in Business Week!" 


Try the next B issues 
of Business Week risk-free 
and see who's right! 


I have B issues of Business Week for you - B weeks in à row - for 
Шаа. It's to give you а good taste of the most widely-read and only 
weekly business publication in the world. 


It's to give you access to the same intelligence that а couple of 
buginess:savvy brothers have depended on for so long (and more 
chairman, presidents and vice presidents than any other business 
source). 


With it in your hands you'll be able to top-line the critical areas 
you want to know about...not just for information but for solid 
insight into the financial thickets and marketing opportunities, the 
nation's quirky economy and vital global issues. 


With it іп your hands you'll be able to top-line the critical areas 
you want to know about...not just for information but for solid 
insight into the financial thickets and marketing opportunities, the 
nation's quirky economy and vital global issues. 


Figure 12-3: 
A narrative letter has to walk carefully on the third rail. This one is more cerebral than 
most, justifying its intellectual approach with the logical answer that the publication 
is aimed at executives. Indenting the paragraphs would have helped readability. 
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without cranking them by hand?" Old Silas broke his arm cranking his machine, and the danged thing 
never would go. 


OK, it isn't dull. As this type of opening goes, it's more intriguing than most. I agree. Now read the next paragraph. 


Half a century later, a guy named Al Shepard climbed into a different contraption, and a lot of smoke 
came out of the bottom end. Wham! Within a couple of minutes our first astronaut was not only out of 
sight, he'd made history. 


Now I'm not so pleased. It's obvious at lastwe aren't talking about starters or storage batteries, and we aren't talking 
about outer space. We still don't know what we are supposed to be talking about, and we're deep into the letter. 


Just for the sake of history, I'll tell you. This writer is selling acreage (land). It could have been any of 10, 000 other 
possibilities, including aardvarks and Zoroastrian texts. 


Firing your biggest gun first is a good idea because you can't miss. As the letter opens, you're at point-blank range, 
and you may never have this advantage over your prospect again. 


Canon 6: Don't open with "Dear Sir" or "Gentlemen." 


Why not? Because they suggest stiff-necked, old-fashioned pomposity. Warming up the reader, establishing rapport 
with him, is one of the great hurdles we face. A greeting such as "Dear Sir" or "Gentlemen" adds sandbags to the 
obstacle when we should be shoveling sand away. 


In a unisex age, I still occasionally see "Dear Sir or Madam." This is the kind of opening we might expect from a bill 
collector but not from our friendly mail-order vendor. 


For years, the mail-order industry pretty much settled on "Dear Friend" as a neutral substitute when we couldn't 
personalize the opening. More recently, especially in business communications, we've used "Dear Colleague," which 
helps bind the recipient to the sender. 


Depending on the list, you can thrust your rhetorical blade closer to the heart: 


"Dear Fellow Member" 

"Dear Executive" 

"Dear World Traveler" 

"Dear Collector" 

"Dear Tennis Nut" (you can see the benefit of equivalence in greetings when you add a word"Dear Fellow 
Tennis Nut") 


Do we need the "Dear" at all? 


I used to attack it on the grounds that it's a cliché, it's worn out, and the reader isn't really dear to us at all, which 
makes it hypocritical. I don't point a bony finger any longer because some of the substitutes I've seen are so 
contrived they make me long for good old "Dear." 


Some strong usable substitutes for the old-fashioned opening gain their strength from suggesting the communication 
is limited to a special-interest group: 


"Good Morning!" 

"To the Relative Handful of Homeowners Who Demand Pure Water:" 

"This Private Notification Is Limited to Executives Eaming More Than $50, 000 a Year." 
"Information for Experienced Collectors Only." 
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In actual practice, don't let the greeting run over one line. 

A nitpicking question: Should we put a comma or a colon after the greeting? 

Business letter-writing classes teach colon, not comma, and I agree, conditionally. The colon suggests a respect for 


the reader. It's a subtle point, and it isn't absoluteespecially since it's hard to stroke the reader at arm's length. But 
mastery of letter writing comes from exalting the reader, then sliding in next to him when defenses are down. 


I often make the comma/colon decision based on whether or not I'll indent each paragraph. Indenting is less formal, 
which makes the comma more logical. 


Canon 7: Don't close with "Yours truly." 
"Yours truly" isn't as stiffly formal as "Dear Sir" or "Gentlemen," but it reeks of antiquity without polish. 


Antiquity with polish is a standard and often elegant selling technique. "Your servant, sir" is an example of this 
writing stylewhich had better be consistent in all components or you look foolish. 


You'll find "Sincerely" (not "Sincerely yours") as the close on most letters; business-to-business letters often use 
"Cordially," on the theory that "Sincerely" is more emotional a close than the text justifies. I used to rely on 
"Cordially." I don't any longer because I'd just as soon add warmth wherever I can. The assumption of a relationship 
can generate a relationship, and warmth is a key element in that bit of primitive psychology. 


Attacking "Sincerely" is like breaking a butterfly on the rack: Why do it? If, though, you're doggedly determined to 
improve the close of your letter, try adding another pinch of salesmanship: 


"Yours for more vigorous health" 
"For the Board of Directors" 
"Bless you, my dear friend" (fund-raising only, please) 


Canon 8: Use an overline and a P. S., if they aren't stupid. 


An overline is a preletter message at the top of the page. You can type it or handwrite it. You can position it toward 
the right edge, or, if you have a neatness complex, you can center it. 


What you shouldn't do is give away your message in the overline. I read this overline on the letter in a fat, heavily 
produced mailing: 


If you've driven accident-free for the past three years, you can save 10 percent to 20 percent on your 
automobile insurance. 


I'd have said, " .. . let me show you how to save..." rather than"... you can save." My objection to this overline 
isn't based on this one small refinement; it's based on the notion that instead of accelerating reading, comprehension, 
and preacceptance, this one blunted my interest and lost me as a reader. Too much too soon. 


The purpose of the overline parallels the purpose of envelope copy. Envelope copy is like a kamikaze dive, with one 
purpose onlyto get the reader into the letter, with more enthusiasm or anticipation than one could generate without 
the overline. 


In my opinion, "This is a private offer" and "Do you qualify?" are stronger overlines than the "accident-free" 
wording. Years ago, college courses in advertising passed over outdoor advertis- 
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Wor id Library, Inc. 


12914 Haster St, Фен” 
Garden Grove, СА 92640 gl’ 
in 
#7 


RE: An Cut- of- This World CD-ROM Upgrade Offer gede 
The Most Incredible CD-ROM Product Ever Created is Here! 


LIBR F RE* 
THIRD EDITION 


Over 3,500 Books, Plays, Poems, Children's Stories, 
Historical And Religious Documents 
Plus, 
Over 15 Minutes Of Full-Motion Video 
On Опе CD-ROM! 


Your One-Time Upgrade Price..... 


Only $69.95 


Plus Get А FREE Gift 
(A 5295.00 Value) 


Dear World Library Registered Owner: 


When my brother Bob and I founded World Library in 1989, our goal 
was to piace thousands of literary works on CD-ROM at an affordable 
price. 


But we never dreamed that in a [ew short years we would be able 
to offer our customers over 3,500 books, plays, poems, children's 
&tories, historical and religious documents from over 1,750 titles, ард 
include full-motion video clips from movies based on some of the liter- 
ary works on one CD-ROM! 


Well, with the help of many dedicated people here at World Li- 
brary, we have been able to surpass our original goal, and we are proud 
to make this fantastic product available to our registered owners for 
only $69.951 


You know, when we started World Library we didn't have software to 
search For words, names, phrases, dates, etc., and it took us over a 
year and a half to find it. (We later developed our own Instant 
Access™ aoftware with а whole list of great features). 


And in the eariy days, we didn't know how hard it really would be 
to convert printed text to digital text, and we weren't sure that once 


[Next page, plessm?,... 


And in the early days, ме didn’t know how пата IL really would be 
to convert printed text to digital text, and we weren’t sure that once 


[Next page, ріваяп!... 


Figure 12-4: 

The handwritten overline (blue, in the original, as befits a letter signed in bluewhich for some 
reason this letter isn't) says, "Time is running ош... ORDER Now!" Then a description takes over, 
before the letter itself begins halfway down the page. Pro: The offer is clear and unmistakable. 
Con: The exhortation of the handwritten overline is too generalized to carry much of a jolt. 
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ing with a single direction: No message longer than eleven words. We might resuscitate this suggestion today, for 
overlines. 


A P.S. has easier rules. It should reinforce one of the key selling motivators or mention an extra benefit that doesn't 
require explanation. 


Those who study such arcane matters tell us the overline is the most read part of a letter, and the P.S. is next. The 
format itself automatically gives us thunderbolts to hurl. Let's not take the electricity out of them. 


Canon 9: Experiment with marginal notes. 


Marginal notes are a specialty. Not every letter benefits from them, and this suggests determining from the tone of 
the letter whether or not they'll be beneficial. 


When you do use them, the rules for marginal notes are even more stringent than they are for overlines. Two of 
them, in my opinion, are inviolable: 


1. Handwrite everything. 
2. Never use more than five words for each marginal note. 


I'll explain. Marginal notes draw their power from the appearance of a spontaneous outburst of enthusiasm. The 
writer is so excited, so enthusiastic, that he or she bubbles over. 


Handwritten bubbling over has verisimilitude, the appearance of truth. Typed bubbling over looks contrived. We 
struggle to avoid a contrived look, so why take the risk? 


The five-word maximum is a good idea mechanically as well as creatively. Imposing this limit means you can write 
big enough to grab the reader's eye the way you should. There's no handwritten marginal message that can't be 
transmitted in five words, maximum. Some examples of marginal notes: 


"Here's your FREE bonus!" 
"Read this extra-carefully." 
"Save 50 percent." 


Don't be afraid to use hand-drawn arrows, lines, brackets, or even stars for emphasis. You're creating the impression 
of spontaneous enthusiasm. 


Marginal notes, along with handwritten overlines, should be in a second color. What color? Don't consider any color 
other than the one in which you print the signature, usually process blue. If the whole letter, including signature, is 
printed in one color, you have no decision to make. 

For heaven's sake, don't have an overline and marginal comments in beautiful writing, a showcase of fine feminine 
calligraphy, and then have an illegible scrawl for a signature at the end of the letter. The writing should match. 
(Incidentally, there never is an excuse for an illegible signature on a direct-mail letter. It may give ego satisfaction to 
an executive, but it drains intimacy out of the communication.) 

Canon 10: Use letters to test. 

The letter is the most logical testing instrument in a direct-mail package. 


Testing one brochure against another is expensive, even if all the changes are in the black plate. Testing response 
devices such as order forms often gives muddy results because such tests 


« previous page page 165 next page > 


< previous page page_166 next page > 
Page 166 


СМА PERSONAL INSURANCE 


Your Membership in Senior Friends makes t 
possible tor me To extend This offer To you. 


Dear Fellow Senior Friends Member, 
A bright good morning to you! 


Like you, I joined the National Association of Senior Friends 
because it offers a rewarding group of benefits to those of us who 
have passed the age-50 mark. 


Now it's my turn, ав Senior Vice President of CNA Personal 
Insurance, to "bring something to the table" - the kind of auto 
insurance everyone in our age and economic bracket has wished for. 


In one sentence: You probably qualify for a number of 
discounts. So... 


Because you're a Member of the National Association of 
Senior Friends, I'm authorized to offer you automobile 
insurance from СНА, one of the nation’s most respected 
insurance companies, at а very competitive rate. 


Some folks, no matter how much evidence you show them, will 
lean on the tired cliché, *All insurance companies are the same." 
I hope you aren't one of those people, because HO, THEY'RE HOT. 
Those who make this statement usually are those who don't qualify 
for special rates. І have every reason to believe you do. 


And benefits make sense. You and I have driven carefully for 
more years than a lot of drivers have been alive. So I'm pleased 
that at last, here is a highly respected major company - one with 
а history that goes back more than 100 years - that is eager to 
give you the pricing and service you certainly have earned. We are 
ready, willing, and able to justify your choosing us. 


А few examples of possible discounts: 


Well. let's see. You undoubtedly qualify for a discount if 
you insure more than one vehicle with CNA Personal Insurance (and 
that includes a van or a truck) Hore: If you have an anti-theft 
device you may get yet another discount. And others may apply. 


Figure 12-5: 
The overline is in a handwritten-effect font. The greeting is "Dear 
Fellow Senior Friends Member." These touches, plus phrases 
such as "Like you" and "Now it's my turn, " build an easy rapport. 


aren't always logical; a writer testing response device formats often throws one to the wolves because the offer 
doesn't suggest a second approach. 


But letters! The writer becomes a hero because his four-page letter outpulled the one-page letteror vice versa. The 
letter can test the five great motivators of our era (fear, exclusivity, guilt, greed, and need for approval) against one 


another. 
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The letter can test masculine wording against feminine. It can test a harrumphing executive against а hay-chawin' 
good ol' boy. It can test the validity of some of the tips in this chapter. 


Best of all, letter tests are cheap. It costs next to nothing to print copies of two letters instead of one. 


Пе |ғы fam an Шат 
165€ 5, Dixie Highway * Boca Ramon, FL 33492 # Eme 551-567-1 | C 


Red carnations and holiday greens..." 


I һауа а speciai offer for you. my friend,,. 


ұз. Ей calara af tne season іп а brilliant Floral display, yours 
to send to a loved one, пг ta an аваосіасе. And by using the 
special Diaconi Счет Form at the bottom of thie page ог caliing 
tüll«sfrws 1-877-357-3378, you can enjoy à msubaranria! discount. 
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Figure 12-6: 
Note the rubber-stamp effect at top left. Rubber stamps have a unique 
value: They imply immediacy no matter what the wording may be. 
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While you're at it, consider testing a tinted paper stock against white. The text has to be identical, or you destroy the 


purity of results. This isn't a copy test, I know, but color psychology is itself one of the creative aspects of mass 
communications. 


Easy rules to implement? You bet they are. What isn't so easy is establishing and maintaining rapport with the 
reader. How do you do it? Just adapt the rules from the next chapter to the rules in this chapter. 
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Chapter Thirteen 
Direct Mail/Direct Response: 
Fifty Profitable Rules and Tips 


Writers Are Writers? Says Who? 

Accumulating rules and principles is logical for direct response. More than any other medium, direct response gives 
us an absolute count of how we did in the competitive marketplace. Testing one writer's approach against another 
writer's approach is malarkey-proof because "nth-name" sampling is the ultimate equalizer. 

If you've never written direct-response copy and never intend to, please read this chapter anyway. You never know 
when your keyboard will be thrust into the breach by an employer or a client who thinks, "Writers are writers." More 


significant to you as wordsmith: Many of these tips can be valuable to the person who writes any form of force- 
communication. The tips aren't parallel in content, but they share this in common: Every one is easy to implement. 


The Five Unassailable Loser Statutes 

The fifty tips are refinements of five Unassailable Loser Statutes that govern direct-response writing. Keep these 
statutes in mind and you'll be writing your own direct-mail copy tips. Want to be an unassailable loser? Nothing 
easier. Ignore the statutes, and it'll happen. 

Unassailable Loser Statute I: 

When seller and buyer both are uninvolved, the seller loses. 

Unassailable Loser Statute II: 

Readers are more likely to pick holes in transparent shouts of importance than in projection of benefits. 


Unassailable Loser Statute III (the Illustration Agreement Rule): 


Illustration should agree with what you're selling, not with headline copy. (See Figures 13-1 through 13-4.) 
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Figure 13-1: 

The Illustration Agreement Rule says that illustration should agree with what you're 
selling, not with headline copy. The rule is a close parallel to Hucksterism avoidance 
(see Chapter 4). Here the headline uses the word "breeze" . . . and the illustration is 
an electric fan, intending to show how old-fashioned the competition is. Execrable. 
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Figure 13-2: 
A handshake is one of the most hackneyed, least inventive, least imaginative, and least creativity-indicative 
devices anyone can use as a main illustration. Over the next week, count the number of ads that use a 
handshake as the illustration . . апа vow never to descend to this unimaginative creative cellar. 
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Some call it “oomph.” Others call it “chutzpah.” We call it guts. And you 
need it to compete. You see, РҮ 15 the guts of the best enterprise-wide 
applications on the market. We partner with leading software developers 
like you and fortify your product with workflow and document 
management functionality. That's FYL The guts of good business software. 
The Guts To Compete. <. do you have what it takes? Сай 1.800.685.9503 and hind out how 
quickly you can integrate FY] into your solution 
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Advertiser/ Product Info - www.kmworld.com/readerservice 


Advertiser/Product Info - www.kmworld.com/readerservice 


Figure 13-3: 
Okay, it's eye-catching. With that recognition out of the way, if you didn't know іп advance 
what the advertiser is selling, would the photograph and the three subheads give you a 
clue? Attention is one component of the force-communications mix, not its entirety. 
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Figure 13-4: 
This not only is not a violation of the Illustration Agreement Rule; it's an example of one proper way 
to use it. When an illustration has the reader nodding, "Yes, I get the point, " the job is well done. 
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Unassailable Loser Statute IV: 

Adding qualifying words to a statement of superiority is an admission of inability to claim superiority. 

Unassailable Loser Statute V: 

Use only as much of the language as you know. Your dictionary is your verifier, not your originator. 

Here's a happy little self-quiz: Dig out the last piece of direct-mail copy you wrote. It might be a letter, a brochure, a 

catalog page, even an order form. Check it for violations of the five Unassailable Loser Statutes. Rewrite it. Then 

read on. 

Fifty Rules and Tips You May or May Not Have Known Instinctively 

1. Tying two statements together with and adds coherent flow and subtracts impact. 


Unless you believe in the super-modern "staccato" school of writing, the word and is similar to a huggy blanket. 


I suggest you take your most recent piece of copy and test it for strength by cold-bloodedly taking out the "ands" 
when they link two complete thoughts. To retest, insert "and" somewhere else, where you didn't have it. 


For example: Which of these do you prefer? 


1. We have our own toll-free phone number, and if you plan to charge your amplifier to your credit card, call that 
number1-800-555-5555at any hour. 


2. We have our own toll-free phone number. If you plan to charge your amplifier to your credit card, call that 
number1-800-555-5555at any hour. 


You can see the benefit and the detriment of each. Tying the statements together with "and" helps reading flow but 
saps a little strength from each side of the word; separating the statements loses their interrelationship momentarily 
but prevents the loss of narrative power. 


Your choice. I offer this tiny nugget only as proof that, to a wordsmith, every word counts. 


2. If your mailing asks the reader to do something, such as placing tab A into slot B, be sure the reader recognizes a 
benefit in the action. 


Although tests still validate the "Place sticker here" instruction for free-issue subscription promotions, I no longer 
feel that having the reader complete the job is a universally successful technique. It seems to work when we want the 
reader to think we're doing him or her a favor; its performance is spotty when we are trying to achieve an open sale. 


Specialty print shops love tabs and stamps because the job costs a lot more to print; some writers love tabs and 
stamps because 1) they grew up with them, and 2) they can charge more for what seems to be a more complex job. 


Contests and award-potentials justify task performance per se; a straight selling job doesn't. I impose the Workmen's 
Noncompensation Provisions: 


The reader's pleasure from absorbing your "Do this!" message diminishes in exact ratio to the amount of 
work he thinks he'll have to do. (An example: An unnecessary P.S. on a 
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letter selling a calculator/memory-telephone: "When you get this remarkable electronic instrument, I 
suggest you find a comfortable spot and spend an evening familiarizing yourself with its features.") 


Excluding contests, asking the reader to perform a task that requires talent, prior knowledge, or problem- 
solving ability will lose that reader if he or she resents, feels inferior to, or is annoyed by the unsought 
challenge. 


In a contest or sweepstakes whose reward is geared to apparent talent, prior knowledge, or problem- 
solving ability, the reward justifies the challenge. 


Reciprocity is the key to have-the-reader-do-something strategies. 


3. Words suggesting the reader has a choice are less subliminally irritating than words suggesting you, the 
communicator, are issuing edicts. 


Which of these is more likely to generate reader empathy? 

I'm very pleased to ask you to read this reprint. 
or 

I'm very pleased to ask you to take a look at this reprint. 
Subtle, isn't it? "Read" is 1) unemotional and 2) a demand. "Take a look at" is 1) convivial and 2) a request. In this 
particular instance, an even more profound difference influences the recipient's reaction: "Read" asks for 
completeness, a beginning-to-end scrutiny. "Take a look at" asks for a casual once-over, just enough to verify the 


content. 


In the Age of Skepticism, I less and less often dare throw an obvious gauntlet down before the person who reads my 
direct-mail message. 


4. Including the message recipient in a statistical recitation enhances the probability of response. 


A piece of copy made this claim of exclusivity, once-removed from reader involvement because of the copy's 
inability to warm its own blood: 


Only 1, 500 individuals in all the world... 
...can own this splendid symbol of gallantry. 


The revised version ran far hotter: 


You... 
and only 1, 499 others in all the world... 
can own this splendid symbol of gallantry. 


The first message is a raw Statistic, apparently unrelated to the reader. Sure, she knows you want her to be one of the 
1, 500. But since you're standing off on the sidelines, uninvolved, it's all too easy for her to stand on the other 
sideline, equally uninvolved. You run afoul of Unassailable Loser Statute I: When seller and buyer both are 
uninvolved, the seller loses. 
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5. When you're out of ideas for envelope copy, say anything with the word "you" in it. 


You'll seldom have a total flop if your envelope copy has a "you" in it and doesn't start selling too soon (see Tip 6). When such 
sure-fire old-timers as "Private Invitation Enclosed" and "Your Nomination to the Board of Advisors" don't fit, try a "you." (See 


But be careful. "Now you can..." is fine for space ads, but on the envelope it suggests you're about to spill out too many of 
your guts. Tie the "you" to exclusivity and you're safe. 


Another caution: Don't put on the envelope a message that might have the recipient say, "I hope the postman didn't see this." If 
your envelope proclaims, in twenty-four-point type, "Explicit sex information you asked for," expect some complaints. 


6. The purpose of a message on the outer envelope is to get that envelope opened. Saying more, or synopsizing your selling 
argument, can land your mailing in the roundfile. 


Overselling was a problem curse long before Shakespeare had Hamlet say, "The lady doth protest too much, methinks." If you 
agree that a good sales presentation builds to a logical close, then you automatically agree that you can't close on the outer 
envelope. If you could, why put anything inside? 


This envelope message emasculates what might be a logical selling argument within its walls: 


Inside! 
Favorable terms on term insurance (which experts term the best kind of insurance for someone in your circumstances 
to buy). 


Okay, we give the copywriter a D for the play on words, the inadvertently negative word "circumstances," and the betrayal word 
"buy." But lack of writing skill doesn't hurt this envelope copy as much as blurting out undigested sludge to the reader. If your 
postman brought you an envelope with this message on it plus ten other pieces of third-class mail, and you could open only three 
of them, would this be one of the threeunless the others were equally inept? 


A remarkable new book 
is about to be published- С), 
and you, Herschell Lewis, І 


аге іп it! 
- Sealy "7. 4777 


Mr. Herschell G. Lewis 
340 N Fig Tree La 
Fort Lauderdale, FL 33317-2561 


AUTO Mmmm mmm 


Figure 13-5: 
Who can resist opening an envelope that combines the recipient's name in display 
type and the word "you"? This envelope is 100 percent congruent with the Cardinal 
Rule of Envelope Copy: The purpose of the carrier envelope is to get itself opened. 
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ARE YOU A WINNER? SEE HOW YOU COMPARE... 


BULK RATE 
US POSTAGE 
PAID 
NUMA CORP. 
The Amazing Book of Lewis Family 
Facts & Favorites 
WHO was the first Lewis to come to America? 
WHAT kind of cars do Lewises drive? 
WHAT'S the Lewises' total annual income? 
WHAT do Lewises do for a living? Mr. Herschell G. Lewis 
HOW many children in a Lewis family? Plantation, PL 33317-2561 
МЫН Ды Шы! RR 


ORDER YOUR VERY OWN FUN FACT BOOK TODAY 


Figure 13-6: 
Compare this envelope with Figure 13-5. Which has greater impact? (Both were sent 
by the same source.) "Fun Fact" seems out of key, but questions are, as we know, 
automatically reader-involving. The two mailings may have been a response test. 


7. Specifics have greater verisimilitude than nonspecifics. 


A full-service direct-mail company sent me a mailing whose envelope had the somewhat overused legend "Check Enclosed." 
Pretty good use of the gimmick, I thought, until I looked at the check. 


The format was impeccable, with my name (mildly misspelled), the usual computer code numbers, a bank identification, and a 
check number. I didn't mind the word "Nonnegotiable" printed in the signature area because I knew it couldn't be a real check. I 
did mind what was printed in the "Amount" area"Free Service." 


The sixth paragraph of the letter explained it (Td have led off with it). I had my choice of free lettershop services, 
personalization, tipping of close-faced envelopes, or live wax seals, provided my mailing was 50, 000 pieces or more. 


The check, which is a powerful weapon in mailings despite repeated abuse of the technique, actually weakened this one because 
"Free Service" isn't a bank-related concept. I'd have reacted more favorably if the check had been for a specific amount, payable 
to the company against a job I might place there. Had the check been for $500, perceived value would have been immediate and 
the sense of gimmickry would have been less pronounced. 


8. Exploit the uniqueness of the direct-response medium. 


I have a mailing from the U.S. division of a European automobile manufacturer. The brochure is slick and colorful, obviously 
designed for showrooms instead of mailings. The selling job, then, is left to the letter, which begins: 
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Dear Mr. Lewis: 

Car and Driver called it "a vision of the future." 

They were referring to the new Audiand I'd like to invite you to come test drive it yourself. 

When you do, you will immediately discover what has the automotive world sitting up and taking 
noticethe revolutionary all-wheel drive, which delivers superbly refined performance, handling and 
steering ... 


By the time I read this farand it was as far as I was going to readI had already come to the conclusion that the writer 
was not of the direct-marketing world. Read the first sentence again. Isn't it typical of radio commercials? 


A direct-response writer would have hit me in the solar plexus with his opening, using an approach something like 
this: 


Dear Mr. Lewis: 

I have the keys to a new Audi in my hand, and I want you to take them, put them in the car parked outside 

your local dealership, and take a 20-mile rideon us. 
What's the difference? Direct response is one-on-one, and writers who don't know how to communicate "only you" 
aren't going to have much luck in our medium. A direct-response letter that begins "It Happened on Wall Street!" 
might grab our attention, but head-to-head against a sales argument starting with solid reader benefit such as "Want 
inside information your broker doesn't have?" this approach is no more likely to win than "It was a dark and stormy 
night." 
9. Underlining (for letters; italics for typeset) can force the reader to emphasize the proper words and phrases. 
Is there a difference between these two statements? 

1. If only one member uses it, the program has paid for itself. 


2. If only one member uses it, the program has paid for itself. 


Words are identical. In the second example, the reader has to emphasize the word one because the writer forces her 
to. 


10. Examples should match what you're selling. 


I'm looking at a mailing from a publication, reminding me to tell my clients to buy space in a particular issue. The 
entire message is printed on a small blue card, with this heading: 


PLAY AGGRESSIVELY in MAY 
with National Thrift News 
The illustration? A golfer. 


I'd understand this approach if the publication were Golf Digest, and I'd accept the cliché because typical readers 
would accept it. But what does a golfer have to do with National Thrift News? 


I see the tie with "play aggressively," but can you really defend this high schoollevel concept? What makes it worse 
is that the magazine sent the Cheshire-labeled envelope carrying this nonmessage by first-class mail. 
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So let's justify Unassailable Loser Statute III, the Illustration Agreement Rule: Illustration should agree with what 
you're selling, not with headline copy. 


Observing this statute will help keep you out of the cleverness-for-the-sake-of-cleverness abyss that gapes wide, 
waiting for writers who want readers to notice their wit before they notice what's being sold. 


11. Opening a sentence with a parenthetical phrase slows down reading, impedes comprehension, and muffles 
impact. Use the device sparingly. 


A friend who calls these "backward constructions" sent me, as an example, a product mailing from a major credit 
card company that opened with a parenthetical phrase: 


Revered and admired for its graceful flight and its powerful command of the heavens, the falcon has long 
been associated with majesty, lordliness and elegance. 


The opening was no accident. More than half the copy used the same device! I'll quote enough to show the pattern: 


One of history's most persistent images, the winged falcon has captured the imagination of some of the 
world's greatest minds... 


A masterpiece of fine design and workmanship, the Winged Stemware Collection has been created in the 
same tradition that has produced exquisite objects for generations. Crafted of fine solid brass with silver 
plated bowl, each piece has been carefully cast and then, as a final touch, finished by hand to produce the 
finely detailed images, dramatic textures and bold shapes that make stemware objects of enduring beauty. 
Of high quality, the Winged Stemware is both solid and elegant. . . . 


Especially created to appeal to both eye and hand, every aspect of these very special drinking vessels has 
been carefully considered to ensure that they are not only beautiful but functional as well... . 


The sentence beginning "One of history's . . . " has enough creative problems without suffering from the oppressive 
weight of a backward construction; the paragraph beginning "A masterpiece . . . " sets an indoor recordthree 
backward constructions in a deadly row; the sentence beginning "Especially created to . . . " is vaguely unsettling 
grammatically. 

The biggest problem lies in the technique itselfthrowaway, unexplained puffery. 

12. Don't ask the reader to provide your sales argument. 


Which would you rather have someone say to you: "I remember your name" or "I have your mailer; let's get 
together"? 


The following copy (set in twenty-four-point type) is the total sales message in a brochure someone paid money to 
mail to me: 


At Sir Speedy we're always geared up to give fast service on all your printing needs. Our shelves are well- 
stocked . . . our gears are well-oiled and our people are always eager to help. 


Just give us a call or stop in and Sir Speedy will get in gear for you. 


How can this printer hope to compete against the printer who sends me price lists, paper samples, and solid 
competitive sales arguments? 
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One more example of this tip. Suppose you're dissatisfied with your direct-marketing lettershop and might consider 
a replacement. You get a brochure in the mail, and this is the copy: 


Recommend the Direct-Mail Professionals 
At Pronto Post, we make it our business to meet your customer's mailing date. We're flexible enough to 
accommodate delays or other unforseen problems that might throw a schedule off course. We keep in 


constant communication with our clients every step of the way. 


At Pronto Post, you'll get the benefit of our broad range of capabilities and a total of 60 years' 
experience. ... 


No, it isn't terrible. But I didn't call these people even though I was looking for a lettershop at the time because as 
resident curmudgeon I objected to the misspelling of the word unforeseen. 


But suppose I had called. I'd have asked questions they should have answered in the brochure. They're asking for my 
commitment without giving me the information I need. 


13. When you're supposedly acting as a friend, don't betray your real role as impatient vendor by lapsing into hard 
sell. 


The evil genie is always at our elbow, prodding us to slip in just one more adjective. If we don't push the genie back 
into his dusty bottle, he runs amok and we wind up with copy such as this: 


Just in case you misplaced the complete, beautiful fall catalog I enclosed with [your order from the space 
ad], here's another gorgeous, value-packed copy. 


Take out the obvious sell and the recipient doesn't feel he's being pitched: 


Just in case you misplaced the fall catalog I enclosed with [your order from the space ad], here's another 
сору. 


I don't always favor restraint. I always favor consistency of position. 


14. In "cold list" mailings, don't assume the reader is preconditioned to know how lucky he is to be able to buy what 
you have to sell. 


A mailer from a supplier to advertisers and their agencies has this sixty-point headline on its descriptive folder: 
How to track 
successful advertising 
for $395 

The next two sentences aren't the body copy; they're the subhead: 
The mission of AdWatch is to provide ongoing measurement of one empirical element of advertising 
awareness. Through ongoing measurement, using a strong methodology, AdWatch renders explainable this 


basic and critical advertising attributethe degree that advertising can be remembered and recalled by the 
American consumer. 
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If you say, "David Ogilvy said people do read long headlines," my answer is, "Yeah, but this ain't what he meant." I submit, 
"Adwatch renders explainable this basic and critical advertising attribute" is not motivational, and if you think it is, please don't 
sit next to me at the next dinner party. 


Think in terms of message targeting: This company sells a tracking service for $395. Who are their best prospects? If those who 


don't have prior knowledge of tracking are their targets, the headline is misaimed. But if the mailer is aimed at those who already 
know what this company is selling, the subhead is deadlyfollowing but not following up on the promise made in the headline. 


15. Tell the reader what he wants to read, not what you want to sell. 
A computer-personalized mailing tells me: 

H.G. LEWIS' 

BRAND NEW FORTUNE 

ANALOG DRESS WATCH IS WAITING TO BE 

DELIVEREDAND IT'S FREE WITH 

YOUR FORTUNE SUBSCRIPTION 
The emphasis could just as easily have been on what they want to sell. Suppose the personalized heading had read 

FREE WITH YOUR FORTUNE SUBSCRIPTION, 

H.G. LEWIS 

A BRAND NEW FORTUNE ANALOG DRESS WATCH! 
The folks (people? individuals?) at Fortune are astute marketers. By subordinating the subscription to the free watch, they 
delicately stimulate my greed instead of showcasing their own. Incidentally, a "dress watch" is infinitely more desirable than just 
a "watch," isn't it? "Dress" adds value without pitchinga good word. 


16. If you have to make a choice about offending someone, choose anyone except your best buyers. 


I don't think many magazine circulation departments understand this. When I'm a subscriber to a magazine, a nonsubscriber 
invariably gets a better deal than I do. 


стт аа езі 
WARNING 


THIS MATERIAL MAY SHOCK YOU AND MAY COMPLETELY CHANGE THE WAY YOU SPEND 
MONEY. OPEN IF YOU ARE PREPARED TO TAKE ACTION. 


Figure 13-7: 
This envelope presents a powerful combination of grabbersthe word "Warning," 
set as one might see it on a vat of poison, plus the word "You" repeated three times. 
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The reason І didn't renew my subscription to Skin Diver was a note from the magazine telling me, "Your 
subscription to Skin Diver is about to expire. Unless you act now..." 


The words "act now" should be a tip-off that we're dealing with semipros, but that may be an unduly harsh criticism. 
I wasn't bothered by the "act now" or by the self-serving P.S."Renew today and avoid the risk of losing even one 
issue of Skin Diver." 


What burned me was the offer"only" $13.94 for 12 issues, "Regular newsstand $30." I save more than 50 percent off 
the regular newsstand price. What could be better? 


I'll tell you what's better: An offerin a blown-in card in the current issue of the magazineof 12 issues for $6.97 (in 
six-point type: "New subscribers only!"), a saving of exactly 50 percent of the amount they want from me, their 
loyal subscriber. 


You bet I understand the logic behind pulling out all the stops to get a new subscriber. But what they don't 
understand is that they have 1, 001 ways to do that without penalizing existing subscribers. Oh, and did you catch 
that exclamation point after "New subscribers only"? That really pours salt on the wound. 


17. If you introduce a notion foreign to the experiential background of the reader, a question may be less likely to 
generate rejection than aflat, imperious statement. 


A direct-mail service company sent me a mailing, printed in full color on eighty-pound enamel. The headline: 
Profitable Direct Marketing 
Starts With 
Profitable Fulfillment Systems 


I don't agree. Until you've sold something, you don't need a fulfillment system. But, sure, fulfillment is a key 
component of the direct-marketing mix. What I don't like is the "voice of god" pronouncement here. 


Suppose the heading меге... 


Just How Important Is Fulfillment 
To Direct-Marketing Success? 


I wouldn't think I'm being pressured by an arrogant, insensitive salesperson. I feel the same way about a space ad 
headed: 


List Segmentation 
Is a Myth! 


Іп my opinion, rephrasing the same words as а question"Is List Segmentation a Myth?"defangs the hostility flat 
pronouncements breed. 


A space ad for a "Wealth Seminar" seems to walk the tightrope between hurled gauntlet and provocative question 
and does it very well: 


A Challenge: 


Do You Have 
"The Courage to Be Rich?" 
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Obviously, it would take more courage to be deliberately poor than to be deliberately rich. The reason I embrace this 
headline as a valid example of tip 17 is that within the experiential background of those who might attend ("$395 
Wealth Seminar for Only $39.95 for Motivated People Who Can Act Within 48 Hours"), the "challenge" is both 
dynamic and logical. A seminar really aimed at rich people would have thin attendance if promoted with a headline 
such as this one. 


18. "We" is no substitute for "You." 


Are you nodding smugly, with an I've-known-that-all-my-life reaction? Great! It really isn't aimed at you. It's aimed 
at those other guys who use the mails so seldom that they're afraid the reader won't look at their offer if they don't 
try to cast a giant shadow. 


Here's a typical example from my mailbox: 


Dear Sir, 

I would like to introduce you to The Creative Network, Inc. We are an exciting new creative art company 
specializing in screen print art for T-shirts, hats, sportswear and illustration for fashion, logos, ad layouts 
and catalogs. 

Never before has a company been so direct and creative by offering our services to advertising agencies 
that specialize іп "Ad Specialty" merchandise for their clients . . . 


Don't you grind your molars, reading all this self-love? And "Dear Sir" is as out-of-date as a Nehru jacket. 
19. Get to the point. 


Sometimes I enjoy the leisurely pace of a down-home letter. But I never do enjoy hunting through a high-powered 
letter for its point. 


The difference is one of writing technique. In my opinion, writing a "jes' plain folks" letter is easy; writing an 
effective "jes' plain folks" letter is a test of the writer's talent. The infrequent letter writer is on rocky shoals there. Go 
with percentages, I say, and pull out the dynamite. 


But unless you're writing a down-home letter, don't you dare let half a page slip by without telling me what you're 
selling me. That's a kamikaze letter, and your text and my interest both perish in the flames. 


An example is a letter that might have succeeded if, anywhere in the first three paragraphs, it had told me what they 
were selling: 


Dear Mr. Lewis, 

I'm writing to you to tell you why Computer Communications, Inc., can do a faster, more accurate and less 
costly job for you. 

The proof is in the 300 satisfied clients we now have, more than half of whom have been with us since our 
company began. 

Last month, for instance, we ran 498 separate jobs, ranging in size from 2, 000 to over a million donor 
names. 


There's a weak clue: "donor names." But I'm not in the mood to play detective. Suppose the letter had opened 
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Dear Mr. Lewis, 
I'm writing to tell you why Computer Communications, Inc., can update your master name-file with 
greater speed and accuracy than any system you've ever used before. And we'll do it at less cost. 


I'm assuming this is what the company does. Why? The last paragraph of the letter says, "I believe we can make a 
difference in the quality of your file maintenance." 


20. Assume acceptance, not antagonism. 


The theory behind "lift" letters ("Open this only if you have decided not to take advantage of this offer . . . ") is that 
an extra push, by another person and from another direction, can retrack an undecided skeptic. You'll never retrack 
someone who has already decided against you. 


That's why it amazes me when someone who wants to be a supplier comes out swinging and starts Round 1 by 
hitting the refereeas this mailing from a producer of personalized letters does: 


Dear Mr. Lewis: 

It always amazes me that less than 25 percent of the executives who receive this letter respond. 
Because, we turn executives into heroes. You see, every executive has to be interested in increasing 
profits . . . lowering marketing costs . . . and enhancing company image. And that's what Letterex 
Communications can help you do... 


What this company has done is 180 degrees from what they've just said they doenhance company image. How easy 
it would have been to write a pleasant letter, perhaps opening with the nonaggressive question, "How'd you like to 
be even more of a hero than you are?" instead of pronouncing judgment on 75 percent of the executives who get the 
letter. They're stupid because they, the majority, don't respond and therefore have no interest in increasing corporate 
profits. 


What can anyone with any ego of his own do but reject both the claim and the person who makes it? 


Taking the position of the Last Angry Man is dangerous. It's like spray-painting your car when it's parked between 
two other cars. 


21. Format can't mask dullness. 


An overweight woman thinks fashions from Bloomingdale's will work magic she wouldn't need if she had any 
willpower. An unimaginative copywriter thinks a format that labels itself "exciting" will work magic with his dull 
message. 


Opinion: Both are wrong. Both deserve failure because they expect others to create a transformation in attitude that 
they themselves can't accomplish. 


I rescued this mailgram from an office wastebasket: 


DEAR MARGO: 

SOFTWARE MERCHANDISING CELEBRATES ITS SECOND ANNIVERSARY NEXT MONTH. 
WE'RE PROGRAMMING IN SOME EXCITING CHANGES THAT YOU'LL WANT TO KNOW 
ABOUT. THE NEW SOFTWARE MERCHANDISING IS YOUR KEY TO THE ENTIRE HOME 
COMPUTING AND SOFTWARE MERCHANDISING MARKETPLACE. DETAILS TO FOLLOW ... 
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That's the entire message. Someone wrote this, for pay. 


Suppose you, as an acknowledged expert, address a high school class. After your speech, one of the students comes 
up to you and asks your opinion of the mailgram copy, written not for a trade publication but for the high school 
yearbook. Could you suppress your conscience and lie, "Use it; it's fine"? 


Or would you explain, patiently or impatiently, that labeling a nonevent "exciting" doesn't make it exciting and that 
the mailgram format doesn't add a thing except harder-to-read all caps? 


This may not be a fair example because I think the mailgram format is implicitly dull (see "Speed Formats," Chapter 
14) unless it stays in sync with its carrier envelope. The way to overcome that dullness isn't a one-paragraph tribute 
to self-importance, but, rather, individual words spaced to overcome the limitations of the format, using as their 
foundation the solid rock of reader benefit instead of the eroding sands of self-interest. 


22. Timeliness is second only to verisimilitude in its ability to bring dollars through the mail. 


I still remember, years after the event, the massive fund-raising campaign for the Statue of Liberty restoration. One 
of the best examples of using time as a fear motivator was a mailing two years before the completion date, from the 
Statue of Liberty Ellis Island Foundation, Inc., which extended its sense of urgency even to the date on the 

letter "Wednesday." Clever, for a thirdclass nonprofit mailing that otherwise defied dating, wasn't it? (Many people 

thought so because this has become a standard dating technique.) 


The letter is a potent classic. It started out in high gear, as a fear/time appeal should: 
The most powerful symbol of our nation's liberty is in a serious state of disrepair. 


A few paragraphs beyond, another signal of timeliness crashed into our psyches. Doom isn't impending, it's here 
now. 


But right now the Statue of Liberty faces its most serious danger since it was officially dedicated in 
1886.... 

It is an alarming situation. . . . 

I've enclosed two dramatic pictures that show just what has happened and why we must preserve it 
now.... 


In order to continue this work, we have to raise a minimum of $1.8 million of the total budget within the 
next 45 days. Time is crucial since there is real danger that if. . . . 


Think for a moment. If you had to create a "right now" demand for a project whose fruition isn't scheduled for 
another two years, could you have written this any better? The letter was unrelenting; proof of its effectiveness now 
stands proudly renewed in the New York harbor. 


23. Be sure they know what you're talking about. 


You work for a company selling fingernockles by mail. You spend your entire day saturated with fingernockles. 
You can assemble one blindfolded, with your toes. You're steeped in fingernockle lore. 


Don't make that same assumption about the persons to whom you're selling fingernockles. He doesn't spend his days 
in your office and he's made enough money to be considered a good prospect . . . without ever owning a 
fingernockle. Telling him how your fingernockle is better than anyone else's fingernockle isn't going to move him. 
First, you have to tell him why he needs a fingernockle. 
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This point came home to me a few years ago when I was trying to find a way to sell collector's plates by mail, to 
people who weren't collectors. The list broker was sourly unhelpful: "You can't sell collectibles to anyone but a 
collector." 
I didn't like this catch-22 approach. Why wouldn't lists other than lists of collectors respond on a better-than-break- 
even level? I staggered into a Eureka! discovery while reading a mailing from a company selling something to do 
with Dolby noise reduction in hi-fi sets. 
Like many, I had heard of Dolby for years. This mailing, for the first time, told me what it is. 
The next opportunity I had, I tested an additional enclosure that explained in a nonpatronizing way what collector's 
plates are. The enclosure made little difference in the response from collector lists, but previously unresponsive lists 
of art book buyers suddenly came to life. 
My conclusion: Previously I had treated them as though they knew what fingernockles were; they didn't. They not 
only wouldn't order; they couldn't because I'd sent them "in-group" mailings and they knew they weren't members of 
the in-group. 
24. Truth doesn't justify an exclamation point unless the statement excites the reader. 
A savings and loan institution, referring to mortgage payments, says: 

Save a big 196! 
Put this way, the reason for the exclamation point doesn't register on the reader's emotional/exclamatory computer. 
"Big" and "196" just don't logically go together. The same information can lay claim to the exclamation point by 
dropping the obvious mismatch: 


You'll save a full percent! 


But laying claim to an exclamation point and justifying that claim aren't quite the same thing. If the writer can relate 
the 1 percent mortgage differential to actual dollars, he has every reason to exclaim: 


If you have a 30-year mortgage, you'll save thousands of dollars! 
25. Beware of words with two meanings. They can bite. 
The English language has an astounding number of words with more than one meaning. Sometimes a direct- 
marketing wordsmith deliberately uses a word that his lawful prey can interpret in several ways. But the writer 
should never use a word that, if misinterpreted, can generate a negative reaction. 
Innocently, a writer let this construction escape: 

It was handled right in our office. 
A writer might get away with this in broadcast media, by instructing the announcer how to read it to achieve proper 
word emphasis. The direct-mail writer doesn't have an intermediary; "direct" is his first name, and message 
interpretation is squarely in the reader's hands. Unless the reader attaches right to in our office, as a single phrase, 


right gets hooked to handledhandled right, which suggests it might not have been handled right on other occasions. 


The sentence illustrates the reason for having a disinterested (not uninterested) party proofread the copy, which casts 
off the possibility of misinterpretation when put this way: 
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We handled itright in our office. 


Now the writer forces the reader to group the words as intended. 


Apparently harmless constructions such as "simple child psychology" prove that the writer, who reads the words one way only, 
isn't the best proofreader of those words. 


26. Test in, and test out. 


А risky approach to direct marketing is discarding a profitable copy approach and replacing it with a new ad or mailer because 
"we're tired of it" or "it's worn out." 


When your ads or mailings are profitable, test changes in copy gingerly; even if they're wildly profitable, keep testing. And keep 
records. 


Replacing a good old control mailing or ad is a trauma for many companies. They see it dipping, dipping, but they won't initiate 
a quiet series of component tests to learn what might add some fresh steam. When the power finally runs out, they're left 
marooned with no tracks to guide them back to profitability. 


In direct response, refusing to test turns you into a bull elephant crashing through the veldt with a bullet in your brain. You're 
dead but don't know it yet. 


27. If you aren't sure of buyer gender, don't polarize it. 
An extravagant mailing, addressed to me, has this overline beginning the letter: 


You can now acquire the doll collection 
that every little girl has dreamed about 


I don't understand the lack of punctuation at the end of the thought, but I'm bewildered by a sentence that implicitly eliminates 
half the readers without improving sales appeal to the other half. 


By now, logical targets of collectible doll mailings have been circularized often enough to take an asexual product view. See the 
problem here? They can't, when the writer eliminates them from the pod of prospects. 


Laura David BULK RATE 
CONSUMER RESEARCH CENTER ж О ЯҒ 0.9. POSTAGE РАЮ 
SHOPPER'S VOCE 


t think the enclosed survey will interest you. 
Please complete and return it within 
the next couple of days. 


Thank you, 


кй 


Field Bunrvey Project % ЕСНЫБЕБ**СО2З 


The Main Grocery Shopper 
340 N Fig Tree LN 
Ft Lauderdale FL 33317-2561 


Figure 13-8: 
This envelope wants to imply officialdom and succeeds because of several devicesthe 
typewritten legend at upper left, the handwritten "#088, " and the words "Field Survey Project 
# ECRWSS**C023." Note to whom the envelope is addressed: "Тһе Main Grocery Shopper." 
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28. Opening with benefit is an insurance policy. No matter how unprofessional the writing, you'll be floating in the 
warm sea of the reader's self-interest. 


My apologies for reprinting so much of the opening of a four-page letter, sent to cold-list names. I want to illustrate 
Tip 28. 


YOU are personally invited 
to examine for 15 days FREE 
THE NEW "Red Books" 

and SAVE $117.00 NOW 

if you decide to order them. 


These remarkable guides can save you 
many valuable hours of work and 
perhaps help you discover your most 
profitable breakthrough of the year! 
Please read оп... 


Dear Executive: 

Imagine how much easier, more rewarding and more satisfying your job would be if 

you had powerful information like this at your fingertips right now: 

the names and phone numbers of those key decision makers who control the big advertising money 
today... 

exactly how much they're spending . . . 

the media where it's being spent . . . 

current, reliable reports on what is really new and important on the client and agency sides . . . 

how to reach the creative, production, and other people responsible for that new ad campaign everyone is 
raving about... 

which accounts your competition is likely to go after this year... 


Well, you can feel good knowing that all this exciting informationall accurate, complete, reliable, and 
currencan be yours at a glance when you have THE NEW RED BOOKS on your desk. 


And right now, because I think you're a leader who needs these essential business facts fast to work more 
effectively and more efficiently, I am making you this RED BOOK FREE TRIAL and SPECIAL 
SAVINGS OFFER. More on this exciting offer in a minute. 


First of all, I'm pleased and proud to announce the publication of THE NEW RED BOOKS. And new they 
are! 


As you know very well, the advertising and marketing business changes rapidly and frequently. It has 
changed so dramatically that up to 8096 of the listings are different than the information in last year's 
editions. 


That's the entire first page of the letter. Let's first eliminate from consideration (relative to Tip 28) the grammatically 
incorrect "different than," the apparent lack of familiarity with the company's own statistics (" . . . up to 80% of the 
listings are different . . . "), and the almost random underlining and capitalization. We're concentrating on benefit. 
Where is it? 


What the writer did here was throw down a gauntlet many readers don't recognize as a gauntlet. Yes, we understand 
what they're sellinginformation. What we don't understand is the 
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benefit. "These remarkable guides can save you many valuable hours of work and perhaps help you discover your 

most profitable breakthrough of the year!" isn't even tantalizing because every business mailing promises to save 

hours of work, and we can't quite penetrate "profitable breakthrough." 

How do we project benefit from information? I can think of two ways: 1) specific examples of benefits RED BOOK 

readers have had from owning the publications and 2) a no-risk trial, which changes the reader's "I don't know what 

this will do for me" to "What do I have to lose while I see whether their features become my benefits?" 

The no-risk trial does appear, on the fourth page of the letter. Opinion: Too late for many readers. 


29. The wording of information-seeking questions in a coupon or orderform can have a negative effect. 


Suppose you aren't a scuba diver but would like to be. From an ad for scuba gear, you fill out a coupon that has a 
question emphasizing your second-class status: 


. lam. Iam nota certified scuba diver. 
Someone who scraped through Child Psychology 101 would know how easy it is to avoid the negative effect: 
. Iamnot _Iam a certified scuba diver. 


Reversing the two won't bother the already-certified divers and will make the nondivers feel their position is the 
most common one. 


30. Bullet copyforces specificity. 


Bullet copy, by its very terseness, prevents those rhapsodic lapses into puffery that throw sand into the gears of a 
dynamic selling argument. 


Which of these copy blocks transmits the most information, the most credible information, and the most action- 
inducing information? 


Now you can have all the quality features you've wanted in a 25" color TV and you can have it at an 
outstanding value. With this Sharp TV you have the convenience of 6function wireless infrared remote 
control plus exceptional performance. There's a 105-channel cable-ready tuner, the reliable Sigma 8000 
chassis with 10096 solid-state circuitry and the exclusive Linytron Plus one-gun picture tube for bright, 
clear color. 

Or 
The Sharp 25" Remote Color TV 
infrared wireless remote control 
cable-ready to 105 channels 
LED channel display and 1-button picture balance control 


one-year in-home parts and labor limited manufacturer's warranty 


The bullets separate the selling points that, in a block of prose, sap impact from one another. To me, though, the 
biggest benefit of bullets is their implicit culling of puffery from the factual core. 
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31. If you're unsure of a word's use and no one in your office is qualified to judge your vocabulary, pick another 
word. 


Whether you're a writer or nonwriter, it's a good idea to learn a fresh word every day. But don't treat words like new 
toys that you grab and play with until you break them. 


I had bad vibes when I first spotted a headline for a soft drink: "A curious lugubrious brightness." Huh? 
Yup. Body copy was overblown, always an indication of land mines. This one had to explode all over the writer: 


You'd think "lugubrious" and "brightness" don't go together. Well, as a matter of fact, they don't. What 
we're suggesting is that you drink it slowly. YOU'RE the one who will brighten. Curious, isn't it? 


Damned right it's curious. What's even more curious is that anyone thought this would sell a soft drinkor anything, 
for that matter. And of all the words one might choose in a selling ambience, "lugubrious" has to rank in the lower 
1/100 of 1 percent. What's most curious is the image of a writer, struggling to convert a useless fact to a "Hey, look 
at me!" effect, using more of the language than he or she knew-and needlessly exposing this deficiency in print. 


32. Nonsense parallels have become popular as writers' crutches. They're noncommunicative attempts at cleverness 
for the sake of cleverness. Don't use this device. 


A laundry product called Gain started a flood of these nonsense parallels in a television commercial. The husband, 
obviously in need of psychiatric help because he becomes orgasmic over his wife's clean dress, nuzzles the dress and 
murmurs lovingly: 

"Do you think it's so clean because it smells so good?" 

His wife, carried away by the passion of the moment, responds: 

"Or does it smell so good because it's clean?" 
I'm not attacking the nonsense parallel because it's grade-school easy to write or because of its format; in fact, I like 
parallels. My objection is to the ridiculous premise. Invariably, at least half a nonsense parallel is impenetrable. 


Example: "Do you think it's so clean because it smells so good?" I defy you to make sense out of that. 


More than half a century ago, a Harold Lloyd movie had this line: "Clothes don't make the man. Man makes the 
clothes." Did this start it all? We now have nonsense parallels springing up like dandelions: 


"My backyard turned into the PGA-Sheraton Resort?" 
"No, the PGA-Sheraton Resort turned into your backyard." 


Now: Are you proud because you figured this out? Or did you figure this out because you're proud? 
33. If half a parallel is negative, the parallel itself is probably weak. 


This tip isn't (pardon the term) parallel to tip 32. A nonsense parallel is ridiculous; a negative parallel isn't. Rather, 
it's logical but not helpful. 
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A sample will clarify: 
Kendall Drive used to be a road to nowhere. Now it's the road to everywhere. 
Another: 
People used to say the taste wasn't exciting. They don't say that anymore. 
Still not convinced that a negative parallel probably isn't your best-selling copy? Let's look at one more: 


Who says this computer has a poor service record? Not the users who get their Winchester hard disk drives 
from us. 


The negative parallel plants a negative seed. Everybody who sells . . . whether head-to-head, in print, on the World 
Wide Web, or through a broadcast signal, knows negative seeds sprout at ten times the speed of positive seeds. In 
the Age of Skepticism, our readers look for negatives. Let's not feed them. 


34. Don't assume that a mildly favorable fact is a selling weapon. 


Somehow, researchers have superimposed on marketers the notion that a majority51 percent or moreis ammunition. 
My opinion differs. I suggest the existence of a major difference between the voting majority at a stockholders' 
meeting and a powerful sales argument in an ad or mailer aimed at somebody who doesn't know you. 


Here's an example of a fact-based copy platform: 


Fact! 93.796 of those who already have bought these self-adjusting trousers say they're satisfied. 
Fact! 7296 say they plan to buy more. 
Fact! This low price can't be available forever. 


My reaction to the first "Fact!" was negative. Aside from the weakness of the word satisfied, I was troubled by the 
existence of 6.396 who weren't satisfied. "Planning to buy more" isn't the same as actually buying morea common 
problem with attitude research. Had the copy been able to claim, "Three out of four buyers came back and bought 
another pair!" we'd have a salesworthy factnot just a naked piece of information floating in the Dead Sea of 
description. 


35. The components of a direct-mail package should reinforce one another, not parallel one another. 


I say "One another," not "each other," because sometimes a letter, a brochure, a lift letter, and a third-party 
endorsement will all project the same message. Uh-uh. 


The most common violation of this tip is writing a letter and a brochure whose sales messages are nearly identical. 
When copy in a sales letter and a brochure is the same (perhaps reorganized but not presenting different dimensions 
of thought on the subject being sold), someone has gone back thirty years and followed the old saw: "Tell 'em what 
you're going to tell 'em. Then tell 'em. Then tell 'em what you've told 'em." 


That still works, when you do it within a single component. It becomes boringly repetitious when you use a letter, a 
brochure, and maybe a third enclosure to restate your approach. 
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Figure 13-9: 
This is what сап happen when a response device doesn't fit the window on the envelope: Even though envelope сору 
says "Free subscription voucher, " the recipient can see "$37.95 . . . that's 81% off" through the misdesigned window. 


Instead, the letter should point out reasons to "look over the brochure I've enclosed," and the brochure might quote an excerpt 
from a magazine articlea reprint of which is another enclosure. When the pieces reinforce one another, the effect is synergistic: 
Each gains power, validity, and the appearance of truth. 

36. When you sign a letter, type your name below the signature unless you're positive the reader will recognize the signature. 
And if you want to be cordial, type the full name and handwrite the personalized version (e.g., you'd sign "Dave Smith" and 
type below it "David I. Smith"). 

The first half of this tip is mechanical rather than creative. It's based on the increasing number of idiot-scrawls masquerading as 
signatures. Since John Hancock put his beautiful, clear John Hancock on the Declaration of Independence, we've suffered a 
gradual deterioration in penmanship. Some executives think it's executive-ish to have an unintelligible signature. 

The reader wants to deal with a person, not a company. Clear signatures are reassuring. 

The second half is based on the increasing informality of 21st-century communications. In courtship, pomposity is out. 


37. Before turning a piece of copy loose, check paragraphs beginning with the word as and replace the wordand the phrase 
following itif you spot limpness. 


A paragraph starting with "as" is especially vulnerable because the word so often begins a refer-back: "As mentioned above . . . 
" or "As previously stated. . . . " 


I don't know the percentage of as refer-backs that can be strengthened, but I'd guess it's at least half. We all do it; we shouldn't, 
since as refer-backs are holding actions at best. Even in the active tense, an as phrase probably is weaker than the same phrase 
without it: "As I told you, we'll..." has far less impact than "I told you уе". ..." 


38. Don't suggest on the outer envelope that the reader has to do something that might be considered work to get a benefit. 
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If the purpose of the message on an envelope is to get the envelope opened, suggesting the reader has to work in order to enjoy 
benefits can be the reason your envelope gets the old heaveho. 


I'm looking at an envelope I never did open. This legend is on its face: 


FREE REPORT! 

You Can Save 

Thousands of Dollars a Year 
By Correcting 

These Common Tax Mistakes 


Heck, I think this mailer can save thousands of dollars a year by correcting this common tactical mistake. "Do You Make These 
5 Tax Mistakes?" might have teased me into opening the envelope ("5" instead of "Five" for impact); the word "correcting" 
killed off my interest in whatever they were selling. 

An envelope preaches at me: 


Luck is no substitute for Knowledge. 
And Knowledge doesn't come easy. 


Maybe the writer was thinking of knowledge of grammar. Whatever might be inside this envelope, couldn't the writer have 
promised me something instead of adding more creases to my forehead? 


39. A dash is harder and stronger than an ellipsis. 


I've lifted this tip from Chapter 11 (where the information refers to grammar and usage) to this position (where it refers to 
impact) because . . . 


Fun Kids Teach Your Child To Speak 


е int Last! The Headstart Your Child Needs 
- “At Last! The Headstart Your Child Needs 
0:116 F to Learn а New Language" E33:29.95 


LONE а СЕЙ The Fun Way for KIDS т 


> | һан» | 

Ше X Window: | PAID 

THANSPARENT LANGUAGE 7 Macintosh 5 
CTIFTION LE 


£^ | A] to Learn a New 
27 - Language! PAIGRITY C 00€ | 9.02 -901 -3-600 
JAPANESE CHINESE KOREAN ano le Inao LA 


ҮТИ ҮЙ 


-~ it “- Plantation, FL 33317-2541 
„А С FREE"... КЕК К ТЛ УУ 
ae v DAZZU OILS а $397 эшме PREH 


IMDONESIAN — ENGLISH 


Figure 13-10: 
The envelope describes just about everything it contains. Usually this isn't good salesmanship, 
but for a computer program such as this one it can entice the recipient to look inside. 
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Careful! You may not want hardness and strength. This is a subtle tip. The difference between a dasha power- 
stopand an ellipsis . . . a soft interrupter . . . is clear. What isn't so clear is when to use which. 


Generally, use the dash when you're writing dynamic copy. Use the ellipsis when you want to draw less attention to 
the effect. 


Don't apply this tip to the grammatical use of the ellipsis. When you want to show an incomplete quotation, use dots, 
not dash: "I was saying... ." 


40. Consider perceived value when describing product use or inventing a product name. 
Which one probably will sell more merchandise? 
Protects your lower arms 
or 
Protects your arms far above the wrist 
The typical reader doesn't regard "lower arms" as a vital area; wrists are damage-prone. I favor the second approach. 


A company trying to sell children's videotapes refers to "Annie, a Pigtailed 10- Year-Old." "Annie, a Little Girl in 
Pigtails" changes the emphasis from the pigtails to the girl, replacing clinical description with charm. 


This tip can apply to product names and descriptions, from steak to shoes. Which is a better shoe, the "Ensign" or 
the "Commodore"? 


What's in a name? Plenty, if you're selling by mail. 

41. You usually can strengthen a weak headline beginning with the word if by making it a question. 

A list company sent an enclosure with the Direct Mail List Bulletin. On both flaps was this provocative copy: 
TELEPHONE 
NUMBERS? 
62, 861, 427 


Had the list company used standard "if" copylIf you need telephone number appending"the effect would have been 
fractional compared to the impact of this powerhouse copy. 


Try it. Find an old piece of copy starting with if and play with it. Converting an opening "if . . ." phrase to a 
question, especially a terse question, can start off your message in high gear. 


42. If you cry "Wolf!" be sure your readers can see a wolf. 

Fear sometimes is too powerful a motivator. If you use it, be certain your words generate fear in the reader's heart. A 
fear approach that falls short is a disappointment to the message recipient; from your early warnings, he anticipates 
being rocked by your words. 


An example is a fund-raising mailing whose key component is a note typed in all caps on colored stock. Look what 
happens here: 
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URGENT URGENT URGENT 

RECENT REPORTS FROM ETHIOPIA AND EAST AFRICA INDICATE THAT THE SITUATION CONTINUES 
TO BE VERY SERIOUS. THOUSANDS OF DESPERATE REFUGEES ARE STILL TRAVELING FROM ONE 
COUNTRY TO ANOTHER IN SEARCH OF FOOD. 

ALTHOUGH RECENT SHIPMENTS HAVE PROVIDED SOME RELIEF, MUCH MORE IS NEEDED.... 


The words "Although recent shipments have provided some relief" sap impact from the three "URGENT" headers that demand 
copy power. Suppose the phrase were dropped; the sentence would read, "Much more relief is needed." The sense of urgency 
would continue unadulterated. 


If you suggest a hunter has shot out the wolfs canine teeth and trimmed its claws, you make the wolf far less dangerous. It's 
your wolf. He's as fierce or as tame, as dangerous or as remote, as you make it. 


43. Mysterious forces may terrify the reader, but they won't have much luck selling him or her something. 


A company that for some insane reason wants to handle my investment portfolio sent me a brochure describing its services: 


First-Class 


Pre-Sort 
"ves Maret Fito US. nh wtage 
Mailing Division PAID 
7871 N.W, 78th Street Малы ri. 
Medley, FL 33166-7530 Permit 83157 


WERSCHELL LEWIS 


340 M FIG TREE LM 
PLANTATION FL 33317-2881 


И, 


case open 
in private. 


The word "private" still has some impact. Even though this communication 
obviously has no personal element, the envelope copy helps it get attention. 
The four words would have had greater verisimilitude if they had been handwritten. 
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ADVANTAGE # 1 
Your portfolio will be reviewed and analyzed, and appropriate suggestions will be made. 


Big Brother is watching me! Apparently he's in the publishing business, too, because his magazine starts its sales 
pitch this way: 


This NEWS 

Is SIGNIFICANT 

To YOU 

Dear Sometime Reader: 

The decision has been made. You'll be allowed to join us. 


Check your own copy. If it uses the passive voice"something will be done," not "I'll do something" it could suffer 
from the Mysterious Forces Terror. "They," whoever they are, are taking over. The decisions are out of our hands. 


No! By taking responsibility, you build rapport. Although I hate the premise, I'd have been a reader/participant and 
not an adversary had the communication begun: 


I'd like to believe 

this news 

is significant to you. 

To a Special Friend: 

We've decided you're one of us. 


Dispelling implicit hostility can be as easy as taking responsibility for the words you're writing. 
44. Whenever you can add the word you to a benefit, you clarify it as a benefit. 


A letter offering a money-back guarantee says, "There are no risks involved." The writer could have injected 
potency into the same information by wording it, "You take no risk whatever," or "Examine it at our risknot yours." 


Copy selling a medical reference book says, "This book supplies information about . . . "; you or I would have 
worded it, "This book gives you information about . . . " because our revised sales argument narrows itself to reader 
benefit. 


45. The difference between can't and won't is the difference of whether or not you're able to control what you're 
selling. 


Usually won't is preferable, but can't is better when you want to emphasize that all the forces 
of creation are unable to influence the result. 


Two examples might clear up any confusion hovering over this tip. The first is a piece of catalog copy that in my 
opinion grossly misstated the value of a shampoo: 


A gentle shampoo that can't dry even the most delicate hair . . . 


I've quoted it as it was, with the word out missing after "dry." But assume it reads the way the writer must have 
intended it to read" can't dry out." See how the words make the product seem to fail at a job it means to do? 
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We replace can't with won't, and voila! 
A gentle shampoo that won't dry out even the most delicate hair . . . 
The second is copy for a ball-point pen: 
Bang it. Knock it. Scrape it against a concrete wall. Rasp it with a file. You won't damage it. 


The writer has given us factual accuracy, not inspiration. This situation is the reverse of the one before it because 
we're supposed to think that no matter what we do, this pen can take it and come up smiling. So we change one word: 


Bang it. Knock it. Scrape it against a concrete wall. Rasp it with a file. You can't damage it. 


In this tip, we have one of the tiny keys to copy-power we sometimes overlook because using one word instead of 
another isn't a ghastly error but only a thinning of the magic paste. 


46. Emphasize the right point. 
This tip means extrapolating benefit from factual information. Copy for a fax machine crows: 

Uses thermal paper (included). 
As a plain-paper fax user, I don't regard thermal paper as a benefit. In fact, the word thermal implies something 
combustible, likely to burst into flame as I stare at it. How easy it is for the copywriter to answer my "So what?" 
with a benefit aimed squarely at me: 


Special "thermal" paper means you never have to add toner. 


See how the emphasis changes? Copy now focuses where it shouldon what the paper does for the user, not on the 
structure of the paper itself. 


A parenthetical point: I oppose indiscriminate use of quotation marks, but I embrace the notion of putting "thermal" 
in quotes here. Why? Because this device tells the reader the paper isn't really hot and fiery. The quotation marks 
don't help our direct comprehension, but they indirectly help our acceptance of the unknown. (See the Quotation 
Mark Rule under "Punctuation and Grammar," Chapter 26.) 


47. Comparative copy should specify areas of superiority. Damning the competition without giving the reader solid 
meat leaves your reader chewing airand burping out your sales argument undigested. 


You want me to switch from an existing supplier to you. What do you tell me? 


I'll wager that an apprentice insurance salesman, armed with little more than the realities of competition, could 
mount a more realistic selling argument than this letter from an insurance agency, which starts off in just the wrong 
key: 


Dear President: 

I have contacted you in regard to your pension assets being managed by someone other than the best. We 
have been ranked the #1 manager of pension funds for years and manage in excess of $50 billion dollars of 
assets... 
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The letter goes on to bury with unflagging success its corethe actual percentages of asset increasesin lines such as "I 

believe that you are a wise and successful business person" (Urp!) and words such as "utilizing," which we'd expect 

in a communication such as this. The writer signs his name "Edward H. Maass, EQA," as though I had even the 

foggiest notion what "EQA" means. 

The capper is the P.S.: 

WHY MANAGE WITH THE REST WHEN YOU CAN HAVE IT MANAGED BY THE BEST!!! 


Tell you what, Mr. Maass. Drop your initials. Take the spats off your copy. Use only one punctuation mark at a 
time. Write in complete sentences. Open with benefit to me. Then we'll talk. 


(You'll find a complete discussion of comparative advertising in Chapter 6.) 
48. If you want to use testimonials but don't have any, offer a prizefor the best ones. You'll get a lifetime supply. 


I can't show you examples of testimonials obtained this way because in print a testimonial is a testimonial. You'll 
have to take my word for it. The procedure does work. 


A caution, though: Don't ask for testimonials; ask for opinions. Results will be just as good and your ethics will 
remain intact. 


49. The word needs as a noun is never as explicit nor as effective as another noun you already know. 
Yellow Pages copy is shot through with headlines such as "For All Your Insurance Needs!" or "For Your Office 
Supply Needs." Don't use that reference as an excuse to use "Needs." Yellow Pages copy isn't a treasure-house of 
brilliant copywriting; your direct-mail piece should be. 
What set me off was a mailing from someone within our industry whose letter was headed: 

WE CAN SERVE YOUR DIRECT MAIL NEEDS... 
The heading itself wasn't peculiar. What was peculiar was that much of the letter that followed was bright, 
thoughtful, and pointed. Dullness, in the first two paragraphs, was the direct result of having to lean on the broken 


crutch "Needs." 


If the writer of this letter had reasoned, "What are this guy's direct-mail needs? They'll be the focus of my headline," 
then the letter might have resulted in an inquiry from me instead of inclusion in my "What Not to Do" file. 


Try to program an automatic red flag. When the word needs goes in, the red flag goes up and the writer backspaces 
until every evidence of this dulling malady is eradicated. 


50. Plate your word-faucets with gold. 

Without getting flowery or labored, use words with magic in them. They're there, not only in your dictionary or 
thesaurus but in your imagination. Fertilize your imagination, nurture it, prune it, turn its face to the radiant sun of 
reader involvement, and it will sprout. 


A writer whose imagination had some weeds in it wrote this: 


J.R.R. Tolkien's masterful epic tale of wizards, ores, and heroic hobbits was printed as a three-volume set. 
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Are you bewildered by an attack on what seems to be a good piece of copy? Weeds choked one key word. We have 
"printed," a plumber's word, instead of published, a wordsmith's word. 


The difference between motivational copy and bulk description lies in the fraction of a degree separating the reader's 
almost unconscious reaction to printed from the reaction to published. It's the difference in fund-raising copy 
between "Now we want your help" and "Today we want your help." It's the difference between the flat "This is to 
notify you that . . . " and the attention-grabbing "This is to alert you to... 


The Inevitable Conclusion 

To the copywriter, sensitivity to words is just as much a key to professionalism as the ability to put those words onto 
a sheet of paper. Your viewpoint is closer to the target individual's than to the writer's. You're the filter, the border 
guard, the last stop before mistakes are immortalized. 


To all who write direct-mail copy, the last bastion of copywriter control: Good luck. Your competitors want to drink 
your blood. Let them starve. 
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Chapter Fourteen 
How to Write Speed-Format Copy 


Speed Formats Don't Have to Be Ho-Hum Formats 


If you're old enough to remember World War II, you probably also remember the excitement a telegram could 
engender. 


A clean-cut young man rode his bicycle to your door, and when he handed you the yellow window envelope, the 
surge of emotion was almost overpowering. What was in that envelope? An order? A job offer? The possibility that 
it might be bad news heightened the suspense. 


I remember the telegram that came a few days after I had gotten an advanced degree. It offered me a teaching job at 
a college I had no intention of considering. So powerful was the medium that I heeded the message and taught there 
for two years. 


Where are the joys of yesteryear? Western Union drained the magic out of telegrams by phoning them to the 
recipient and asking, "Do you want a printed copy of this?"an anticlimactic record, like watching an instant replay. 
Clean-cut young men don't ride their bikes anymore; the occasional cyclist is either a ten-year-old, veering into your 
path on his deadly trail bike, or, if he's older than ten, chances are he isn't clean-cut. And try finding a Western 
Union office. 


Can Bulk Mail be "RushInstant!"? 
One of the inevitable results of novelty is early burnout. 


The mailgram was a novelty when business mailers first started using it. In my opinion, its cool blue color damaged 
the emotional impact, but that's just an opinion. 


Another opinion: The proliferation of speed formats has brought the whole technique close to the deadened land of 
ineffectiveness, where no response grows. 


The original mailgrams weren't to be bulk-mailed. They were designed for first-class postage, they had to be 
"handled," and they added so much expense that it was completely logical for alternative formats to appear. The 
ideal format would have impact stemming from the appearance of immediacy, "Open me now!" screaming from the 
envelope, and not too severe a letdown once trembling fingers had pried the message out of its garish womb. (The 
Western Union "Priority Letter" is now yellow and orange. See Figure 14-1.) 


Hundreds of speed-message formats have appeared. Some are far more cleverly conceived than the messages they 
carry. АП suffer from the overpopulation within their ranks. 
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Figure 14-1: 
Western Union has refined its "Priority Letter" to make it seem hotter and more immediate. Competition has 
dramatically reduced both impact and share of market, even though this competitor is first-class mail. 


Some Iconoclastic Notions 


If you're in business, check your mail for the next few weeks. You may find, to your surprise, a dozen or more speed-format 
mailings. The phrase "to your surprise" validates the claim I'm about to make: 


If these formats have become so commonplace that they no longer have a singular impact, their very purpose has 
become self-defeating. 


Only when I sorted through my files, gathering documentation for this book, did I realize that one of the samples actually was a 
genuine piece of first-class mail with an honest-to-goodness urgent message. 


Hah! The joke is on the sender. I've become so jaded that I treat all speed formats as third-class mail. My resistance seems to 
grow in direct ratio to the frenzy behind them. 


From this, I've formulated the First Law of Speed Formats: If the recipient becomes annoyed by discovering your ploy, the 
speed format has worked against you, not for you, because more conventional formats wouldn't have generated a negative 
reaction. 


The Second Law implements the philosophy of the First Law: The message must project timeliness, personalization, and 
possible loss of benefit, or it falls out of key with the format and violates the First Law. 


Consider those first two laws before you throw them out, saying, "The speed format gives excitement to my dull message. 
Here's an example of how mailers misuse speed formats through their ignorance of the laws. Even as I was at the keyboard 
attacking speed formats, the postman delivered a Federal Express look-alike. On the flap, in a red reverse, was this legend: 


EXTREMELY URGENT LETTER ENCLOSED 
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Figure 14-2: 
Mailed at bulk rate, this speed format is an obvious . . . and sometimes 
successful . . . attempt to have the recipient think it's Priority Mail, 
a two- to three-day delivery service of the U.S. Post Office. 


RUSH TO ADDRESSEE 


EXTREMELY IMPORTANT 


Figure 14-3: 
Because most people associate the eagle with standard mail, the bird is a common choice for 
speed formats. This is one of many available from Allpro Printing, Clearwater, Florida. 


page_202 
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Burned by my earlier ignoring of a genuine urgent letter, I opened the thing. Inside was a printed message, the 
urgency of which could apply only to the sender. He wanted to sell advertising space. 


Nothing in the message said "You." Nothing in the message said "You'll lose this benefit unless . . ." 


My reaction: Since the message was fraudulently couched, the medium was fraudulent. 


The Rule of Pseudo-Lying 

The Rule of Pseudo-Lying is the control, the governor on what might be a disgusting runaway throttle. If enough 
mailers recognize this rule, matching medium to message, then "Urgent" will mean urgent and "Hurry!" will relate 
to reader benefit as well as sender benefit. The rule: When the reader thinks you are not telling the truth about one 
point, he extends that opinion to your entire sales argument. He rejects even the statements that are true. 


So let's suppose I really could use the advertising space pitched in the "Extremely Urgent Letter." My decision on 
the space is still "Forget it"not because the sender misstates the facts, but because he cloaks them in duplicity. 


When emotion and intellect come into conflict, emotion always wins. I reject the factual (intellectual) core of the 


message because I must; emotionally, I'm wounded by deceit. Under the Rule of Pseudo-Lying, if fact is 1 percent 
contaminated with deceit, the whole rhetorical meal is full of maggots. 


Four More Laws of Speed Formats 


To those who value form more than substance, I offer a venerable comment by David Ogilvy: "What you say is 
more important than how you say it." 


We're in the Age of Skepticism, remember? The validity of Ogilvy's notion (published in 1963) may be blurred by 
whole generations of television glitz, but for direct marketers its focus couldn't be sharper. 


So if you're hung up in speed formats, I beg you: Don't drive your message recipients deeper into skepticism, where 
the rest of us copywriters won't be able to get at them. Keep the message sane and apparently true. We'll all benefit. 


Four more laws can prevent the siren song of format from drowning out the victory march of message: 

The Third Law of Speed Formats: Open the message with compelling benefit. 

The Fourth Law of Speed Formats: Don't let any distraction soften the "bulletin" copy approach. 

The Fifth Law of Speed Formats: If your message is supposed to be one-to-one, keep excitement high by keeping 
adjectives down; your message will match the medium if its entire structure demands imperative action that 


produces benefit. 


The Sixth Law of Speed Formats: Slash away mercilessly at hard-selling copy that leans toward the verbose. It 
destroys speed-format credibility. 


Nothing difficult here, is there? Let's see how the laws work under battle conditions. A computer-personalized 
yellow-and-black speed format, with the word "International" in its name, had this heading: 
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CONFIDENTIAL PROGRESS REPORT 


00000 %-р1611 аа? 


мжымаа 9 (міз 
мо а Fhe тик i 
PLANTATION FL JMLren 


Figure 14-4: 
Not exactly a speed format, this envelope mirrors many of the devices such formats employ. 
ONE MORE REASON TO 
VISIT BOOTH 423 


AT [NAME OF TRADE SHOW] 


See the violations of the Third Law? "One more reason" means other reasons, more compelling than this one, exist. Visiting a 
conference exhibit isn't exciting unless benefit to me transcends the simple notion of the visit itself. The "International" band 
circling the envelope misinterprets the relationship between the states: The message came from Chicago. 


The Fourth Law is probably the most abused of all the protective controls. An example is a speed format using the words 
HIGH PRIORITY COMMUNICATION in the standard reverseband that girdles most of the envelopes of this genre. What's the 
high-priority communication? Here's the first sentence: 


WE HOPE YOU ENJOYED THE DIRECT MARKETING ASSOCIATION CON-FERENCE AS MUCH AS WE 
AT [NAME OF COMPANY] DID. 


What may have gone awry here is that the hapless copywriter was instructed, "Write a sales letter to those who attended the 
conference." The writer didn't know the company would use a speed format. If the writer did know, the blame is clear. His 
message didn't match the medium because the opening denied the urgency the envelope and format proposed. 


The Fifth and Sixth Laws are tied together and are the most subtle of the list. Even moderate attention to the discipline of 
force-communication would have prevented this copy from being superimposed onto a structure that implicitly rejects it: 


GET READY FOR THE BIGGEST TRUCK SELL-A-THON OF THE CENTURY! MORE THAN 2, 000 FORD & 


GM TRUCKS "BY INVITATION ONLY," VANS TOO! AT FANTASTIC PRICES! EVERY LETTER HOLDER 
WILL RECEIVE A 
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LOVELY 10 PC WOK COOKING SET, 35MM CAMERA, OR OTHER SENSATIONAL GIFT! 


As purists, we're jarred by the feminine adjective "lovely" in truck-selling copy, and as creative types we're annoyed 
by dependence on exclamation points for artificial excitement. While we're on the attack, 2, 000 trucks is quite a 
number for an exclusive "by invitation only" sale. 


After this Barnum and Bailey opening, the copy settles down but never justifies the format housing it. My question: 
Why use a speed format for a standard hard sell? 


A Speedy Conclusion 
Like the hippies of the 1960s, speed formats try so hard to be different that they begin to look the same. 


The format has logic, but logic is transgressed when the message doesn't deliver. If you mail your offer in an 
envelope whose face is a breathless "Here's hot news only for you!" then justify the envelope by matching the 
components. 


You can practice by writing fifteen-word telegrams in the old, exciting style; before long you'll revitalize an 
otherwise ho-hum use of a medium that threatens to become overused. The format does workif the writer puts on his 
telegram-delivery hat and envisions the young man on the bicycle, scurrying with a message the recipient knows 
will be hot news. 


Sometimes I think American history would have been changed if Paul Revere had had access to speed formats. 
Instead of charging through the countryside yelling, "The British are coming!" he'd have mailed an envelope, red 
white and blue or yellow and black, with copy such as this: 


Dear Friend, 

We hope you enjoyed watching for the British as much as we did. Now it's our pleasure to tell you their 
soldiers are available for a limited time only, in their lovely red coats. 

This information is by invitation only. Please respond within the next fifteen days. You may indicate your 
acceptance of this offer by loading and firing your musket. As a prize you will receive a signed 
DECLARATION of INDEPENDENCE. 

For more details, call George at 1-800-555-1212 during normal business hours eastern time. 


So we have the Ultimate Rule of Speed Formats, which also governs any communications that have any hope of 
verisimilitude: Stay in sync with yourself. 
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Chapter Fifteen 
Writing Television Copy 


A Different World 


Ask ten beginning copywriters what kind of copy they'd prefer to write. Eight of them will answer, 
"Television!" (The other two will answer, "Online copy.") 


It's no surprise. Television is the glamor medium, all right. And in years past, it had another advantage for the 
beginning writer: A charlatan could survive well in its oily waters. 


So television writers who hadn't the slightest idea of how to use the most powerful and influential medium ever 
made available to wordsmiths filled their scripts and storyboards with spins and wipes апа optical effects . . . and 
they got away with it because a television commercial that called attention to itself as a commercial was a 
marvelous sample for the writer and the producer. What do you mean, did it sell? That isn't how we keep score. 


Those days of golden brass are going into eclipse. Advertising agencies win awards for their television spotsthen 
lose the account because the award is given for artistry, not for salesmanship. When this happens enough times, 
sanity reappears in the screening room. 


Until sanity returns, the journeyman writer is penalized by a harsh reality: The commercials that win awards, that are 
glorified, and whose key scenes appear in trade magazines have high visibility because of big budgets, celebrities, 
and expensive effects. Quiet successes get their cheers in limited intraoffice reports. 


How to Structure a Television Spot 


In a controversial recommendation, Video Storyboard Tests suggested you not mention product name in the first 
five seconds of a TV spot. Why? Because, they say, viewers will tune you out before you've established rapport with 
them; they recognize too early they're looking at a commercial. (A qualifier, says Video Storyboard Tests: This 
limitation doesn't apply to brands the viewer already uses.) 


Thus, Saturn automobiles produced a "wraparound" commercial. A small boy struggles to play "When the Saints 
Come Marchin' In" on a tuba as big as he is. After 15 seconds, the station runs other commercials. At the end of the 
"pod," we're back to the small boy with the tuba. A Saturn pulls up, and he and the tuba are able to enter the semi- 
backseat of Saturn's three-door car. 

Subsequently, the second half ran as a single 15-second spot. 


I'm skeptical about the whole notion of holding off identification, so I'd add another qualifier: With so many 
commercials having a total airtime of 15 seconds or less, and with advertisers 
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SF) BOY TOSSES NEWSPAPER 
VER BOULDERS 


Figure 15-1: 
Jeep has mastered the technique of making a point without using a single spoken word. This 
commercial shows cars driving through upscale entrances; then a Jeep climbs over a huge pile 
of boulders, its entrance. The payoff: A boy on a bicycle tosses a newspaper over the boulders. 
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Figure 15-2: 
This storyboard of a Jeep commercial emphasizes the SUV's ability to go anywhere, under any conditions. 
The final frame, not as visible on the storyboard as it is in actual production, has the slogan: "There's 
Only One Jeep." A minor point: Why capitalize "Only" and "One" in a conversational sentence? 
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splitting 30-second spots between two separate and unrelated products, we can incorporate this suggestion into the 
First Rule of Television Impact: If you open with a five-second episode excluding product, close with five seconds 
of hard visual and auditory emphasis on product. 


An Explanatory Subrule helps keep the First Rule of Television Impact on the rails: Validity of the First Rule of 
Television Impact increases with a decrease in spot length. 


So the rule applies more profoundly to a 15-second spot than to a 60-second spot. 
The Viewer's Perception 


The viewer has no sense of television timing. An advertiser will air two versions of the same commercial, one 60 
seconds long and one 30 seconds long; the viewer finds them indistinguishable from each other. 


This has become common practice: During the introductory phase of a campaign, the advertiser runs a 60-second 
commercial or a 30-second commercial; once familiarity has been established, a condensed version30 seconds or 15 
seconds runs. 


With the breakdown of the traditional 30-second spot into "split-30s," it was inevitable that networks and individual 
stations would begin selling 15-second spots to advertisers at large. 


The argument, "Total commercial time hasn't increased," doesn't wash. If we're foot soldiers in the army and every 
enemy gun is aimed at us, it's inconsequential that the total war hasn't escalated. The number of bullets fired at us is 
what matters. 


The 15-Second Flood 


The challenge to any old-time television writer who broke into the business creating 60-second spots (or even two- 
minute spots for mail-order items) is a tough one. From 60 seconds, the preferred length shrank to 30 seconds. Then 
the preferred length became 15 seconds. The typical challenge: Write a spot with the same impact . . . using half the 
time. 


If you analyze this challenge, you'll see it's a geometric increase in difficulty because the commercial faces twice as 
many competing spots in the same commercial break. 


The commercial glut hasn't slacked off in the face of a plethora of competing cable channels and the World Wide 
Web. Sometimes frenzy replaces marketing logic in an advertiser's attempt to seize the viewer's attention. 


And right there is one of the most common pits of quicksand: Seizing the viewer's attention is a means; some 
advertisers see it as an end. The result is attention without payoff. 


An example is Miller Lite beer. Targeting a logical group of prospectsthe twentysome-thingsa batch of 1998 ads 
attempted to create a "hip" image with visuals described as "quirky"such as people licking the beer bottle. Sales fell. 
Eventually, Miller's vice president of marketing told distributors the campaign would be scrapped. 


Another example was a television commercial for Nike tennis attire. The spot had players dropping dead on the 
court. Nike withdrew the spot after complaints poured in, including one from a heart-attack victim's wife. 


Is getting attention the alpha and omega of marketing? Those who want samples for their reels feel that 
straightforward presentations don't further their own image; but the purpose of effective advertising is not to further 
the image of the creative team, but of what's being sold. 


Celebrities, overused, call attention to themselves more than to what they are selling. Sprint used Candice Bergen as 
a spokesperson. Some of the commercials emphasized where she was (e.g., in a space suit, unrelated to long- 
distance service) rather than what she was selling. Later Sprint spots centered on the company's competitive position 
rather than on a name spokesperson. 
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Figure 15-3: 

The talking Chihuahua of the Taco Bell commercials has been the most popular, 
most memorable, and most productive spots any fast-food restaurant has ever 
run. Many come into the restaurant just to repeat the little dog's slogan, "Yo 
quiero Taco Bell." But eventually the novelty wore out. Franchise complaints of 
flak sales brought back emphasis on what Taco Bell locations have for sale. 


Kmart hired Rosie O'Donnell and Penny Marshall, deliberately bypassing glamor for customer prototypes as 
spokespeople. BellSouth used former MTV personality Daisy Fuentes to sell telephone service in areas that had a 
high percentage of Hispanic residents. In the surge of consumer advertising for prescription drugs, Claritin hired 
Joan Lunden as spokesperson. Taco Bell, meanwhile, used a "talking" Chihuahua as spokesperson . . . make that 
spokesdog. According to Taco Bell, the talking dog . . . or, more probably, the novelty of the talking dog . . . resulted 
in short-term increased business. The others? Reports were inconclusive. 


Add to this the plethora of car dealers and other business owners who decide to present their own commercials, and 
you have the strong possibility of emphasis on the person instead of on what that person is selling. For every George 
Zimmer, CEO of Men's Wearhouse, who exudes camera-savvy confidence on camera, we see dozens of business 
ownerswould-be self-financing celebritieswho struggle painfully to read the words on the TelePrompTer. 


The 15-Second Spot: 
Blessing for Advertisers, Curse for Viewers 


With the 15-second spot standard as this book is published, television advertisers show considerable hypocrisy as 
they coincidentally 1) say the multiplication of spots within an allocated time period won't damage effectiveness as 
long as total commercial time isn't increased, and 2) ask stations to put their commercials in the first position within 
a stack of spots. 


Having six to ten spots in a single break is an extraordinary challenge to the writer. "Think like a poster" is a good 
yardstick when you write short spots whose share of the viewer's attention will be sapped by its podmates. 


Can you emotionalize within a 15-second spot? It's a struggle because building rapport demands precious seconds; 
let's remember our ultimate goal and sadly conclude that if the viewer loves the situation we've built but doesn't get 
the notion to buy something, we're dramatists, not salespeople. 


A study done by the J. Walter Thompson advertising agency and the ABC television network showed muddy 
conclusions: Informational ads for well-known brands should work well; consumer awareness of new products 
should increase; campaigns requiring emotion shouldn't use the shorter length; effectiveness can be as little as 30 
percent or as high as 80 percent for the 30-second ads. (The study isn't new; it was conducted just as 15-second spots 
became a fact of life. A more recent study might show deterioration of overall effectiveness because of the typical 
resultan increase in bulk and density.) 
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Some advertising giants lean on what they call "testing" as a replacement for creative thinking. These advertisers 
pretest a whole group of ideas in front of a focus group, using semiproduced commercials. They then produce those 
with the best scores. 


Better than no testing at all? Sure. Reliable? No. A self-conscious viewer looking at a semifinished commercial 
hardly parallels battle conditions. 


For the advertiser whose 15-second spot is fifth or sixth in a pod stack of eight to twelve, life can be tough. 
Attention-getting devices wear out quickly; they subtract precious seconds from an already-short spot and they're a 
Band-Aid at best: If every 15-second advertiser opened his, spot with an attention-getting device, the whole medium 
would be laughable. 


Commercial Zapping? You Ain't Seen Nothin' Yet 


Recognizing and reacting to the inability of viewers to sort through piles of televised messages, and anticipating 
clamor added to the clutter, some advertisers and agencies have begun to explore ways to enable their commercials 
to crash through the dull barrier of viewer apathy. 


Crashing Through the Apathy Barrier 


Take 30 seconds (lots of time, equivalent to two commercials) to think of ways for any advertiser to crash through 
the apathy barrier. Ready? Go. 


Thirty seconds later. Chances are your solution (if any) involved noise or intensification of visual images. Either 
solution has a percentage of mechanical or morphing (one key item transforms itself into another, as the viewer 
watches) procedures at least as high as the percentage of creative wordsmithery. 


Maybe that's as it should be. How long has it been since you saw a "stand-alone" commercialone that wasn't 
preceded or followed by other commercials? It's naive to assume we can control the viewer environment or the 
attention ratio our commercials get from their televised environment. 


Startling graphics are easy when you have any mastery of morphing or computer animation. Attention-getting 
sounds are easy, too. Ten years ago, a television writer who admitted sensual dependency would have been regarded 
as a dilettante or a beginner. No more. (Yet a commercial that employed none of the contemporary devices was the 
winner of a major award. See Figure 15-4.) 


A by-product of intensity as a television technique is the downgrading of people in spots. Traditionally, a spot 
showed or suggested human participation. The intensity philosophy makes people optionalor even an intrusion into 
brilliantly colored abstract art. 


What happens when sensory saturation cuts the relative attention ratio of televised messages to a 10 to 15 percent 
level? It's parallel to tasting many wines in succession without the palate-cleansing sip of water in between. 


The writer might propose an experimental "limbo zone" of several seconds between spots. With a visual of clouds, 
trees, or the seashore, a quiet voice might say, "Take a breath." Total elapsed time: three seconds. 


An impossible dream? Of course it is, unless an adventurous advertiser incorporates those three seconds into a paid 
commercial, and who would do that? 


A more likely approach is to follow the procedure an underdog candidate for governor of Minnesota attempted in 
1998... and succeeded in getting himself elected. Jesse Ventura, a for- 
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Figure 15-4: 

This commercial, for Swanson Chicken Broth, was a winner of the Advertising Research 
Foundation's David Ogilvy Research Award. According to reports from the brand, the 
approach resulted in a 34 percent sales increase, much of which was attributed to the 
advertising. Note that the commercial has no trickiness, no morphing, no dependence 
on effects. It is an exercise in straightforward exposition of comparative benefit. 
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Figure 15-5: 

Television has become the prime medium for 
political campaigns . . . and as personal attacks 
become vote-getters, campaign commercials 
become more and more offensive, in both 
connotations of the word. The text of this 
commercial: "Is Valerie Huttle qualified to be 
our senator? State law requires her to have 
lived in Bergen County for at least one year. 
She didn't. Last year, Huttle voted from her 
home in Long Beach Island. The truth? 
Valerie Huttle has never voted in a Bergen 
County general election. No wonder she 
told the Bergen Record 'I don't know all the 
issues.' If Valerie Huttle can't tell the truth 
now, сап we trust her as our senator? We 
need Senator Lou Kosco, a real fighter for 
our families." Typical of this type of attack 
commercial, it mentions the opponent's name 
four times and the attacker's name once. 


mer professional wrestler known as "The Body," used television to parody his existing image. Playing off his 
nickname, "The Body" became Rodin's "The Thinker," abetted by toy action figures. One spot showed two children 
playing with action toys. One was Jesse Ventura; the other was a lobbyist attempting to buy favorable legislation. 
The child holding the Ventura doll had his figure emphatically reject the lobbyist. While competing candidates 
scoffed, the clear message took hold with Minnesota voters. 


If, after 30 seconds of cogitation, you came up with "Make an offer the viewer regards as beneficial," 
congratulations. But you can spend an entire evening viewing various high-budget television commercials and not 


see even one that qualifies. 


Zapping 


Zapping is a television viewer's elimination of television spots by turning off the sound during a broadcast, stopping 
the videotape when recording a show, or fast-forwarding a prerecorded tape. The intention is simple: to avoid seeing 


commercials sponsors may have paid many hundreds of thousands of dollars to produce. 
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Zapping isn't a cry of outrage against any particular sponsor or any particular commercial. Rather, it's a reflection of 
boredom, of oversaturation, of annoyance with commercial clutter. 


The natural conclusion of having four 15-second commercials instead of two 30-second commercials or one 60- 
second commercial has been a confusion of clutter. "Which car is it during this break?" has given way to "Which car 
commercial will follow the car commercial I'm looking at now?" Hey, there's Ford. Didn't we see a Chevy spot 
thirty seconds ago? Which toothpaste is this? Which detergent? Which fast-food restaurant? 


The viewer, who doesn't time the spot but sees only a succession of tired situationsautomobiles shrouded by smoke 
machines or driving on wet pavement, too-happy waitresses lecturing customers on the virtues of paper towels and 
detergents, athletes thinking of their residual pay as they mumble their lines endorsing all manner of items, and 
orgasmic dances glorifying soft drinks or perfumes. 


It's zap time. Here's the latest electronic gadget to help the viewer escape the gnat pack. Ahhhh! 
To Avoid Zapping 
If you can't lick 'em, join 'em. 


Stations aren't about to retreat from the 15-second income bonanza unless these clustered spots reach so low a point 
of effectiveness that television advertisers start retrenching. So we see a counter-minitrend: Advertisers who want to 
cut down zapping have begun to buy longer time periodseven old-fashioned 60-second spotsand turn them into 
condensed shows. The spot will open with a sports or entertainment quiz, or a news update, or a nostalgic trivia 
teaser. Then, with the viewer well hooked, the message pours through, like the castor oil mixed into a chocolate soda. 


Isn't this an expensive alternative to zapping? You bet. Obviously, only a few advertisers can use itone or two per 
station breakwhich means other alternatives have to be explored. Among the experiments are dynamic use of non- 
show-biz celebrities, electronic gimmickry, and the often self-defeating technique of using up to two-thirds of the 
spot to stroke and entertain the viewer, limiting actual sell to a quick flash. 


One unhappy reality of television exposure for the smaller advertiser is the relationship between the advertiser's 
name recognition and spot length: The less recognizable the name, the longer the spot has to be to sell the same type 
of merchandise. Lower-budget advertisers, then, should look to 30-second and 60-second spots. The benefit is the 
greater dominance a longer spot might expect within a cluttered commercial ghetto. But look out: That word might 
puts the obligation right back onto the writer. 


Can a Spokesperson Be Too Distinct or Too Vivid? 


A few years ago, the creative team at the Leo Burnett advertising agency had an idea: To introduce a Pillsbury 
product called Crusty French Loaf, why not use an actor impersonating the late Peter Sellers as Inspector Clouseau 
(from the Pink Panther movies)? 


Have you entered an automatic objection to the concept of impersonating an actor who himself is projecting an 
impersonation? Good for you. 


The question is academic because the spot, as originally produced, never made it to the air. Why? Because research 


revealed a tragic flaw: The character was emphasized more than the product. In the words of Pillsbury's director of 
market research, as quoted in Advertising Age, "We de- 
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termined that the commercial's ability to communicate and persuade was very good, but we needed to give the 
product more time. Also, we built in a little more exposure of the brand name." 


When you consider celebrity or fad coattail riding, watch it! Don't fall in love with your device and don't forget the 
purpose of a commercial-to sell something. 


Lee Iacocca, the sometime head of Chrysler, decided in the 1980s to go on camera as company spokesman. Iacocca 
had both a powerful personality and down-home credibility. His commercials succeeded. 


By the mid-1990s, a cascade of CEOs were delivering their own commercials, with results best described as mixed. 
Dave Thomas, head of the fast-food chain Wendy's, achieved a sort of fatherly notoriety until the copywriters began 
emphasizing him instead of what he was selling. By the late 1990s he was reduced to the role of tired-looking bit 
player. 


The head of an organization, whether a stock brokerage or a restaurant, has an automatic advantage: That individual 
can look the camera in the eye and say "I." A promise has more teeth. Just one caveat: The CEO has to have a 
credible personality. Many who have charisma in the boardroom look silly and ill-prepared as they recite from a 
TelePrompTer. 


Trends in commercials shouldn't affect the approach of any writer who realizes: 
1. Countertrends develop as quickly as trends. 
2. Trends result in overuse of a technique. 


Analysts who try to establish trends have to explain why many advertisers abandon slice-of-life advertising in favor 
of clinical demonstration while others begin to embrace the former technique and abandon clinical demonstration. 
As advertisers bite the bullet and pay their impactless celebrities for not appearing on camera, other advertisers seem 
to stand in line to sign up sports and entertainment figures to mouth on-camera messages for them. Result: For every 
likeable Michael Jordan, television seems to spawn a dozen Joe Mumbles. (A more complete exploration of 
celebrity use is in Chapter 16.) 


A dangerous trend is the overproduced commercial with little impact on sales; after the fact, the company or its 
agency issues "Standard Explanation A-37": The commercial wasn't supposed to have any effect on sales; it was 
supposed to increase "awareness." 


Think back, if you were actively in the marketplace in January 1985: Many thought the trend had peaked way, way 
back then, with a commercial for Apple's Macintosh computer showing an endless line of people in business suits 
singing "Hi ho, hi ho, it's off to work we go," following one another lemminglike off the edge of a cliff. This was 
one of two Macintosh commercials still revered in advertising classes. The other was a one-showing-only 
(Superbowl) spot in which a daring woman smashed an "Orwellian sameness" scenario. 


Recall tests (an undependable method of judging, surely) showed that the public neither understood nor remembered 
the expensive Superbowl commercial. When SRI Research Center asked 300 viewers whether they recalled the spot, 
only 10.3 percent described the commercial correctly; 69 percent of those who said they had seen an Apple 
commercial said they didn't know what product was being advertised. 


Apple might say: It was aimed only at the segment that is IBM-aware. The speciousness of the argument is doubled 
when one reexamines the commercial in this light: It neither suggested nor demonstrated a competitive benefit, andif 
it really was aimed at IBM-conscious viewerstelevision was a hopelessly wasteful medium for this advertising 
message. 


But anyone who thought this failure would end the trend had no grasp of the psychology of major advertisers and 
their agencies. Burger King, a division of Diageo (whose very corporate name seems peculiar to many), went 
through advertising agency after advertising agency before finally abandoning cuteness and esoteric messages and 
adopting a "Here's why you should eat at Burger King" posture. Oldsmobile and Saab somehow simultaneously 
created commercials in 
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which an automobile became part of an oil painting. Infiniti produced some impenetrable spots. BMW concocted a 
spot in which the car careened down a street so awash with water that the car had to dodge oceangoing ships. 


In late 1998, Horne Box Office produced a peculiar and obviously expensive commercial in the Macintosh mode. 
The late actor George C. Scott, apparently chosen because of his role as World War II General George Patton, 
commanded a battalion of people dressed as germs, rising up against something or other on behalf of HBO. 


A hard-boiled question, one that may seem strange to those whose primary thought is of their sample reels when 
they create television spots: Will this cause the phone or the cash register to ring? 


Ten Easy-to-Write TV Techniques 
1. The touchstone commercial. 


The touchstone commercial uses as a touchstone a monument, a person, or an event in which we have confidence. 
The American flag, the Rock of Gibraltar, the Statue of Liberty, and the Grand Canyon are examples. The viewer 
transfers his respect, admiration, and confidence to whatever is using the touchstone. Insurance companies use this 
approach constantly. 


2. The lovely payoff. 


We love romance, especially when a story turns out in a storybook way. The viewer's implicit hope that the story 
will turn out "right" turns the viewer to the item being sold. A version of this was a group of McDonald's 
commercials in which children's discomfort was eased when the parent drove into McDonald's. 


3. Benefit tied to technology. 


The claim of benefit doesn't overcome skepticism; benefit tied to technology dissolves skepticism because of our 
implicit trust in technology to overcome all mechanical problems. 


4. Problem solved. 


Nobody wants a portable generator; but if we can show a problem-solving situation in which the generator saves the 
day, we can establish buyer receptivity. So a portable generator spot, placed in hurricane-prone areas, would show 
how a generator keeps the refrigerator working and provides light when power is out, perhaps for days. 


5. Improvement over what was before. 


Advanced and relatively inexpensive morphing techniques make possible a clear image of the change from what was 
to what is. The 2001-model car morphs into the 2002 model as we watch. A man's paunch disappears. A woman's 
hair changes color and style. The viewer accepts the upgrade because he or she sees it happen. 


6. Lean on celebrities. 


In my opinion, this is the most crutchlike of techniquesthe easiest to write because the selling message is buried 
inside celebrity worship, but the most dubious for effectiveness because viewers remember the celebrities and not 
the company responsible for their appearance on screen. (I won't ever forget a 1980s spot for defunct Western 
Airlines, featuring comedian Rodney Dangerfield. One commentator described the image as "a pop-eyed, 
semiliterate spokesperson with a too-tight collar, deserving no respect.") 


7. Nonsense. 


When all competitors in a product category seem to be the same, nonsense might be a way to gain exposure. A 
peanut butter makes the claim of being "Peanutty"; it's "made from the best peanuts in the world." A cereal has an 
animated tiger saying, "It's grrrrreat!" Neither has logical substance nor demonstrable product superiority. That isn't 
the purpose. A nonsensical spot is implicitly nonthreatening and might cause some children to lobby for a particular 
brand. When 
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Figure 15-6: 
Coca-Cola's animated polar bears have achieved huge 
popularity, but their effect on sales seems to be uncertain. 


aimed at adults (what comes to mind is a long-distance service that uses dog heads on human bodies), the effect can 
be grotesque. (I know, I know .. . "but it's memorable.") 


8. Р.О.С.В. 


The Plain ОГ Country Boy approach carried Bartles & Jaymes to a strong competitive position among the various 
wine coolers during the brief heyday of those drinks. The fictional Bartles & Jaymes characters (the latter character 
never saying anything) became folk celebrities through perfect underplaying. Motel 6 uses a P.O.C.B. voiceover to 
give the chain a good ol' boy image. Many local advertisers adopt this posture because the P.O.C.B. image is more 
likely to generate viewer rapport than a behind-the-desk authoritarian posture. 


9. Spokesperson. 


A spokesperson differs from raw celebrity use in that the spokesperson doesn't self-identify; instead, he or she 
discusses the product or service being sold. As mentioned earlier in this chapter, the actress Candice Bergen was for 
years the spokesperson for a long-distance phone carrier, basketball star Michael Jordan for another long-distance 
company, uneasy-looking actor John Lithgow for another, embarrassed-looking and sluggish James Garner for 
another, smug Dennis Miller for yet another, and actor Michael J. Fox for a soft drink. Regardless of when you 
might read these words, turn on your television set and certainly within half an hour you'll see spokespeople whose 
relationship with what they are selling is simply that they are being paid as spokespeople. 


10. Empathy. 


Spots with empathy are hard to write; successful empathetic spots reflect high professionalism. Some of the fast- 
food commercials solve a problem (technique 4) a segment of viewers recognize as generic to them. The result is a 
high degree of empathy: "I relate to that." So a spot shows a baby smearing his dinner all over the floor. The young 
mother isn't exasperated; she simply cleans it up quickly with a specific brand of paper towel. Effective TV empathy 
looks simple, but don't try to write a spot like this unless you know what you're doing, as this writer did. 


Help! It's 2001 and I Can't Get Up 


Mightn't we, to round out the list, add an eleventh techniquestraightforward product sell, emphasizing why the 
viewer should buy? 


We might turn the clock backward to the antediluvian days before noncommunicators seized control of the 
television-writing function. As the stranglehold of term throwers and effects-mad technicians begins to weaken, that 
eleventh category might be a factor again. 


When will this happen? I once set the year 2001 as the millennium year for a lot of changes in communication. 
Oops. How about 2010? Is the time capsule scheduled for opening then? 


Good. Let's climb in. 
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Chapter Sixteen 
How and When to Useand When Not to UseCelebrities 


Boorstin's Complaint 


Would that more advertising agencies that lean on celebrities knew this magnificent comment by Daniel J. Boorstin 
(Vintage, 1992: The Image: A Guide to Pseudo-Events in America): 


A celebrity is someone who is well-known for his well-knownness. 


А "Y'know" Habit With Legs 


Much of the magical aura that seemed to surround celebrities in the 1970s through the early to mid-1990s seems to 
have dissipated. 


The major reason for this disenchantment is the openly cold-blooded commercialism that lets the public in on an 
ugly nonsecret: "For Sale" signs hang around the necks of actors, former politicians, and professional athletes. 
Skepticism and cynicism seemed to peak when unsuccessful U.S. presidential candidate Bob Dole began appearing 
in television commercials (Pentax cameras). Later, Dole became a semispokesman for the impotence drug Viagra. 


The comment "A celebrity is someone who is well-known for his well-knownness" has been enlarged by even more 
cynical shots at the celebrity syndrome: 


They ought to shoot fewer motion pictures and more actors. 

She lost the election but won the endorsement contract. 

A professional athlete is a "Y'know" habit with legshairy ones, probably in panty hose. 

In the Age of Skepticism, even the most naive viewer knows celebrities are for sale. A young woman does well in 
the Olympic Games and suddenly becomes the spokesperson for products far removed from any conceivable area of 
her knowledge or expertise: Pay and I'll endorse your product. 

Originally race-car drivers began adding patches to their garments, for Goodyear or Firestone, Autolite or 


Champion, Texaco or Mobilgas, STP or Wynn's, until the coveralls were themselves covered. The sponsor company 
trades merchandise for a greasy by-product appear- 
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Figure 16-1: 
Ап archetypical example of celebrities-for-hire is actor John Lithgow as spokesperson 
for a long-distance service. The theory of celebrity use is unchanged over the past two 
centuries: Trust and loyalty bleed over to whatever the celebrity is selling or recommending. 
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Companies pay them because the television cameras pick up the patches-semifree advertising. 


Is such a trade logical? On a retentive level, perhaps, because the dollar investment isn't extraordinary. 
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Figure 16-2: 
Retired tennis pro Chris Evert is the "official spokeswoman for children's issues" 
of a medical center. Some logic pertains: She and her children all were born there. 
Giving a hospital some persona, when hospitals as a phylum have been under attack for 
overcharging and treating patients too impersonally, may be a good public relations move. 
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As individuals such as Wendy's Dave Thomas, the controversial hoteliere Leona Helmsley, and hundreds of car dealers have 
shown, a person who can afford a big advertising budget and features himself or herself in the ads becomesvoila!a celebrity. He 
or she is stopped on the street and asked for autographs. 


In по way is this parallel to Colonel Harlan Sanders appearing for Kentucky Fried Chicken . . . first in person, and then 
posthumously as a cartoon. The difference: Colonel Sanders was Kentucky Fried Chicken. Compare this to the disastrous 
Kenny Rogers Roasters, which simply used the singer's name. 


The Celebrity Waste Factor 


Is hiring a celebrity, for thousands or even millions of dollars, logical? Only if the result doesn't violate the Celebrity Waste 
Factor: Having a celebrity move out of context is an artifice that exposes itself to the viewer or reader. A professional athlete 
may keep credibility while endorsing breakfast cereals or athletic equipment, but not alkaline batteries; an actress may keep 
credibility while endorsing fashion or beauty aids, but not machinery or automobile muffler installation. 


If your analysis of potential celebrity-endorsers exposes this Waste Factor, consider scrapping the celebrity in favor of a hand- 
tailored personality whom you build and ownan individual whose celebrity status stems entirely from appearances in your 
television commercials (and in supplementary print advertising and point-of-purchase exhibits). 
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Figure 16-3: 
Do you really believe figure skater Michelle Kwan said that, unless the "challenge" was accompanied 
by dollars? Quotations such as this baldly typify commercial recruitment of celebrities. 
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An unknown can't violate the Celebrity Waste Factor. But occasionally, if your budget and exposure are heavy 
enough, you'll become a Dr. Frankenstein. Your unknown becomes a celebrity, begins to act like one, and kills the 
reason you chose that person in the first place. 


If You're Considering a Celebrity-Presenter 


The Celebrity Matchup Principle will prevent some of the ridiculous misreadings of the Age of Skepticism some 
major advertisers have made lately. The principle: Matching your spokesperson 


I'm comfortable 


" в і b id framt 
зе comfortable. uncompromise: start with your feet 


зе comfortable. uncompromise: start with your feet 


Figure 16-4: 
Rockport shoes initiated a campaign using semicelebrities (see also Figure 16-5). 
The relationship between its choice of celebrities and its product line isn't clear. 
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to what you're selling accelerates your target individuals' acceptance of what the celebrity is pitching. 
Here's the copy somebody put into singer Barbara Mandrell's mouth: 
When I first put my band the Do-Rites together, we were small and our overhead seemed reasonable . . . 


Okay, what was she selling? Sheet music? Uniforms? Fast food? АП we see is the woman herself, no clue. Now we 
get the payoff: 


... but as we've grown, our costs seem to grow even bigger. The cost of health care has skyrocketed. It's a 
major concern to us all. If your business wants to provide employees the best health plan, you should 
consider... 


I can't believe Barbara Mandrell knows more about group insurance than I do. Can you see the tortured copywriter 
with an impossible assignment? "We've signed up Barbara Mandrell. She's a country/western star. Write the ad." 


This guileless reliance on a nonrelevant name is like leaning on a broken crutch: You probably have a better means 
of support. In no way is it parallel to the cold marketing logic of having a basketball player endorse Nike or Adidas 
or whichever brand of sports shoe is paying him. 
Logic is out the Window . . . 

Some peculiar recent celebrity uses: 

comedian Bill Cosby, for almost anything 

Michael Jordan with cartoon character Tweety Pie for a phone company. 

... And Consumers Are Beginning to Know It 

Why would a viewer actually watch and respond to a celebrity-driven message? One study showed that only about a 
third of viewers said they watch commercials "that show their favorite celebrities." The conclusion reached by the 


survey's sponsors: Celebrities do not provide a compelling reason for paying attention. 


Paying attention parallels deciding to buy in only a peripheral way. If the viewer doesn't attend the pitch, it's unlikely 
that a sale will result. 


Celebrities tend to draw attention to themselves rather than to what they're selling. This is the fault of the copywriter, 
who concludes erroneously that having the celebrity "in character" is more important than sales argument. It ain't so. 


An example: During its "frantic" period, Burger King hired television actor and sometime wrestler "Mr. T," who 
threatened the company for changing its Whopper, then tasted the revised hamburger and snarled, "Fool! I'll let you 
live." How far we've come from gentle Ronald McDonald. (Advertising Age reported that the campaign was a flop.) 


Another example: A campaign (primarily on the radio) for Kronenbourg Beer starred British comedian John Cleese, 
known as a member of the classic Monty Python troupe. The campaign won a Clio award for Kronenbourg's 
advertising agency, but winning awards is only the alpha of advertising, not the omega. The campaign was 
abandoned in favor of a print campaign without Cleese because the radio campaign had increased awareness as 
planned but failed to boost sales. 
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I'm comfortable 


MESE am туын 


rt.com «a» 
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be comfortable. uncompromise: start with your feet. 


Figure 16-5: 
Rockport chooses as one of its celebrities Rupaul, "drag superstar, " in a very 
masculine pose. The photograph is skewed to give heavy emphasis to the shoes. 
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The Al Capone Collector Knife 
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Figure 16-6: 
Imagine Al Capone as a celebrity. The Al Capone Collector Knife 
is a curious tribute to "the most notorious gangster of them all." 
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DRIVING LESSONS, WHARTON STYLE. 


Wharton's George Day coined the term 
"market-driven strategy, used today 
by companies worldwide 


Ts successfully drive your business, you must be competitively focused and 
customer focused, It's a lesson too many people forget. 
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programs, which incorporate à unique blend of scholarly excellence and real- 
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Figure 16-7: 

George Day isn't a celebrity as we understand the term. Nor does the setting, 
with a racing car, have much relevance to the prestigious Wharton School. The 
idea might have been to humanize an individual who is worthy of recognition 
within the world of finance and economics. On that level, the ad succeeds. 
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That is the most common danger of celebrity-driven campaignsincreasing awareness but not increasing sales. 


Two-Way Cynicism 


How much credibility do celebrities have? Those who market sports personalities claim a benefit anonymous 
presenters can't matchunquestioning loyalty from fans. If this is true, danger lurks on the two-way street of fan 
loyalty. 


An indication of sponsor cynicism is the beer commercial in which two men appear. Realizing that their names 
might mean little to the typical viewer, the spot superimposes their names; below their names is this super: 


Famous Ex-Basketball Players 


You can see the logical gap. If they were famous, the super would be unnecessary. When we've dug so deeply into 
the celebrity barrel that we have to tell the viewer, "These people are famous," mightn't it be time to reevaluate? 


Soon after a company named First Fidelity Financial Services was closed down by the state of Florida, leaving 
investors of $9.5 million without recourse, the president of the second-mortgage firm was sentenced to twenty five 
years for organized fraud and grand theft. 


But investors who decided to sue, in America's litigious society, said they didn't care about the president of the 
company. He wasn't the reason they had put their money into his pocket. Instead, they blamed former football jock 
Johnny Unitas, who was advertising spokesman for First Fidelity. In radio and print, Unitas had said: 


When you're standing in a huddle with ten of the youngest, roughest players and you now have a big 
decision, knowing that if you call the wrong play, you'll be in a lot of trouble, you'd better make sure you 
have a lot of confidence in your game plan. 


My name is Johnny Unitas. I played football, made some key decisions, and won some important battles. I 
know what it's like to put your money on the line and make it count. That's where my friends at First 
Fidelity come in. 


One of the plaintiffs commented on the ultimate irony attending so many celebrity endorsements: "He said they were 
his friends. He never met the people at First Fidelity until after he made the commercial." 


Celebrity clutter and contagious cynicism tell the uncertain advertiser, hovering in limbo and trying to decide 
whether to spend money on a celebrity: Save your money. 


An Unconcluded Conclusion 


When а life-size sign in a supermarket attracts curious stares but no sales, when television viewers remember the 
pitchman and not the pitch, when a spokesperson commands a fee equivalent to a huge percentage of the whole 
advertising budget, when the purpose of a commercial appearance seems to be to enhance the celebrity's "This is 
what I'm known for" image instead of what the celebrity is sellingflashing red lights signal me: "Danger! Leave your 
wallet in the car!" 
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Brakes, Tune-ups, Alignments, Shocks Drive On. 


Figure 16-8: 

The relationship between venerable golfer Arnold Palmer and tires is basted 
together with the word "Drives." Such a combination of hucksterism and 
meaningless use of celebrities cannot generate a buying impulse as 
strong as a more dynamic offer to do business might achieve. 
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Figure 16-9: 
The ultimate celebrity is God. Michelangelo's Sistine Chapel art has been used and overused 
by every type of marketer from Inc. magazine to Walt Disney. One advantage the advertiser 
has: One can use God without having to deal with an agent (although many claim that mantle). 


Ask yourself, when considering а celebrity-for-hire: If my target consumers were the hard-eyed jury in a court case, 
could I prepare evidence for this individual to recite that would convince them to find in my favor? 


At the very least, don't be blinded by awe of those whom passersby ask for autographs. What will the autograph of a 
famous ex-basketball player be worth ten years from now, anyway? 
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Chapter Seventeen 
How to Write Winning Radio Copy 


Subtlety Is Second-Best 


Sneaking up on a target ignores the multiplicity of competing messages, which causes exasperation with 
communications that aren't instantly comprehensible and tuning out of messages that require effort to appreciate. 


The First Rule of Radio Spot Writing explains this creative truism: Aggressiveness leaves a stronger residue than 
subtlety. 


Without that residuethat spoor, leading the listener back to the message sourcea radio spot hasn't succeeded. You're 
trying to convince, or at least educate, somebody who can't see or lay hands on what you're selling. 


That in itself isn't extraordinary since whenever you sell services, your prospective customer doesn't have the 


comfort of being able to see or feel the end product. What is extraordinary is the size of the relative attention ratio 
fragment you can command. 


Radio Words and Terms 


"Look into a new gas oven." The thoughtlessness of this sentence suggests to the writer of radio commercials a 
logical procedure: Inspect each phrase for double meanings. 


Watch out for word sounds too. The letter combination sl is slippery and difficult to pronounce: Slapstick, sludge, 
slick, sloop. Try Louisiana Legislature on your own tongue before asking some hapless announcer to spew saliva. 


Pronunciations and the Big Word Syndrome 

You can't make a mistakeand better yet, the announcer can't make a mistakeif you specify the pronunciation of 
specific words. Unless you want to risk the embarrassment of an announcer referring to hyperbole as HYPER- 
BOWL, indicate the pronunciation. You do this in capital letters within a set of parentheses, immediately after the 
word. Here's the way it should look: 


If we told you this is the strongest rope in the world, you probably would accuse us of indulging in 
hyperbole (HY-PER-BUH-LEE). But... 
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I'd say you can't overuse this device. If there's any question, phoneticize the pronunciation. Resumé might be REE- 
ZOOM or RES-YOU-MAY. Don't count on the announcer seeing the acute accents, if they still exist after multiple 
retypingsor his understanding what the accent mark means. Read might be RED or REED. Slough might be SLEW 
or SLUFF (and this is a word you probably needn't ever use because so many of your listeners won't know what 
either pronunciation means). 


Now, more to the point, relative to the hyperbolic example: What was "hyperbole" doing there in the first place? If 
you didn't ask this question about a radio commercial for rope, you probably used hyperbole to get your copywriting 
job. 


Whenever you see the possibility of mispronunciation, ask yourself whether you've made the dangerous mistake of 
showing off your vocabulary. I'd never let a piece of radio copy out of the printer with words like hyperbole in the 
text. I wouldn't use banal or insouciance. I wouldn't use words whose pronunciation differs from their parent-word, 
like technological or zealot. But if you have to use questionable words, create an environment in which you won't 
wince. This makes sense even if you have the spot recorded and you're personally on hand when it's recorded 
because you'll save time. 


Some local circumstances demand phoneticizing. If you were asking directions in Chicago, few would understand 
the question if you asked them how to get to Devon Avenue or Goethe Street, using the generally accepted 
pronunciations of those names. So for a radio spot aired in Chicago, you'd write: 


Two locations . . . at one-eleven East Goethe (GO-THEE) Street and two-twelve West Devon (DUH- 
VONN) Avenue. 


If you're referring to Peru, the town in Indiana, it wouldn't be the South American PUH-ROO; it's the uniquely 
Indianan PEE-ROO. Chickasha, Oklahoma, isn't СНІСК-А-5НАУУ; it's CHICK-A-SHAY. 


And how do you assure yourself of the proper pronunciation of geographic locations? Call somebody who lives 
there, or at least the local telephone company. 


Be careful when you use words with two types of spelling or two pronunciations. Examples: 


complementary (might also be complimentary) 

herd (might also be heard) 

presence (might also be presents) 

read (as already mentioned, might be pronounced reed or red, 
might be interpreted as the word red) 

too (might also be to or two) 


Words to Avoid in Radio Copy 


Descriptive words of more than three syllables are hard for the listener to take in. As the brain hears one word, half a 
dozen others pour through unheard. 


Other words don't form images for the listener. Perfectly acceptable in print, they cause listener block on the radio. 
When an uncommon word begins with a syllable that itself is a wordsuch as in, an, or tothe brain has to catch up as 


other words are spilling out. We don't have a problem with information because it's a common word; we might have 
a problem with anachronism because it's an un- 
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common word. (A stronger reason not to use anachronism: At least half your listeners won't know what it means even if you tell the 
announcer to take five seconds to pronounce it.) 


Since lots of alternatives exist, why use words such as: 


comprehension facilities portfolio 
disbelieves ill-fitting suit reciprocate 
enervate inconsequential repetitive 
envision innovative tabulation 


Why use words that don't sound like what they are? You have a dictionary and a thesaurus to replace words such as: 


albeit fatigued sequence 
awry laughably stoic 
bitten oblique syndrome 
carrion opt ware 
equate precept wield 
facile ritual wily 
falter seethe 


Some words are absolute homonyms. They present no problem in print advertising but have to be used in explanatory context for radio 
copy. Some examples: 


beat (beet) suite teem (team) 
(sweet) 
lead (led) tale (tail) 


Avoid literary constructions the ear has to reevaluate. A straight noun-verb sequence is always safe. 
Poor: "Long have we known that..." 


Better: "We long have known that . . ." 
Best: "We've known for a long time that . . ." 


The Principles of Clear Radio Reception 


From all these examplesand they're just a fraction of the possible snares in language usewe get the First Principle of Clear Radio 
Reception: Help the announcer's pronunciation and you'll help the listener's comprehension. 


So what do you write? 1, 001, ten-oh-one, or a thousand and one? Seeded into that last example is another radio copy must: Spell out 
numbers. You wouldn't write on the radio copy sheet, "This is our 22nd anniversary." You'd write: "This is our twenty-second 
anniversary." 


If you want to be in command of the way your words sound, you wouldn't write "1001 Main Street." You'd write: 


A-thousand-and-one Main Street 
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or 

A-thousand-one Main Street 
or 

One-thousand-and-one Main Street 
or 

One-oh-oh-one Main Street 
or 


Ten-oh-one Main Street. 
Don't leave pronunciation decisions to a producer or an announcer. You're the creator of those word sequences. 
Put hyphens between digits so the announcer can read them more easily. Example: 

Our bank has a capitalization of more than four-billion, three-hundred-million dollars. 
Don't use ampersands or abbreviations. It isn't savings & loan, it's savings and loan. It isn't Mt. Olympus, it's Mount 
Olympus. It isn't Ft. Lauderdale, it's Fort Lauderdale. It isn't 1111 33rd Ct., it's eleven-eleven thirty-third Court. It 
isn't $9, 256, it's nine-thousand two-hundred and fifty-six dollars. 


This gives us the Second Principle of Clear Radio Reception: Spell out numbers, symbols, and abbreviations. The 
words will come out the way you want them to. 


Possessives are tricky, too. A good procedure is to use of the instead of the possessive, for plurals. Example: "Тһе 


boats' propellers" requires reinterpretation after the listener has heard the whole phrase. Better: "Тһе propellers of 
the boats." (The problem doesn't exist for the singular possessive.) 


It's the Way People Talk 
Essay writers usually have a tough time when they try to write for radio. 


They're used to changing word sequence to add color to their writing. It doesn't work for radio. An example of 
reversed word-sequence: 


Says the typical teenagerCap-Cola is the soft drink I love. 
Aside from teenagers hating the term "teenager," starting the thought with "Says" is an outof-sequence beginning. 
The listener can't absorb it as it goes but has to wait until he has the whole phrase. The second phrase, too, is inside- 


out because the word just before "Cap-Cola" is "teenager." 


Grammar doesn't enter into it. All the writer has to remember is to write the way people talk. 
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Revision I, using the same phraseology: 
The typical teenager saysthe soft drink I love is Cap-Cola. 
Revision II, getting rid of "teenager" and putting "drink" where it helps message absorption: 
Young people know their soft drinksand the one they love is Cap-Cola. 
Revision III eliminates the weak phrase "soft drink" and hardens the message: 


ANNC.: Here's the voice of somebody who knows. 
VOICE: (TEENAGE EFFECT) I love Cap-Cola. 


Let's try another. This construction causes no comprehension problem in print copy: 

Says John Brown, of Pinehurst, North Carolina, "I use it." 
When the same message is planned for radio copy, two changes help comprehension. First, we put the noun before 
the verb as we did with the previous example. Second, because commas don't appear in verbalisms, we replace the 


word "of" with "from," so listeners won't think John Brown is talking about Pinehurst. The copy now reads: 


John Brown, from Pinehurst, North Carolina, says, "I use it." 


Making an Easy Job Difficult 

The radio writer's job is technically the easiest of any form of mass communication. Usually, the maximum length of 
a message is one minute, or about 150 words; the writer can concentrate on only one of the senses without 
considering appearance. 


Another benefit: The negative reaction some viewers have to a television announcer's appearance doesn't apply to 
radio. 


The challenge: The ear has to be the surrogate for the other four senses. The writer has to create an image in the 
mind without being able to demonstrate. 


No question. But from a writer-technician's point of view, radio isn't a difficult medium to master. Maybe so many 
beginning writers either volunteer to write radio spots or are assigned to the job because radio requires less technical 
knowledge than print, on-line, or television. The result? Humor that more often than not falls flat. 


If the masters of humorous radio commercials fall flat as often as they succeed, what, then, is the batting average of 
the beginner? 


This problem is why the Second Rule of Radio Spot Writing exists: 
If humor isn't directly related to what you're selling, scrap it. 
The Fact Sheet 


If you're running spots on talk shows, a little-used propthe fact sheetcan mine gold for you. Instead of delivering a 
produced commercial, give the talk-show host a fact sheet about what you're selling. You enjoy two benefits: 
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copy for: Youth Again 


description: radio commercial fact sheet, human growth hormone 


POINTS TO BE MADE REGARDING HUMAN GROWTH HORMONE 


10. 


As everybodyeverybodyages, the body's production of human growth hormone (known 
as hGH) declines. In fact, by age 30 you've typically experienced a fourteen 
percent decline in your production of hGH. 


Replenishment of hGH has these possible benefits: less body fat and "love 
handles"; gray hair returns to its natural color; facial wrinkles begin to 
disappear; everyone, man or woman, has greater vitality and sexual energy; skin- 
age spots begin to disappear; memory and brain function get sharper. 


I'm not making this up. One of the most distinguished medical publications, The 
New England Journal of Medicine, reported on a doctor's clinical tests. This is 
what the Journal of Medicine said: ""Within 6 months . . . his patients had 
become younger. Ten to twenty years of aging were peeled from their laboratory 
profiles. Their skin was thicker, muscles were bigger, age-related stomach fat 
was disappearing, and lost bone from the spine was restored." 


Until now, only the very rich could afford this anti-aging miracle. It had to 
be by injection, at a cost of two hundred-and-fifty to five-hundred dollars 
every week. 


At last a laboratory has synthesized the formula and is making available 
powerful tablets that stimulate human growth hormone. 


Don't compare hGH with aspirin or ibuproven or Aleve. It's as far beyond them 
as the seven-forty-seven airplane is from the Wright Brothers. 


It isn't cheap, but it's just a fraction of what the injections would cost. A 
one-month supply of Pro-hGH tabletsthat's one full monthis a hundred-and-twenty 
dollars. 


You aren't risking one cent, because this is absolutely guaranteed. If even at 
the end of your first month you don't see and feel a noticeable improvementif 
you aren't actually youngersend back the empty container for a one hundred 
percent refund of every cent you paid. You can't lose. You can only regain the 
vigor and power you had when you were younger. 


This may be your chance to reverse the aging process . . . to look and feel the 
way you did twenty years ago. This is the real thing. How much is getting 
younger worth to you? 


The laboratory can't produce enough hGH tablets for everybody. Call Youth Again 
now. It's toll-free: One-eight-seven-seven . . . New Youth. That's One-eight- 
seven-seven, six-three-nine, nine-six-eight-eight. Money back if it doesn't 
work for you. [REPEAT PHONE NUMBER] 


НЕЯ 


Figure 17-1: 

A radio advertiser may get better results from a fact sheet than from a formal script or a produced 
commercial. That is not only because the proposition can coattail-ride on the popularity of whoever 
delivers the spot, but also because some personalities, especially talk-show hosts, will allocate more 

than the amount of time bought. This fact sheet is for the same product described in Figures 17-2 and 17-3. 
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copy for: Youth Again 


description: 120-second radio commercial, human growth hormone (production spot) 


VOICE 1: Getting old is natural. Having your skin begin to wrinkle is natural. 
Adding body fat is natural. Losing strength and sexual vitality is 
natural. Developing age-spots is 


VOICE 2: (ECHO MIKE) Stop right there! 


VOICE 1: What do you mean, "Stop"? Everything I've mentioned is the natural result 
of growing old. 


VOICE 2: (REGULAR VOICE) That used to be true. But now everyone can enjoy the 
benefits of Human Growth Hormone. It's the hormone that actually reverses 
the aging process. Its power is confirmed in the New England Journal of 
Medicine. 


VOICE 1: I thought Human Growth Hormone was only available from a few doctors, and 
only by injections. 


VOICE 2: That used to be true. Now Youth Again has a Human Growth Hormone 
stimulating tablet. The tablets are available direct and without a 
prescription. 


VOICE 1: Is this the real thing or a substitute? 


VOICE 2: It's the real thing. This compound can peel ten to twenty years off your 
age, or your money back. 


VOICE 1: What does it cost? 


VOICE 2: These tablets are a fraction of what you'd pay a doctor for injections. A 
sample one month supply is a-hundredand-twenty dollars. It's absolutely 
guaranteed or your money back. Typically, growth hormone declines fourteen 
percent each decade once you're over thirty. For the first time in 
history, you just might keep old age away from your door. If you're over 
sixty, you can feel young again. Guaranteed. 


VOICE 1: How do I get to use Human Growth Hormone? 


VOICE 2: Call Youth Again toll-free at one-eight-seven-seven . . . New Youth. Write 
that down, because this may be your 


Figure 17-2: 
Although two-minute commercials no longer are available on most television outlets, many radio stations offer 
them. This is the two-minute two-voice commercial for the same product described in Figures 17-1 and 17-3. 
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copy for: Youth Again 
description: 60- second radio 


Every day you're getting older. What do you have to look forward to? Wrinkles, gray 
hair, love handles, loss of vitality and sexual energy. Everyone ages and grows 
older, but now at last you can do something about it! Human Growth Hormone is the 
key to unlocking the door to youth. As we get older the body's production of human 
growth hormone, known as hGH, declines. Replenishing hGH has these possible 
benefits: Believe it or not! The respected New England Journal of Medicine reported 


less body fat and "love handles" . . . gray hair begins to return to its natural 
color . . . facial wrinkles and skin-age spots begin to disappear . . . memory and 
brain function get sharper . . . and you'll have greater vitality and sexual 


energy. The new growth hormone replenishing tablet isn't cheap but it's one hundred 
percent money-back guaranteed. A one-month supply of growth hormone tablets is a 
hundred-and-twenty dollars. That's a no-risk hundred-and-twenty dollars, and this 
is all-natural and safe, even if you're taking medications. If at the end of the 
first month you don't see and feel a noticeable improvement, just return the empty 
package for a one hundred percent refund of every cent you paid for it. Call Youth 
Again now, toll-free: one-eight-seven-seven, six-three-nine, nine-six-eight-eight. 
That's one-eight-seven-seven, six-three-nine, nine-six-eight-eight. Money back if 
it doesn't work for you. 


LEE EE 


Figure 17-3: This is straight "continuity" for the same product described in 
Figures 17-1 and 17-2. Only direct tests can prove which version is the best buy. 


1. The talk-show host will couch the pitch in his or her own words, capitalizing on whatever listener loyalty might exist. 


2. You might get time exposure far beyond the amount of time you're paying for. It isn't unusual, especially on local stations, to buy a 
60-second spot and actually get up to two minutes of airtime as the talk-show host works through the fact sheet. 


You get another benefit, too: A fact sheet is considerably easier to compose than an actual commercial. 
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Specifics Make Them Remember 

What's wrong with this radio copy? 


ANNC.: Cars are moving at Lehmann (LAY-MAN) Motors, twenty-five-hundred Boise (BOY-ZEE) 
Avenue. Buicks, Oldsmobiles, CadillacsLehmann has them all. Save thousands of dollars on a new Buick, 
Olds, or Cadillac. Isn't it time to get rid of that old clunker and move up to a beautiful new car from 
Lehmann Motors? There never was a better time because Lehmann is offering top trades right now! Why? 
Because Lehmann needs used cars, so drive in... then drive out in a new Lehmann car. Lehmann Motors, 
twenty-five-hundred Boise Avenuewhere you'll find the biggest bargains in new or used cars. Open nine A. 
M. to nine P.M. 


What's wrong? It's the same old commercial. Ten thousand car dealers could run this commercial, changing only the 
name and address. 


In radio, even more than in print media, specifics sell; generalities don't motivate. What if Lehmann Motors had run 
a spot like this one? 


ANNC.: Are you driving a nineteen-ninety-eight car? Hold it! Listen carefully! If your nineteen-ninety- 
eight Buick Riviera is in reasonable condition, Lehmann (LAY-MAN) Motors will give you at least a 
fifteen-thousand-dollar trade-in on a brand-new two-thousand-and-one model Buick, Oldsmobile, or 
Cadillac. And how about this? If you're driving a nineteen-ninety seven Ford or Mercury, it's time to think 
about a new car. Your nineteen-ninety-seven Taurus or your Mercury Cougar is worth at least eight- 
thousand dollars on a new Oldsmobile. Whatever you're driving, stop at Lehmann to find out what it's 
worth in trade on a Lehmann new or used car. Lehmann Motors, twenty-five-hundred Boise (BOY-ZEE) 
Avenue. Open nine A.M. to nine P.M. 


The difference between the two commercials is the specificity of the offer, which grabs the attention of the listener. 
The person who drives a 1997 or 1998 Chrysler will pay just as much attention, listening for his make and year; and 
it's easy to write a whole group of spots, each of which nails down a different specific. 

How to Write Business-to-Business Radio Spots 


More than the business-to-consumer advertiser, the astute business-to-business advertiser constantly asks three 
questions: 


1. What group am I trying to reach? 
2. Why am I trying to reach them? 


3. How will this particular message influence the individuals in the first question in order to accomplish the purpose 
of the second question? 


For the business-to-business radio advertiser, the three questions come into sharp focus. Ads aren't running in 
comfortable trade publications that, by their very existence, support the excuse, "This is image advertising." 
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The business-to-business radio advertiser accepts as a given condition a tremendous amount of waste. Radio has come a long way in 

segmenting its audience, but its reach is general compared with any trade publication or even a mass business publication such as 


Business Week. 


"Why are we running this spot?" The copywriter should ask this question before attacking the keyboard, during every moment the 
creative juices flow, and after the spot is written. 


Necessarily, business-to-business radio spots do have an overtone of image. Advertisers such as temporary office staffing companies, 
office machine manufacturers and dealers, payroll services, and business phone systems say radio spots are a softener, making their 
name both recognizable and favorable when one of their sales representatives makes a call. 


No argument. What this unanimity of intention tells the writer can be codified into the Mandate of Business-to-Business Radio Spot 
Writing: Break hard into the listener's usual apathy. Intrude on his easy-listening attitude. Grab his attention and then shake it so the 
listener knows what you want to sell him. 


This mandate is congruent with the First Rule of Radio Spot WritingAggressiveness leaves a stronger residue than subtletyso the writer 
needn't worry about violating one rule in order to satisfy another. 


Cutting Through the Tune-Out Effect 


A conversation can help cut through the tune-out effect many radio listeners develop. Drivers, especially, tune out without realizing it: 
Haven't you deliberately turned on the radio to hear the weather or traffic report, then realized, just as it was ending, that you tuned it out? 


This spot, for Teleflora, is a light production that doesn't require a lot of concentration, but it might grab the listener who tunes out a 
straight-reading commercial: 


SFX: TELEPHONE RINGS 

GIRL: Hello? 

GUY: Hi, kid. Got any ideas about what I can get your sister for Valentine's Day? 

GIRL: Sure. A Bear. 

GUY: What? 

GIRL: The Cupid Bear Bouquet from Teleflora. It's a cuddly white teddy bear hugging a red heart filled with fresh flowers. 
GUY: Think she'd like that? 

GIRL: Sheloves the one Tom sent her. 

GUY: (ALARMED) Tom? Who's Tom? 

GIRL: (CALLS) San-deetelephone! 


(DEALER TAG) 


The spot runs twenty-five seconds, allowing five seconds for the dealer tag. Necessarily, the hard message is compressed into a 
single overcondensed line, but comprehensibility is immeasurably enhanced by the mild dramatic "frame." 


Let Logic Prevail 


Don't make an easy job difficult. A lot of radio spots fail because of overwriting. The writer shoots himself in the foot. 
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If you write the way people talk and sincerely try to convince the listener to buy, you can't make a major mistake in 
radio copywriting. 


If you write production spots with complicated messages and intricate sentence construction, take off your shoe 
because you've increased enormously the possibility of having a bullet hole therefrom your own word-gun. 
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Chapter Eighteen 
Writing Copy for the Internet 


The First Rule of Internet Advertising 


The World Wide Web combines the persuasive capabilities of television with the one-to-one marketing benefit of 
telemarketing. Another part is the dynamically advertised dichotomy between those who create Web messages and 
the Webmasters who bring them to the screen. 


Add to this the strange phenomenon that Web advertising and site maintenance consistently represent a greater 
expenditure than transactions from Web sites, and you see a complex medium that seems to evolve in multiple 
directions. (The last tabulatable year at press time, 1998, saw $2 billion spent on on-line advertising, according to 
Salomon Smith Barney, Inc.) More losers than winners exist. Advertiser drop-off and cutback rates are high . . . 
even as sites bloom, representing marketers from every country on the planet. Much of the copy is either primitive, 
nonmotivational, ego-driven, or pointless. 


But no question about it, revenues are climbing at geometric rates. Forrester Research estimated, at the beginning of 
1999, that by 2003 the Internet would represent 9.4 percent of total commerce, with computing/electronics 
accounting for nearly $400 billion of a total revenue of $1.33 trillion. 


Other predictions for on-line sales: Health and beauty products, from $2 million in 1997 to $1.18 billion in 2002; 
travel, from $999 million in 1997 to $11.70 billion in 2002; groceries, from $63 million in 1997 to $3.53 billion in 
2002. Valid predictions? By the time you read this, you'll be able to reach your own conclusions. 

But regardless of any prediction, the Web parallels the media that preceded it in attracting a mix of talented and 
untalented communicators. Web sites flourish; Web sites fail. The medium endures, the hot 21st-century attraction 
for incoming copywriters. 


So a surfer sees Web sites . . . by the hundreds and thousands . . . and subliminally concludes, "I can write stuff like 
that." 


Probably. 

But in this newest mass medium that is overtaking all others, rules of force-communication specific to the Web are 
coalescing. One overriding rule should dictate any creative approach to selling on the Net. This is the First Rule of 
Internet Advertising: 


Stop the surfer in his or her tracks. 


The ability to think in terms of salesmanship instead of technology separates the Internet marketer from the Internet 
advertiser. Surfers are like the waves they ride. They're here for an 
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Sale 1 


LM ЕЈ 
TORE 


Just to let you know ... We're going to be doing some site 
maintenance here on Saturday starting at 8:00 a.m. and finishing 
up on Saturday afternoon. So if something looks different or you 
experience problems with the site, don't worry. We'll get it right 
by supper time. 


For new Garage Sale shoppers, here's a big Garage “Howdy.” My claim to fame is that | sell new stuff 
cheap. Dirt cheap. In fact the prices оп my Top 20 Products of the week are always below cost and the 
prices on my Big Deal of the Day are way below dealer cost! | sell everything from boom boxes to 
bedspreads, toasters to computer games, kitchen gadgets to jackets. The products are brand spankin' new 
and many have brand names. Now, don't be a stranger. You're always welcome at my Garage. And one more 
thing, if you like shopping here in the Garage, please TELI. YOUR FRIENDS about the deals, and how сазу 
it is to shop from me!! 


Keep your eyes peeled for my Hig Deal of the Day -- that's right, it changes every single day! 1 

guarantee that it will be a very BIG deal, in fact, the Big Deal of the Day is way below 

dealer cost! A word of caution though, when the Big Deal of the Day is gone, it's as long gone 

аз а homer knocked into orbit by Paul Molitor. By the way, it's such a good deal that | have to 
limit the Big Deal to | per customer. Of course if we do have anything left you can still order, even if they 
go off line. 


The prices will always be below cost and there will be new products added every week. You 

never know what you'll find there. Quantities are limited. Gotta get ‘em while the gettin's good, 

otherwise you'll be cryin’ in your root beer IMPORTANT NOTE: Like | said with the Big 
Deals, if we have any left over you can stil! get them even if they aren't posted (we may have to look behind 
some boxes or move the kids’ bikes to find ‘em but we'll dig 'em up for you) 


8 Or, just go on over to the Тор 20 Products of the week to find the top products in the ol' Garage. 


Check out Andy Says for a humorous look at what's happening with the Garage Sale Gang. Last 
week, | reported on some of the New Year's resolutions the gang here in South Branch are 
makin’ and breakin’ in "Good Intentions Meet Stark Reality." This week I'm gonna finish it up 
by tellin’ you about how Happy Hooten, Jakob Billiger and the MacKenzie Brothers (among 
others) are doin on their quests for New Year's perfection. Read all about it in New Year's 
Resolutions Around The Town ... Good Intentions Meet Stark Reality, Part II! Catch this 
story and get caught up on all the news South Branch news right here in my Andy Says column — just click 
on the gizmo above! Ask Andy із where you can find answers to your e-mails, opinions about garage salin' 


SAYS 


та 
ASK 
Ans hy 


Figure 18-1: 
This home page is copy-heavy but in sync with the heading"New stuff, dirt cheap." Many "links" exist in 
the text (on screen in blue), such as "Top 20 Products" and "Big Deal of the Day" in the first paragraph. 
In keeping with the one-to-one image, scrolling down reveals jokes and other personal communications. 
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Switchboard results 


EN ЕШ (2) с” etium 


How Easy Is It to Get News Personalized 
for Your Business Interests & Needs? 


Listing 1 1-800-U.8.8E ARCH € 
| FIND ANYONE! 


RIGHT NOW! CLICK HERE! 


| New Search 


Lewis, Herschell G CARD Г) Mnowms ИШ 
340 N Fig Tree Ln, Plantation, FL 33317-2561 
Phone: (954)792-3342 


Speediane 


ғ 
f 

A 
41-4 -. 


Help that special someone find you, too. 
Become a Switchboard member now! 


Copyright 2 1996-1998 Switchboard Incorporated Questions? Visit the Support Center, 
Business and Residential Information provided by American Business informatione. Omaha, Nebraska, Copyright® 1998 All 
9 


Figure 18-2: 
Count the banners and links on this page. Clicking оп any one of them brings а 
home page, which itself opens a huge universe of more banners and links. (Note 
the ValuPage link at the bottom of the page. Clicking on this brings up Figure 18-3.) 


instant and then disappear. If we fail to grab them and shake them, they are quickly gone to greener fields. 

So the biggest problem an Internet advertiser faces . . . and the biggest key to successful Internet advertising . . . is the Web's 
elephantine size. Finding a specific site requires a cross-reference. One doesn't just stumble onto a site. In fact, we're beginning 
to see ads like this in trade magazines: "What good is a Web site if no one knows it's there?" 


Banners attract passersby. But as few as one viewer in 2, 500 clicks on a banner, and, according to The Wall Street Journal, a 
Web advertiser "could end up spending an astronomical $1, 500 to recruit each new customer on-line." 


The Journal reported on a shotgun campaign covering the entire DoubleClick network by BSC Inc., an on-line loan service: 
"Many of the sites turned out to be duds, generating click rates of 0.696 or less." A parallel report from research company 
Jupiter Communications pointed to overall falling click-through rates: Viewers click on banner ads at about a 1 percent rate. 
Which means what? 

Simple: It means we live on our wits, as we should in all media. It means the First Rule is inviolate. That's the copywriter's job. 
Can you depend on accidental landings or directories? Some Web directories are gigantic, a thousand pages of sites. And they 


cover just a fraction of the millions and millions of sites. You can see the benefit of having somebody add your site to an 
automatic list of favorites or bookmarks so that they can call it up with one click of the mouse. 
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So the key to understanding the technique of copywriting for the Internet isn't knowing a batch of technical terms. It's the First 
Rule. 


Writing in InfoWorld, columnist Dylan Tweney commented, "All this data has convinced a lot of industry experts that banner ads 
will soon be extinct, and with them, all forms of on-line advertising." Harsh words? Oh, yes. A valid prediction? Turn on your 
computer and look for banners. 


Niche, Not Mass 


The Internet has become known as a place to shop for bargains. (The Wall Street Journal called it a paradise for comparison 
shoppers.) But shoppers for discount vitamins aren't interested . . . at that moment, at least . . іп surge suppressors, the latest 
novel, or airline tickets unless their mind-set can be adapted, fast, to what seems to be a related bargain. 


ValuPage sponsored by SuperMarkets Online Page 1 ol | 


SAVE OVER 5:0 pt Mar, 
on grocer ies this week ot ‘Online 9 


Enter Your Zip Code to Star! Savini 


Hel FAQ 
J Sunday, July 19. 


To receive your coupon savings, 
rebates, samples and more, please 
enter your zip code and click on 
the button below. 


Just a few at the Yeading i= e ping you save over 
$40.00 with this week's ValuPage. 


Best уме? ын. 
‘thoughts _ 


Tell us how wa can 
Improve ValuPage! 


© SuperMarkets Online®, Inc., 1997-1998 - АЙ Rights Reserved 
About The ValuPage Business 


Figure 18-3: 
On-line couponing is a burgeoning marketing procedure. The shopper can choose the 
type of item for which he or she wants a discount. Because specials can be changed 
daily, on-line couponing has become a popular daily stop for many Web users. 
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Will the Internet replace television, radio, newspapers, direct mail, and skywriting? Hardly. Along with its advantage of multiple 
comparisons, the Web has the disadvantage of slowness in finding comparisons. Regarding the Internet as a mass market is a 
mistake. Rather, it's a colossal collection of niche markets. 


An example of major marketer recognition was Procter & Gamble's decision to market Hugo Boss men's and women's fragrances 
through a Web site. The company explained that it would not be using its usual retail channels because, referring to the Hugo Boss 
lines, "their main channel is fine department stores." Apparently the move added another niche-marketing channel to existing 
niche-marketing channels. 


ValuPage sponsored by SuperMarkets Online Page | ot 1 
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2% іс This native Mediterranean marvel was used by the ancient Assyrians for. 
е icinal purposes, Greeks and used it to perfume their M 


bat s. Today it perfumes recipes the world Quer can 
pastries, as valise Fn as French, Spanish, and South American deli 
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е ғ і T 1? 
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Improve ValuPage! Never Miss a Week of Savings 
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Figure 18-4: 
Unlike coupons in newspaper freestanding inserts, on-line coupons are easily tailored to 
specific supermarkets. Clicking on "Winn-Dixie" brings up the screen shown in Figure 18-5. 
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The Internet has a mystique, just as television had fifty years ago. The medium has glamor. In the early days of 
television, people watched their television sets because they were watching television. Programming was secondary 
to novelty. The medium was the message. 


So it is with the Internet in the early 21st-century. But a profound difference exists: The Net is heavily mired in 
technology. Television wasn't: One ішпей on the set and saw a picture. The surfer enters the world of cyberspace 
with or without computer adeptness . . . a problem? Certainly, in the antediluvian period from 1994 through 1997. 
By the year 2000, the main remaining obstacle was the necessity to bookmark an exact Web address. 


Some Web sites get millions of hits (recorded visits to a site), and only a handful of actual buyers. Why? In my 
opinion, for two reasons: 


1. The site makes no unique offer. 
2. The site is not visitor-friendly. 


Generating the thirst for business is a factor Web marketers should regard as mandatory. Instead, too many 
congratulate themselves based on the number of surfers who land. Please: If too many depart without having taken a 
positive action as the result of what they see, something is wrong with the structure of your message. 


Early Web successes were primarily in computer-related products (an obvious match) and adult items (a unique 
medium opportunity). Publishers, too, recognized their unique position to cross-promote their sites within their own 
principal medium. The significance is greater for publications dependent on single-copy sales than for publications 
whose circulation is almost totally achieved by subscription. Obviously, this is because offering a site visit to 
existing subscribers is a gesture more tuned to public relations than to new circulation. 


Actually, advertising a publication's site within the publication has to be done with finesse. If the subscriber feels 
others are getting something he or she cannot get, public relations and rapport are working in reverse. 


How Do You Stop the Surfer in His or Her Tracks? 


If your home page is dull and flat, forget it. If you substitute puffery and unbacked "We are the best!" claims in 
place of offering contagious excitement, forget it. If you use long sentences of text, forget it. In short, the Rule of 
Internet Ennui applies: If you state who and what you are instead of stating, quickly and dynamically, a recognizable 
benefit that will transform the surfer into a visitor, forget it. 


Most important of all: If you use the Internet for image advertising or to transmit a generalized "A nice place to do 
business" or "Quality, Service, and Value" nonmessage, forget it. And I mean forget it. You've forgotten what 
medium you're in. 


Avoiding this problem doesn't require a re-education. It's as easy and simple as this: Make an offer. 


Being Digital, a book by Internet advocate and authority Nicholas Negroponte, claimed that by the year 2005 each 
of us will be spending more time poking around the Internet than watching television. By 1999, Negroponte's 
prediction had come true for many demographic groups. From a marketing point of view, Negroponte's prediction is 
less significant because being on the Net and being on the Web are not the same. Seniors, for example, spend many 
hours on the Мес... in chat rooms. Pre-Generation X-ers spend many hours on the Web. . . but have little buying 
power. 
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Win Free Grocertes 


Help 


Earn Up To $47.55 in Web Bucks™! 
Web Bucks are issued at — by à printer located in the checkout 
ne 


ValuPage ; ble пае Click on ihe b О 
then click the "Get My ValuPage" at the bottom of the page 


Below are t 
wish to use, 


When presented at Winn-Dixie, your ValuPage will produce coupons — called Web Bucks — from à 
printer located at checkout. Web Bucks are good ON ANY ITEMS PURCHASED’ on your next trip 
to Winn-Dixie 


Offers For The Week Of July 13, through July 19 
Grocery Items 


(jBuy any 2 different boxes of Wheaties® Cereals (10 oz. or 
larger) and earn $1.50 in Web ВискѕТМ at Winn-Dixie 


ы ^. - 
ry Buy McCormick® Lemon & Pepper and earn $1.00 in Web 
aa Bucks TM at Winn-Dixie 
; фо oy Buy one box of Cinnamon Grahams Cereal (10 oz. or larger) 


~ and earn $1.00 іп Web Bucks М at Winn-Dixie 


5 Buy апу 2 different boxes of Cheerios® Cereals (10 oz. ог 
larger) and earn $1.00 in Web Bucks?M at Winn-Dixie 


С] Buy two 12 oz. cans of SPAM® Luncheon Meat and earn 
75€ in Web Вискв ТМ at Winn-Dixie 


г" To help you stay Healthy, Active, 8 Energetic, 
~, Œ) Buy any box of Ensure? Bars and earn 50€ in Web Вискѕ ТМ 
at Winn-Dixie 


= 
E [Buy Hellmanns® Mayonnaise (32 oz. or larger) earn 50€ in 


Web Bucks'M at Winn-Dixie 


Buy алу Ragd® Chunky Gardenstyle Pasta Sauce 
Mw (=) (excluding Super Garlic or Tomato, Basil & Italian Cheese 
Pasta Sauce) and earn 50€ in Web ВискѕТМ at Winn-Dixie 


http://www.valupage.com/Form.pst?From*SMO&ZipCode-33317&Chain-31 ,Banner* 7/19/98 


http://www.valupage.com/Form.pst?From*SMO& ZipCode-33317& Chain-31 „Ваппег=] 7/19/98 


Figure 18-5: 
This is just the first group of many on-line specials the shopper can redeem at his or her chosen retail store. 
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A Governor on the Throttle 


Four logical conclusions can act as a governor when a copywriter assumes that the Internet parallels any previous 
advertising medium: 


1. Few ads are a single screen. The viewer has to scroll down, and as new information comes into view, previous 
information disappears. If you assume this means you can take your time getting to the point, your thinking is inside- 
out. Time works against you on the Web, and vertical layoutsthat is, layouts longer than the typical computer screen 
sizecan result in a quick exit. A coherent screen is a logical sales weapon that seems to have eluded many early 
advertisers. 


2. Exploit the interactivity of the medium. In conventional media, the customer feels powerless. If you let visitors to 
your site influence the buying decision, they draw a different conclusionthey're influencing the totality of the 
communication. Give them "What do you think about this?" easy questions . . . which also make it possible to 
capture their e-mail addresses. 


3. The Internet parallels phonograph recordings of forty years ago, with 78 rpm, 45 rpm, and 33 rpm. Not all 
computers are tuned to pick up sound, motion, and the differentials among various browsers. Viewer comfort is a 
major factor. Don't let an evil Webmaster dictate electronic tricks that will either confound visitors or cause them to 
feel incompetent. (You know from the whole process of marketing that making a prospect feel uncomfortable also 
makes that prospect hate you.) 


4. "Edutainment"a hybrid word combining "education" and "entertainment"will cause people to return to your site. 
It is easy to get a reputation for dullness: Just have one exposure of flat statistics, nonspecific descriptions, and 
joyless text, and you can be sure you won't be on the future hit list of anyone who has wandered by. 


Generating International Response 


The Eurodollar and the low cost of international communication have made the Web a promising advertising 
medium for generating international response. 


No longer do residents of other countries feel left out if text has "flavor" or "color" instead of "flavour" or "colour." 
They understand "different from" as well as "different to." They can translate ounces and miles to metric 
measurements (while U.S. residents struggle to convert). 
For some products, Americanization of selling copy is a totally sound concept; for others, working within individual 
cultures and idioms is mandatory. The logical suggestion: On the home page, have a language selection. Yes, this 
means translating copy into whatever languages represent buying targets (usually Spanish, German, Japanese, and 
French). The major advantage isn't clarity because most who deliberately reach your Web site know it's U.S.-based; 
rather, it's the comfortable feeling that they're desired customers. 
Mandatory Procedures 
The First Rule of Web Site Order Forms can be condensed into three words: 

Make ordering easy. 


We see order forms that are straight pickups from printed forms in catalogs or mailers. We see subscription renewal 
forms that are straight pickups from printed renewal forms. 
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you don't want offers for baby or pet products, 
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No Baby Items on my ValuPage. please 
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Edit My ValuPage 1.Click on the "Get My ValuPage" button 
Click on the "Edit My ValuPage" button to and wait for the next page to appear 
review all the offers and select only the offers The next page is your ValuPage. 
you want most 2.Print ValuPage by — the print 
option from the file menu of your 
browser 


3.Present your printed ValuPage to the 
cashier at Winn-Dixie for scanning along 
with the items you've purchased 

4. The combination of your purchases and 
the x" of the barcode on your 
ValuPage will prompt coupons -- called 
Web Bucks — to be printed at checkout. 
Web Bucks are good ON ANY ITEMS 
PURCHASED" on your next trip to 
Winn-Dixie 

*Good on all products except as prohibited by law 


^ i Ce піз native diterranean marvel was used by the ancient Assyrians fc 
edicinal purposes. Greeks and Romans used it to perfume their luxurious 
hs. Today it perfumes recipes the world Scandinavian cakes, rol 


1 rene, әр 


it's а New Service and You're а Pioneer 


ValuPage*M, a shopping list of money saving offers that you print off of your 
home/work PC and present at your local supermarket, first hit the online world in 
January of 1998. Every supermarket listed on the site has been approved for 
ticipation by its corporate headquarters. When you take the ValuPage shopping 
ist to the store, the cashier must scan the bar code at the top of the page along”? #75 
with the products you've purchased. This will prompt coupons called Web Bucks™ 
to e pore at the end of your order. Web Bucks are good ON ANY ITEMS 
PURCHASED* on your next trip to Winn-Dixie. 


If a cashier looks at you and your ValuPage with a bit of skepticism, please 
understand that it is part of his/her job to be on watch for counterfeited coupons. 


http://www. valupage.com/V aluPage3.pst?From*SMO&ZipCode*33317&Chain*31,Banner*] 7/19/98 


Figure 18-6: 
The technique of redeeming "Web Bucks" is described clearly on this page. Any computer 
printer can generate redeemable coupons, tying the Web and retailers as marketing partners. 
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ValuPage sponsored by SuperMarkets Online Page 2 of 2 


Please be patient with the cashier since you may be one of the first customers to 
use this new money-saving program in the store. Thank you for your support and 
patience -- before long, everyone will know about it! 


We've put instructions and pictures on the ValuPage to help both you and the 
supermarket cashier do what is necessary to receive the Bucks. 


What's a Web Buck -- It's Money at Your Supermarket 


Consumer packaged goods companies have long wanted to issue cou —— online, 
but were very reluctant to do so because coupons delivered online and printed on 
home PC's could be easily replicated or altered compared to the glossy, color 
coupons found in the newspaper. ValuPage solves this problem because it rewards 
you with a secure coupon (a Web Buck) only when you have actually purchased 
one or more of the products promoted on ValuPage. To help you feel good about 
this "delayed gratification," the Web Bucks you earn are Sod on ANY products you 
buy on your next visit to the store from which they were issued. Plus, Web Bucks 
tend to be of higher value than the coupons from the newspaper or in direct mail. 
And, if you've earned $5, or $10 or even $50 in Web Bucks you're free to use all of 
them on your next visit to the store. Think of Web Bucks as money at your local 
supermarket. 


Tell Us About Your ValuPage Experience 
As a new service nothing is more important to ur Valu than your feedback. Good 
or bad, happy or sad we want to hear about агь и Ks эс кееш Feel free 

to contact us at 1-888-SHOP123 or at helpdeskG 


*Good on all products except as prohibited by law. Not all items carried in ай stores. 


Te-a 


© SuperMarkets Online®, Inc., 1997-1998 - АЛ Rights Reserved 
About The ValuPage Business 


Tell us how we can 
Improve ValuPage! 


http://207.245.142.19/dev/ 7/18/98 


Fig 18-6 
Continued 


Error 404 Page 1 of 1 


HTTP Error 404 
404 Not Found 


The Web server cannot find the file or script you asked for. Please check the URL to ensure that the 
path is correct. 


Please contact the server's administrator if this problem persists. 


Figure 18-7: 
One of the drawbacks of on-line shopping is the too-common appearance 
of this message, after having spent considerable time trying to find a site. 
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So what's wrong with that? Such lengthy forms, expected and therefore unnoticeable in print, are annoying to the 
Web visitor whose finger is on the mouse. Make ordering easy. 


That automatically brings into play the Second Rule of Web Site Order Forms: 


Have an order form or "shopping basket" visible at all times. 


The Giant Stepchild: 
E-Mail 


E-mail is cheaper, faster, more controllable, and easier to target than any other medium of our time. 


Bui — MOVE TOUR BUSINESS ALONGII 

Dmm. — 12/28/88 728 53 AM Pacific Standen Time 
Fen: man comsoa. mich. com 

Та: bow ме rat 


Super Low 
Cost Advertising! 


Da you таз bulk -malling sare? 


Наз, we've got some extremely good nawsfor you. Ана way of getting the word aut about cur mw company, 
we ape offering guaranteed reliable bulk g-mall services at rock botem priour 


So lobe cut ba the chase, Hare's eur SUPER LOW Prices: 
E-mail Your Offer to НІНІ Fresh АСа Addresses For Only $00.00) 


E-malli Your Offer to 100,000 Freeh AOL Addresas For Only Bir Dol 
Банай Your Offer to 200,000 Fresh AOL Addresses For Oniy $118.00 
E-mail Your Offer to 500,000 Fresh AGL Addraama For Only $210,001 


Best Buy Anywhere: 
E-malli Your Offer ва 1,000,000 Freeh AGL Addresses For Only $408.00 


Ша can oniy offer ihesa pricas for a Вита а time so reserva pour spot righi away, Mall ін желі aut оп a Ны 
come fire serve basia. Normal turnaround tine ja #8 hours. Gur quick and reliable service is unmatched by any in 


the industry, 
We Dare You То Comparel 
Simply piek up the phone and dial... 
1-423-028-0787 Ask for Ron 
Anytime 5 days a Week! 


Explode your business - starting today, We unlike all of aur conpelibors take ай forma of paymant both credit 
caris and YES we oven take personal checks! 
АЛІ parsanal checks are a 330 5 day wàatlimg ported Tor check 65 clear, 
Special Limited Offer % Million Emails. А Wenk For A Month 295.00 
We Allen offer іс mubrn?t your wal wae io over 700 enareh engines fr 130.00 


CLICK HERE FOR REMOVE 


Figure 18-8: 
E-mail has two huge advantagesclose-to-zero cost and quick exposure 
and two disadvantagesa sour image caused by misuse and inability to 
penetrate true identity of individuals' on-line names. Aside from using 
e-mail to dip a toe into on-line marketing, certainly the medium makes 
sense for ongoing contact with existing customers and clients. 
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Sub; LOW LOW RATES, Free infolll! 
Date: 7/17/98 5:12:35 PM Pacific Daylight Time 
From: п.5е52ЫММ төл сот 

Reply-to: роу31 төл сот 

То: memow15@earthiink.net 


Hello: 


Let me ask you a question. Are you in debt? Please go to our site, even if you are 
thinking about getting a home, the information that we provide is free!! Yes 


free!!! You will not be disappointed!! 
Think about that for a moment while | introduce our company. 


We are American Capital Mortgage Services, we specialize 
in helping homeowners establish ONE easy LOW monthly 
payment with the added benefit of not needing any equity in your 
home. American Capital is constantly working with other lenders 
throughout the U.S. to provide you with the best interest rate 
possible. We have a number of different companies that we work 
with and this is at NO cost to you EVER. We are 
simply a referral agency. 


If you answered yes to the above question, please 
read on as | am sure American Capital can save you a huge amount 
of money on monthly payments as well as in taxes.. 


Consider This.....Did you know that: 


“78% of Americans are in debt... 

~$5,000.00 is the average Credit Card balance... 
^8 Million plus people will file Bankruptcy in 
1998 alone... 


Are you aware that banks throughout the United States are 
pressuring Congress that people in a high tax bracket can only 
file Chapter 13 so that the banks have some kind of recourse. 


Let me assure you these statislics are not to scare you 
but rather to inform you that you may or may not be alone. 


The goal of American Capital is to provide homeowners 
with lenders that fit your needs. We can provide you with 
lenders that will loan you up to 125% of the value of your 
home and there is NO equity needed.. In any case there 
are NO upfront fees or advances of ANY KIND on your part. 
What do you have to lose, why not give it a shot and see if you 
can better your situation 


Utilize the loan for whatever purpose you may need: 


~ A new car 


Saturday, July 18, 1998 — America Online: HOTSHOTES Page: 1 


Figure 18-9: 
A typical e-mail offer invites the individual to visit a Web site for more comprehensive 
information. Once there, a "cookie" may capture the name; but even if cookies aren't 
allowed, the very act of clicking to a site or typing in the address is an indicator of interest. 
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~ College tuition 

~ Taxes 

~ Credit Cards 

~ Vacation 

~ Home improvements 


and the list goes on....... 


You can have the cash in your pocket usually within 7-14 
days. Did you also know that your loan is tax deductible? 


All we simply ask for is your name, address, phone number 
and e-mail address. The rest is optional, This way a 
representative can personally сай you зо he or she can answer 
all your detailed questions. 


Fora FREE toan evaluation ploase, 
visit our website by 
CLICKING HERE 


or type; www.magicsolution.com/patb/insurance/138.htm! in your browser 


Thank you for your time and 1 know that 


we can help you in getting the money you deserve 
and in some cases need. 


TO BE REMOVED FROM OUR MAIL LIST CLICK HERE NOW.. 


The mailing list for this message has 
been 
preprocessed by an independent service to remove 
the addresses of those who are not interested in 
unsolicited email. Free registration for this 
mailer-independent removal service is at 
hitpJ/iwww.ctct.com 


%%4444..-!».-..лда«вее......ш.....-.........ш..... 


Saturday, July 18,194 — America Online: HOTSHOTU49 Page: 2 


Figure 18-9 
(Continued.) 
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Enter every month to win $1,000 In gifts! 


Figure 18-10: 

Although a Web catalog usually requires 
more time than printed catalogs to find 
and buy an item, ads such as this reflect 
the competitive nature of the medium. 


Example of targeting ease: One can isolate specific telephone area codes, to reach only those prospects who are 
geographically desirable; "cookies" attach themselves to user addresses, enabling a marketer to follow up by e-mail; 
packaged products such as Пих make it possible to send targeted follow-up messages to site visitors. 


So, naturally, e-mail is ridiculed and attacked by advertising and marketing professionals. Some of the criticism is 
well justified. Unsolicited e-mail can be both obtrusive and intrusive. Even e-mail one recognizes as relevant can be 
overwritten, disgustingly misleading, and self-important. 


These deficiencies don't eliminate the value of e-mail: It is, flat out, faster, more controllable, and easier to target 
than any other medium of our time. 


To generate effective e-mail, the writer has to observe three key rules: 


The First Rule of E-Mail: Promise benefit in the heading and justify the promise іп the first two sentences. 


The Second Rule of E-Mail: Once you have justified the promise and specified a quick and easy means of response, 
end the message. Figure 18-8 is an example of e-mail that exasperates. How is this possible, when the message is 
almost 100 percent either factual or fact-justifying? Oh, it's possible . . . because the message should offer links for 
information many recipients would regard as peripheral. 
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The process is exactly parallel to a direct-mail package: Elements are separated, not combined into one huge chunk 
of reading matter. 


So we have the Third Rule of E-Mail: Give the recipient an option for additional information. Don't force-feed that 
information. 


For an extended analysis of Web and e-mail copy, see other books by this author, Selling on the 'Net and Cybertalk 
That Sells, both published by NTC Contemporary Books. 
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Chapter Nineteen 
Writing Effective Fund-Raising Copy 


"It Worked Then." "Yes, But It Won't Work Now." 


Using the mails and media to raise funds isn't the simple, straightforward "He ain't heavy, he's my brother" or 
celebrity endorsement or "We need your help" that worked before the Age of Skepticism became entrenched. 


The year 2001 is so far removed from the year 1971 that we might as well compare it with 1871. In the 1970s, that 
friendly monster, the computer, opened a Pandora's box of available donors; in the 1990s, the Internet spread the 
contents of that box all over the world. And the old dependable, "snail mail," delivers hundreds of millions of fund- 
raising messages. Yes, the last item out of the box is "Hope," but hope exists not just for us. Thousands of equally 
worthy causes compete for fund-raising dollars . . . from the same people. How does one survive in this brutal 
marketplace? Adherence to four rules gives you a strong start. 


The Four Rules of Fund-Raising 
The First Rule of Fund-Raising 


The first of these rules states: Effective fund-raising reaches the most people who might contribute and avoids those 
who never would or could contribute. 


Simple, isn't it? A truism, isn't it? Then tell me why so many organizations mail blindly into zip codes, on the wild 
assumption that a zip code gives a homogenized universe. For example, Chicago has a zip code, 60610, which 
includes a group of lakefront high-rise buildings with highincome people. It also includes the Cabrini Green housing 
project, a slum. 


The arrival of the nine-digit zip code brings hope to blind zip sorting. But except for local charities, zip-sorts are 
undependable criteria for fund-raising effectiveness. 


The Second Rule of Fund-Raising 


The second rule is the fund-raising version of the "Whose Message Is It?" Rule: Operate inside the experiential 
background of the person you're contacting, not inside your own background. 


This is the most useful of the four fund-raising rules because it's the core of contemporary copywriting. 
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THE OFFICES GF 


Records of Sweepstakes! Disbursements Division 
Please Read Official Letter Below 


Personal and Confidential REGISTERED DOCUMENTS 
Herschel Lewis DESIGHEE: Herschel Lewis 
340 N. Pig Tree Ln. SELECTED PRIZE: 53,000 
Plantation, FL 33317-2561 Entry Number: #0183802 


[mI ын! „АЕ ША «1, m М 


Dear Herschel, 


This is an official letter of notification from the Records of 
Swoapstakes ‘Disbursements Division of National Cancer Center. 


Please accept our heartfelt warm wishes on this announcement. 


You have been identified and confirmed by the national sweepstakes 
computer ав eligible for а cash prize in the amount of $3,000. А certified 
check in the amount of $3,000 will be cut and mailed via first class mail. 
All that is required from you to receive this cash prize is to meet the three 
legal requirements of this letter. The requirements are as follows: 


LEGAL REQUIREMENT NUMBER OME: You must complete and sign Form W-855, 
This is а necessary step so that our advisors can evaluate your entry number 
and verify your standing. Оп or about August 10, 1998, your entry number was 
assigned to you, and a pre-selected winner was chosen. Only upon receipt of 
this document will we determine if you are the holder of the pre-selected 
winning entry number. 


LEGAL REQUIREMENT NUMBER TWO: You must notify us on the attached 
Donation/Entry Form if you intend to make à donation to help us fight cancer. 
Since 1953, the National Cancer Center has been a leader in early detection 
and elimination of cancer. Though great strides have been made, cancer ів 
still America's #2 killer, claiming another life nearly every minute of every 
day! Your gift of 57 ... $10 ... even 525 would help ия intensify our search 
for a сиге! No gift is required to win ... but every gift is greatly 
appreciated. See Official Rules for complete details. 


LEGAL REQUIREMENT NUMBER THREE; You must return both the Form W-855 
and the Donation/Entry Form in the envelope provided. Do not separate. 
Both forms are required to be returned by the deadline of Midnight, 
October 10, 1998, 


Once again, accept our heartfelt warm wishes on this announcement. Ме 
look forward to receiving the documents and processing your entry upon your 
compliance. 

Sincerely, 


% ` 2 
( Tes Сары, 
Regina Еп ish 
Executive Director 


Р.Б. Please note the signatory authorization of your legal identity on the 
Form W-855. It is mandatory that this be signed by the winner before any 
winnings сап be released. Failure to return and complete the Form W-855 will 
mean апу and all rights you тау have to the 53,000 prize will be permanently 
terminated. Thank you for your prompt attention! 


A Vase! HORE USED IT 


Form W-855. It is mandatory that this be signed by the winner before any 
winnings can be released. Failure to return and complete the Form W-855 will 
mean апу and all rights you may have to the $3,000 prize will be permanently 


terminated. Thank you for your prompt attention! 


A Fase! HORE алын IT 


Figure 19-1: 
Here we have a thoroughly professional sweepstakes offer. What might have seemed unusual 
a few years ago is the sponsor: the National Cancer Center. Disclaimer copy on the reverse side 
says, "This Sweepstakes may be presented in different creative presentations by various non- 
profit organizations, " which simply means that like many commercial sweepstakes, it is syndicated. 
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The assumption that your mailing will work because your cause is worthy, you're a good fellow, and you personally 
are emotionally involved with a cause is a big mistake. It's a zero-base motivator to someone who doesn't know you. 
This is why a museum doesn't ask you to send a donation; it asks you to become a sustaining member of the 
advisory board. 


It's why the mailing asking for money to fight kidney disease doesn't say, "Have a Heart"; it says, "Enter the Have-a- 
Heart Sweepstakes." The thrust of the message is as greed-oriented as a mailing from Publishers Clearing House 
(with a dollop of obfuscation, since the charity is for liver disease and the pitch uses heart repeatedly). 


It's why the Audubon Society, asking for money to "achieve a clean, healthy planet that's safe for all living things," 
uses a sweepstakes featuring a Honda instead of a passenger pigeon. 


It's why a local public television station does what television stations are supposed to do. It uses some showmanship. 
On the face of the envelope is this legend: 


INSIDE: 

YOUR TICKET 

TO WIN! 

LIMITED EDITION 
COLLECTOR'S GIFT OFFER 
INSIDE 


Sure enough, inside is a card headed: 


How would you like to have 
this great TV in your home? 


Enclosed: Personalized Address Labels 


081 зна Dä 28n7T190TX9B 
MARGO LEWIS 

340 M FIG THEE LM : 
PLANTATION FL 33317-2561 


IM, "m m dil А i | М, ill; ЫП ШІ Шы 


Figure 19-2: 
This famous envelope treatment has resulted in many thousands of 
contributions to The Nature Conservancy. Note the additional incentive 
to open the envelope"Enclosed: Personalized Address Labels." 


« previous page page 259 next page > 


< previous page page_260 next page > 
Page 260 


Fund-raising advertising and the Consistency Command 


If we were grading this mailing, we'd note: The word "great" isn't the greatest, but the approach is reasonably 
professional except for one mistake: The writer forgot the Consistency Command, which is as critical to fund-raising 
impact as it is to product/service forcecommunication impact. Remember it? Components of an ad or mailing must 
reinforce and validate one another, or reader response to ALL components is lessened. 


The Ж 
Nature 
(Сопзетуапсу» 
Savmg (he Last Cerea Places 


Dear Investor, 


Please let me quickly explain why I am forwarding 
the enclosed mailing labels to you — personalized in 
your name. 


You see, | want to introduce you to a certain 
bug-eyed bird who's ogling you with undisguised 
bad temper 


He has a point. He's a native American sandhill 
crane and you may be sitting on top of one of his 
nesting sites. 


From his point of view, every time our human species has drained, plowed 
or built a city on a marsh, since 1492 or so — there went the neighborhood, 
It's enough to make you both edgy. 


So give us $10 for his nest egg, and we'll see that а nice, soggy spot — just 
the kind he and his mate need to fashion а nest and put an egg in — 1% reserved 
for the two of them, undisturbed, for keeps. Only $10. (Watch those cranes 
come in to land, just once, and you're paid back. Catches at your throat.) Then 
the crane can relax and so can you. A bit. 


But how will we reserve that incubator with your $10? Not by campaigning 
or picketing or suing. Instead: 


Nell | 
That's the unique and effective way The Nature Conservancy goes about its 
business, We're as dead serious about hanging on to nature's balance as are the more 
visible and vocal conservation groups. But our thing is to let money do our talking. 


We buy a whopping lot of land. 
It all started with 60 acres of New York's Mianus River Gorge in 1955 (now 


En CES ығы ағыт "UMREERP ы тыы ue Ж mE -———————-——————— — -——— € ыш. ЕШ Т 


Figure 19-3: 
Here is the first page of a four-page letter enclosed in the envelope shown as 
Figure 19-2. Note the convivial, conversational tone, a copywriting technique 
that seems to bring far greater results than the more formal appeals of earlier times. 
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Apparently, by the time he or she came to the letter, the writer was gnashing teeth over the ignominy of having to 
use a TV set giveaway to get members for the station. One can almost see the writer erroneously concluding that the 
communication had too much Uriah Heep in it. Result? A pompous letter totally out of key with the rest of the 
mailing. 


Here, for example, is the opening of the letter, whose "we" approach ignores the Consistency Command and 
drenches the "you" approach with softener: 


Excellence is a standard of measurement. It is not a title that can be won or assigned. The only way to 
achieve it is to earn it. 


While we envision the writer emptying his basket of rhetorical frustration in this outburst, we can also see the 
reader, who may have been about to write a check (figuring, "What the heck, I might win a TV set"), recapping his 
pen with a bewildered "Huh?" (Incidentally, the word earn is one of the least useful words in reader motivation. It 
doesn't matter at whom it's aimed; it suggests work.) 


It may strike you as a paradox to have to appeal to human greed to raise funds for a community program. No, it isn't 
a paradox at all. Greed is one of the most potent motivators of our time, regardless of subject. 


The Third Rule of Fund-Raising 


The third rule says: Since you're operating inside the reader's experiential background, select and shape a selling 
argument you think will grab his or her emotional handles. 


So a mailing that begins, "144 Reasons Why You Should Support the United Way" or a public service ad headed 
"Your Dollars Help 17 Ways" loses me before it begins. A laundry list might have some historical or archival value, 
but it has the impact of a wet dishrag when it's trying to pry some dollars out of someone who ignores any message 
that doesn't appeal to his or her selfinterest. 


The Fourth Rule of Fund-Raising 
The fourth rule is another adaptation of a universal communications law: Tell the reader how much to give. 


A subrule, the Fund-Raising Reminder Rule, says: When writing prior donors, remind them how much they gave 
last time and ask for a little more. 


It takes a certain amount of guts to tell the reader to contribute $25 or $100 or $1, 000. I suggest we all develop our 
guts, or we aren't going to maximize our dollars. 


On the other hand, let's not let the Fourth Rule of Fund-Raising of elbow all the others out of the appeal. A Muscular 
Dystrophy Association mailing comes right to a hard point, concentrating on the fourth rule while ignoring the 
second rule. This approach is a game of Russian roulette, in my opinion. It doesn't say, "We need your help," or 
"Won't you give what you can?" Flat out, it says: 


Dear Mr. Lewis: 
Can you give $15 or more to support MDA's worldwide research effort and help achieve final victory over 
deadly muscle diseases? 


Thanks, Jerry 
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Figure 19-4: 
Fund-raising is competitive. Recognizing that fact, many not-for- 
profit organizations spice their appeals with the offer of a gift. 
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Well, he certainly told me how much to give. Yes, he followed the Fourth Rule of Fund-raising, but what about the 
second one? He ignores my experiential background, and the rules work only in combination. 


Look at the difference between this approach and the Muscular Dystrophy Association's annual telethon. That event 
is about 80 percent aimed at our experiential background because about 80 percent of it is entertainment-oriented. 
The demand is integrated into a palatable mixture. 


Might it be that a misguided list broker said, in renting my name to the association, "This is a list of knee-jerk 
donors who will give to anything. You don't have to waste pieces of paper for why-to-give arguments"? Might it be 
that the association drew too broad a distinction between the mass appeal of television and the selective appeal of 
direct mail? Whatever the rationale, it's faulty. 


Another fund-raising organization includes in its mailing for a project called "Women in Development Campaign" a 
response device whose approach is as baldly direct as the muscular dystrophy mailing: "$150" is circled, with the 
words "Please consider a gift of this amount." 


In my opinion, the only circumstance in which a fund-raiser can unwrap the heavy cannons and aim them openly, 
asking for money without justifying the demand, is when that demand is congruent with the first rulewhen the 
organization is writing to its own in-group of captive donors. 


So, those are the Four Rules of Fund-Raising, with subrules to grip an appeal and hold it in the center of the track. 


Don't Get Pedantic 


"Emotion over intellect" not only is just as valid for fund-raising copy as it is for other types of advertising, it's 
critical because showing benefit to donors isn't automatic . . . as it might be when you're advertising an automobile 
or a weight-loss program or a beauty aid. 


Just as a quick test, if your letters use "pass away" instead of "die," and "We need your aid" instead of "You have to 
help us," and "Combat kidney disease" instead of "Fight kidney disease," and "Did you overlook our previous 
mailing?" instead of "Did you let Jimmy down?" you'd better warm up your prose because you're firing blanks. The 
words make noise, but they don't hit anybody. (" Anybody," not anyone, while we're on that subject. Why? Because 
anybody is a more emotion-laden word than anyone, and we might as well practice. The same principle applies to 
somebody and someone, and, yes, it's so mild a difference that about half the time anyone and someone are 
preferable, depending on how high up the emotional tree you're aiming.) 


Statistics Don't Sell 
The American Cancer Society sent out a mailing that said: 


The facts about cancer are startling. One cancer-related death every 78 seconds. Nearly 1, 100 deaths a day 
from cancer. As the second leading cause of death in this country, cancer will touch the lives of 1 person 
in every 4. 


Is this copy good or bad? My personal opinion: neither. It's terrible. Before you start throwing tomatoes at me, ask 
yourself: How much impact is there to the word "touch"? What if, instead of writing "cancer will touch the lives of 1 
person in every 4," this copy changed one word: "If yours is the average family, cancer will try to snuff out the life 
of one of you"? 
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All right, that's a minor change. We've added a little emotion to the mix. We haven't attacked the bigger problem of 
using statistics instead of examples. 


I didn't say this was bad; I said it was terrible, and I'll justify my outrageous opinion with one clear sentencethree 
little words that form the Rule of Statistical Failure: Statistics don't sell. 


It's a puzzlement. You can't put together a sweepstakes because your board would never stand for it, and you don't 
have the budget for it, and anyway, a sweepstakes is a genuine 100 percent headache. Now here's this chap telling 
you not to use statistics either, and statistics always have been a safe and true crutch. So what can you do? 


I offer this option: Replace your statistics with episodes and victims, and your mailings will come to life. If you use 
broadcast media, the comparative impact isn't even measurable. 


FORTY-TWO PERCENT OF ALL MURDERED WOMEN — 
ARE KILLED BY THE SAME MAN. 
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Figure 19-5: 

When a publication agrees to make a page available to a not-for-profit 
organization, a hard-hitting "ad" competes with commercial offers. 
Here we have a "stopper, " although the call to action isn't 
a contribution but rather a toll-free number "for information." 
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One easy example: Instead of saying, "Nearly 1, 110 deaths a day from cancer," we say something like this: 


We lost Tommy today. All the love his little brother gave him, all the prayers his father said for him, all 
the tears his mother tried to wipe away so he wouldn't see them, and all the determination of a dedicated 
medical staffnone of these helped Tommy. We lost him. 


But we might save Mary Lou. She's a scrapper at the age of eight, and... 
I offer for your consideration the Rule of Bulk Negation: Bulk doesn't create an emotional reaction. Episode does. 


With this rule in mind, I rejected a fund-raising plea that concluded, "We have so many millions of tiny lives to 
save." "Millions" is too many. It's a depersonalized number, changing the challenge to a mob scene. 


I rejected, too, a plea to "expand upon the 164, 036 acres already rescued. . . ." They have lots of acres; they don't 
need me. This validates the Rule of Claimed Fund-Raising Success: Claiming success works if you credit that 
success to the prior donors you're contacting; it's a turnoff in contacts with those with whom you have no previous 
connection. 


Fact is the cornerstone, but cornerstones don't sell houses; emotional appeals do. If you still think the typical citizen 
is altruistic and has a genuine compassion for his fellow beings, you won't agree with me that the letter that begins 
this way, although flawed, is better than a statistical opening: 


A lady should never get this dirty, she said. 


She stood there with a quiet, proud dignity. She was incomparably dirtyher face and hands smeared, her 
clothes torn and soiled. The lady was 11. 


My brothers are hungry, she said. The two little boys she hugged protectively were 8 and 9. . . . 


This letter emphasizes victims and episodes. I opine it's infinitely superior to the letter we dissected before it. Cold- 
bloodedly, let's define superior as "having more pulling power," but don't you agree it has more poetry, too? (I said 
it was flawed: The word "lady" has a patronizing, down-the-nose overtone that could infect the reader's attitude 
toward the seriousness of the little girl's situation.) 


We see more and more dependence on victims rather than statistics in space ads. Victims are superior to statistics, if 
they're shown with verisimilitude and clarity. An example is an ad showing a small girl with the legend, "Marta goes 
to bed hungry every night." 

But this is where verisimilitude has to enter the mix. The photograph of Marta shows us a winsome childbut one not 
particularly hungry-looking. Emotion outpulls intellect, so with the pictures that have to be available, why not use 
one that adds visual impact to the words? 

The opening sentence of the ad's copy is thin: 


When Marta goes to bed hungry, there's not much hope she can forget all the bad things that have 
happened to her. 


The ad never does tell us what those "bad things" are. Why not have some copy with power: "What did you have for 
dinner last night? Marta had a handful of cold rice and some water." 


« previous page page 265 next page » 


< previous page page_ 266 next page > 
Page 266 


т 
n ж- т 
i 


; T "а саг ille: lw { yj к] с s JE iU 
1 could y brother. Twi Bd just piwe him а bug, пі = 
to him, ] chp't do that. But, becaull Christopher told ' рома Ы 


donate, another sister will have the Mince to spend tij 


А a free Бгойшге about Organ & Тиз Вараб 
È ы? 


Figure 19-6: 
The ad appeared in a publication circulated to advertising professionals. Asking for an 
organ donation is a tricky request that too easily can degenerate into a maudlin or gory 
tone. This appeal handles the matter with dignity yet retains an emotional overtone. 
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One of our best-known fund-raisers mailed me a computer letter illustrated with a picture of a little boy. The 
opening of the letter: 


Dear Mr. Lewis: 
This little boy is lucky. Your Red Cross got there in time. 


At the risk of attacking God and motherhood, I'll offer another iconoclastic opinion, congruent with the Rule of 
Claimed Fund-Raising Success: This letter would have been stronger if we showed a little boy who wasn't lucky 
instead of a little boy who was. One of the great motivators is guilt, and I don't feel guilty over a lucky child. 


I mentioned episodes along with victims. For some organizations, such as libraries, victims are hard to find. But 
episodes are universal and have power potential. Here's a sample, not from a library but from a U.S.O.: 


It's Saturday nightlate. 

Normally I wouldn't sit composing a letter at this hour. I'd be watching TV, or sleeping the happy sleep of 
someone who knows he doesn't have to get up early Sunday morning. But tonight, I have to write this 
letter. I have to. 


Can't you feel the sincerity? Whatever follows is true because we accept the openingan episodeas true. You can see 
why a properly constructed episode works: It personalizes the communication, establishes rapport through the ring 
of truth, and involves the reader. 


"It's Important Because I Say It Is" 


Ah, you say, but my particular venture doesn't fit that mold. I'm not lucky enough to be involved with a war or a 
famine or a loathsome disease or even a U.S.O. All I have to work with is a library or a museum or a college. Does 
this rule of reader involvement apply to me, too? 


You bet it does. In fact, if you're an institution dedicated to education or culture, it's more dangerous for you to 
position yourself above the reader's orbit than it is for a fund-raiser who has a war or a famine or a loathsome 
disease as his raison d'etre. 


Here's why: No matter how poorly a fund-raising campaign represents a highly emotional issue, that campaign will 
gather in some dollars. Some people will respond because they have a Pavlov's dog reaction to crippled or starving 
children. But the library or the college or the museum isn't on the emotional main line. 

I needn't tell you how difficult it is to raise money from people who already have a tie to youcollege alumni, those 
with library cards, or people who have signed the register in the museum. If getting them to respond is such a 
Herculean labor, what chance do we have with outsiders? 


In my opinion, if we approach them with ads such as this one, which ran as a full page in a consumer magazine, the 
answer is none: 


First, the headline: 
Society is changing . . . and so are museums. 
Suppose you're in this field. If you don't greet this nonsense with a yawn, then you're as far away from contemporary 


society as the writer of this headline was. What about this headline forces the reader to stop and say, "T'd better read 
this"? 
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I'm quite convinced that any reader of this book can think of a better headline in thirty seconds, even if it's only a 
thin holding action such as "How long has it been since you've been in a museum?" or "Ben Franklin would be 
stunned!" You wouldn't put the reader to sleep the way this writer didI hope. 


These are the first three of the five paragraphs of copy in the ad: 


Museums are no longer musty, dusty corridors filled to the brim with odd curiosities. Today, they are 
open, lively places attracting over 500 million visitors each year. 


Museums provide a context for understanding the present and anticipating the futurean increasingly 
important responsibility in our world of enormous and accelerating change. 


In 1982 the American Association of Museums assembled a blue-ribbon commission of distinguished 
museum directors, trustees and foundation and business leaders to examine the place of museums in our 
changing society. Over three years the Commission on Museums for a New Century engaged thousands of 
museum professionals, futurists, educators, businessmen, civic leaders, scientists, supporters of the arts 
and humanities and members of the general public in activities that focus on the role of the museum in 
society. 


The coupon in the ad asked for $17.95 plus $1.50 postage for a book titled Museums for a New Century. I want to 
know: Why should I buy and read this book? Certainly I wouldn't buy it for the nonreason this group gives me: 


The report is a blueprint for the future of our nation's museumscomplete with recommendations, an 
assessment of the issues, concerns, achievements and aspirations for American museums and examples of 
innovative and successful museum programs. 


This "It's important because I say it is" copyin a consumer magazine! As a communication to museum donors, it has 
logic. As a communication to the world at large, it doesn't. 


In mitigation: This isn't the worst use of space for fund-raising I've ever seen; it just happened to be one that 
infuriated me at the moment, and I clipped it out. 


I really hope you're infuriated, too, at the decision so many fund-raisers make, a decision that costs literally billions 
of dollars in gifts and donations that don't come in because the person who reads the mail or sees the notice in the 
paper or reads a slick ad in a magazine or gets e-mail or watches a television spot is left outside the orbit. 


That decision is: "This is important because I say it is. If you question my decision, you don't deserve to give us 
money." 


Some Yardsticks for Fund-Raising Copy Length 
Does long copy outpull short copy? Maybe. Results of copy tests point in both directions. 


One preconceived notion we can't budge: Copy length has a specified maximum in broadcast media, a logical 
maximum in print media, a "short attention span" maximum on the Web, and no maximum in direct mail. 
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Long copy seems to work best for religion, politics, and other areas in which prejudice can be polarized. 


Short copy seems to work just as well for education, health, welfare, and cultureareas in which the writer needn't 
build a massive head of steam. If short copy works just as well, it actually works better because its production costs 
are lower. 


Let's form the Rule of Fund-Raising Copy Length: The need for long copy is tied to the need to feed an implicit or 
expressed reader prejudice or belief. 


A dangerous rule and a fluid one! I offer an opinionand it's only an opinion, which is why you won't see it as a rule: 
If you don't know who your target is, write your message without paying attention to length. If it still is long after 
you've trimmed the fat, if it still is long, leave it alone. Obviously this can't apply to computer letters with 
predetermined length or to short broadcast spots. 


For fund-raising mailings, do you need a descriptive brochure? The answer is tied to letter length. Results of tests 
seem to indicate that if you need a long letter, you also need a descriptive brochure. In practice, it means that if the 
reader knows who you are, a brochure won't justify its cost in increased contributions; if the reader doesn't know 
who you are, the brochure helps establish credentials, integrity of purpose, and correlation to the reader's own 
philosophy. 


How to Reach Outsiders 


Some fund-raisers just go through the motions. They depend on a couple of big donors to keep the enterprise afloat, 
and everyone else is the victim of the fund-raiser's overblown dignity. Why send that mail? Why pay for typesetting 
an ad? Why spend money on a videotape session? The Second Rule of Fund-Raising is clear and invariable. 
Remember it? It's the rule that says: To reach an outsider, you have to communicate on his level of experience, not 
your own. 


Ignoring that rule or being unprepared to implement it when you contact outsiders will cost you plenty, as it has cost 
thousands of fund-raisers billions of dollars. 


I think some of the problem stems from technology. A printer calls on us. He has a novel way of computer- 
personalizing a communication, and we fall for it. So we become one of 4, 000 organizations mailing a stack of fifty 
address labels or a cold-blooded unjustified invoice to unwitting recipients. 


We've joined the depersonalization movement. Instead of being an oasis, in an era when so many copywriters 
downgrade the people they're approaching to zip codes and digits, we're absorbed into the ghastly trend. We say to 
the reader: "We don't know who you are. We don't care who you are. We don't know what you want or like. We 
don't care what you want or like. This is our address. Send us money." Sometimes we don't even say, "Please." Then 
we wonder why our mailings pull so miserably. 


Ask yourself: If a store sent you a commercial mailing with no more motivation than "Can you give $15 or more" in 
it, would you order whatever they're selling? 


The Two Magic Words 


Of the five great motivators (fear, exclusivity, guilt, greed, and need for approval) exclusivity is the easiest to use 
because we know that during the Age of Skepticismwhich may last for another decade or more, or even foreverthe 
two magic words Only you still work. 
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Remember the basis for this? I care about me, not you. If you want my money, what's in it for me? 


That's why a mailing from the American Film Institute starts off in a classic way. I open the envelope, and the first 
piece I see is a formal-looking card with an ornate border: 


OFFICIAL 
Membership Nomination Certificate 

The Board of Trustees hereby certify that 

H.G. Lewis 
has been nominated to participate as a 
National Member 
of 
The American Film Institute 
entitled to all privileges and recognitions 
of membership. 


I overlook the British use of words, laughable for the American Film Institute: "The Board certify" instead of 
certifies. 


I also have a "Dear Member-Elect" letter from Francis Ford Coppola, and the letter's third paragraph invites me to 
join a "very select number of people." Right on target for exclusivity. 


But now we have to be careful. To combine exclusivity with heavy selling in the same document is not only an art, 
in most cases it's a mistake. And that's exactly what has happened here. On the last page of this letterpage 8, by the 
way, which іп my opinion is far too long for an invitation letter to runI read: 


... but when you remember, you'll also get a full year's subscription to American Film10 colorful and 
informative issuesas well as many additional member benefitsall for 25% off the regular member dues of 
$20a full year of AFI membership for only $15. 


... then you have the best reason yet to accept your nomination for membership. All you need do is send 
in your Membership Acceptance Form to begin enjoying American Film and the other benefits of 
membership. 


See what they're doing? They're pitching me. They've gone over the edge. I don't believe them anymore because if 
this were really an exclusive invitation, they wouldn't spit saliva all over the page to get my $15. They've lost 
credibility, and it's just another fund-raising letter. I no longer feel specially chosen. 


The Copywriter's Insurance Policy 


As postal rates climb, as printing costs skyrocket, and as public apathy enshrouds us, adherence to the rules of 
logical force-communication is our insurance policy. 


If we reach the most people who might contribute and avoid those who never would or could contribute; if we 
operate inside the experiential background of the people we're contacting, not ourselves; if we increase impact by 
emphasizing one or two key arguments and subordinating the rest; if we tell the reader how much to givewe have the 
"accident" portion of our policy. 


« previous page page 270 next page » 


< previous page page 271 next page » 
Page 271 


The "life" portion of our policy comes from adherence to the Consistency Command (Components of a mailing must 
reinforce and validate one another, or reader response to ALL components is lessened) for our ads and mailings, and 
the use of one of the five great motivatorsfear, exclusivity, guilt, greed, and need for approvalfor any medium, 
whether mail, print, or broadcast. 


One other portion of our policy, "endowment," we inherit because we've included the three magic ingredients in our 
selling mixverisimilitude, clarity, and benefitand we've coated them with emotional terms, not intellectual terms. 


Does it bother you to codify rules and procedures for fund-raising? If it does, think how bothered you'd be if the 


rules and procedures didn't exist and every mailing, every space ad, every broadcast appeal were a new game of 
Russian roulette. 
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Chapter Twenty 
Writing for Special-Interest Groups 


The Key: 
The "Whose Message Is It?" Rule 


The key to success in writing for special-interest targetschildren, senior citizens, disabled persons, ethnic groupsis 
the "Whose Message Is It?" Rule. Remember the rule? (Your message should operate within the experiential 
background of the message recipient, not within your own experiential background.) 


You might think: If my experiential background is exactly like that of those for whom I'm writing, I can't miss. Not 
so. The difference between sharing a background and using it to sell is in the communicative power you can muster. 


It's common today for advertising agencies to have separate creative staffs for Hispanic and black consumers. Some 
agencies specialize in just one area, and a client (such as a beer or soft drink company, an automobile manufacturer, 
or a packaged goods processor) may split the account, assigning marketing segments to specialists. 


Buying patterns aren't profoundly different. Language use aside, ethnic differences are a smaller creative problem 
than the differences attending target groups whose product choice differs. Let's take a look. 


Writing for Children 


The television writer usually has creative license not granted to writers for print media; but that license is loaded 
with restrictions when one writes for children. 


In recent years, as the entire world of communication has become hypersensitive to nuances, advertising that might 
be aimed at children, or even seen by them, has come under tighter scrutiny. For example, Camel cigarettes 
withdrew its popular Joe Camel campaign after numerous parent and watchdog groups complained that the Joe 
Camel image appealed to children, regardless of its direct aim at adult smokers. 


The Writing for Children Rule is simple and absolute: Don't exaggerate, either in picture or in verbiage. 
Where the simplicity gets complicated is in the interpretation of the word "exaggerate." For example, the Franklin 
Mint ran some television spots for a coin continuity program. In the spots was the line, "Each month we'll send you 


two issues, each only $13.95, a price that covers it allreference materials, mint-fresh coins, cachets, stamp, foreign 
postmark, and all customs charges." 
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Figure 20-1: 
How does а cruise ship say, "Children welcome"? A big cartoon of "Tweetie Pie" transmits 
the message instantly . . . and more effectively than "Bring the kids" could accomplish. 


No one objected until the spot ran in a children's program. Then the complaints came in thick and fast. Why? 


The Children's Advertising Review Unit of the Council of Better Business Bureau's National Advertising Division objects to 
what it calls "minimization." In this case, the offending word was "only." The logic: This word blurs the cost and makes the ad an 


exaggeration in that it fails to convey the true cost to children. 


In advertising aimed at any other group, the word only is an accepted bit of mild puffery, about as dangerous as at last or new and 
improved. But watchdog groups abound in the children's advertising arena, and effectiveness has to come from child actors 


seeming to have a good time, not from puff words. 


The Franklin Mint said the ad wasn't aimed at children (although the spot did run at a time dedicated to children's programming) 


and agreed to avoid scheduling the spot during children's programs. 
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Figure 20-2: 
Тһе products advertised aren't for children. The premiums аге. The obvious intention is 
to gain a competitive edge by inducing the parent to choose these household items. 
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In this instance, the spot could survive by changing the time period. But what about those spots for toys? 


Hasbro's Milton Bradley division made a commercial for its WWF Wrestling Superstars Game. Interspersed with 
shots of the game were scenes of live wrestlingactual matches in which the contestants were "executing kicks, 
throws, holds, and punches." Hasbro told the Children's Advertising Review Unit that the footage was a depiction of 
children's fantasies while they were playing the Wrestling Superstars Game. 


A logical explanation? The Children's Advertising Review Unit didn't think so, and Hasbro agreed to change the 
spot. 


A television spot that used a wide-angle lens to exaggerate the apparent size of a toy was denied airtime, as was a 
spot that suggested self-movement in a toy whose motion had to come from the owner's hand. 


Disclosure Copy 


You can see the challenge in writing television ads for children: Generate a fantasy without having it "pay off 
visually. Or tell the media department to keep the spot out of child-dedicated viewing time. Or use media other than 
television. (As of this writing, on-line advertising is practically unregulated, and children swarm onto the Web.) 


In regulated media, an advertiser usually can avoid a challenge by including disclosure copy. Television spots use 
audio only for this copy, which satisfies regulatory situations while deemphasizing the point. 


Cynical? Some of the rules themselves are cynical. For the writer, embarrassment comes not so much from having 
copy challenged but from having to reshoot a commercial. 


So stringent is the rein on overdemonstration that Coleco was called to task by the National Advertising Division for 
television spots advertising its "Sentaurs" action figures. The Children's Advertising Review Unit questioned 
whether the figures, manipulated by a child, could perform all the movements shown on the screen. 


Then, after testing, the unit decided mostbut not allthe movements could be duplicated by children. Coleco agreed to 
add disclosure copy to cover this suggested discrepancy as well as lack of information about purchase requirements. 


Matchbox Toys also agreed to add disclosure copy to cover its failure to mention whether its Robotech figures were 
sold together or separately. 


The Plastic Years: 
Ages Two to Six 


Researchers tell us that by age six a child has solidified many of the "buying" habits that will last a lifetime. 
Messages imprinted during the plastic periodages two to sixcan be hard to overcome later. So not only do marketers 
have their best shot between these ages; it's when the most protection against chicanery is necessary. 


If you're trying to plant a seed, don't just keep your message uncomplicated. Keep your product name 
uncomplicated. Children have a hard time remembering product names that have three or more words. One-syllable 
product names are best; two syllables are fine. More than two words put you in peril, even if what you're selling is 
infinitely superior to the competition. 


This explains the success of Cheerios cereal, instantly mnemonic to children. A cereal with a name such as Super 


Bran Crunchy Flakes would have too many words and too generic an image to ignite a child's desire; it couldn't 
compete with Tony the Tiger, who sells cereal based on 


« previous page page 275 next page » 


< previous page page_276 next page > 
Page 276 


his image rather than on the benefits of the cereal. Awareness of words and image helps explain the delight children take in being 
able to ask for Smurfs. 


What's in a name? If it's the name of something aimed at toddlers, don't put too many words or syllables in it, or you'll lose them. 


Writing for Senior Citizens 

Whatever euphemisms we use, senior citizens are the elderly. They're a huge buyer group, the fastest-growing buyer group, and if 
we want to sell them something, we can benefit from our knowledge of some of the common denominators of this group. 
Generally, compared with younger age groups, they are: 

less flexible in attitude 

more loyal to brands and procedures with which they've become comfortable (because they're less flexible) 

less willing to change just because you tell them to change 

more skeptical and sensitive to being patronized 

more impatient 

Knowing these traits, you as a writer can exploit them. Four of your procedures are mechanical: 

1. no sentences longer than twenty words, and never two consecutive sentences longer than fifteen words 

2. no paragraphs longer than seven lines 


3. no more than 200 syllables per 100 words 


4. no type smaller than 10-point (if you're writing for print), no more than 100 words per minute (if you're writing for broadcast), 
and no more than seven paragraphs with a maximum of seven lines per paragraph (if you're writing an e-mail message) 


Eight creative procedures tend to work: 


1. Instead of shouting "New!" tie newness to an established basean improvement that does not discard the security of something 
they recognize. 


2. "Bargain!" is an exceptionally valid sales argument to those whose incomes have peaked or declined or who are on a fixed 
income. 


When It Comes to Health-Care Coverage for Your Medicare Years... 


AARP Wants You to Know You Have Choices. 


Figure 20-3: 
The American Association of Retired Persons dedicates itself 100 percent to the 50-plus age group. So its health 
care coverage specifies a situation unique to that group. ("When It comes to" is a mildly clichéd opening.) 
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3. Don't be overly familiar or convivial. Keep your dignity, and let the readers or listeners know you respect theirs. 

4. Stress ease of acquisition, ease of operation, ease of results. 

5. Recapitulate your key selling argument, for clarity as well as emphasis. 

6. Peer-group testimonials help dispel skepticism. 


7. Refer to age in positive terms. It's "But you must be at least sixty" or "Sixty years or over," not "Sixty years or 
older." 


8. Never suggest you're compromising the individual's independence or ability to care for himself or herself unless 
you have a specialty product designed to enhance the ability to be self-reliant. 


That's the tightrope we walk when writing for this group, which has enormous buying power and political power. 


Every one of the Fifteen Ways to Thwart the Age of Skepticism, listed in Chapter 26, applies to writing for senior 
citizens. Take a look. (One of the author's earlier books, Silver Linings, deals entirely with the creative and 
mechanical aspects of marketing to seniors.) 


Writing to Disabled Persons 


Don't use the word disabled as a noun. Use it as an adjective and it seems less harsh. So you won't write "the 
disabled," you'll write "people who are disabled" or "disabled people." You won't write "the deaf," you'll write 
"those who are deaf." You won't write "the arthritic," you'll write "people with arthritis." 


Or you might use the current buzzword for negative conditions, challenged. Example, for those with poor eyesight: 
"People who are visually challenged." 


Don't use words that might be misinterpreted; this group is far more sensitive than others, and copy should never 
have phrases such as "victim оҒ or "afflicted with." Never use "deaf and dumb" or "diseased" or "confined to a 
wheelchair." If you're referring to someone who has multiple sclerosis, don't be afraid to write, "a person who has 
multiple sclerosis." (Incidentally, use "deaf' only when an individual is totally deaf. Otherwise it's "hearing 
impaired" or someone "with a partial hearing loss.") 


And don't patronize. It's easy, so easy, to start writing "You're a hero" copy. Disabled people want reality, not 
fantasy. So don't write copy that reads as though you're afraid to acknowledge reality. 


We're discussing writing to this group, not writing about this group. If we're creating fund-raising copy, these rules 
don't apply because we're after a different target group altogether. (See Chapter 19.) 


Advertising to Ethnic Groups 
A single rule applies when advertising to ethnic groups; The Ethic Rule advises: Keep your dignity. 
This means writing in conventional English, not slang. Even if you hire a member of the group at whom you aim 


your message, as test reader or even as writer, you run the horrible risk: The reader may think you're being 
patronizing. The risk doesn't exist if you write as you would for any mass medium. 
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To Hispanics We re a 


"MUST READ. 


To Advertisers, We re Simply 


А MUST. 


Want to reach America's growing Hispanic market? 
Y ESTA DELIVERS 


1.1 million ABC-audted households, more іп 1985, Hispanics represented 7% 
Hispanics than any other print vehicle of the U.S. populotion. Today they 
comprise 11* and have established 
Dual language formot appeols to leadership in every aspect of business 
Spanish ond English-speaking Hispanics government, society and the arts 


For nearly 14 years, Visto hos been 
Since 1985, Vista bas displayed а T M 4 


! d eors of this 
phenomenal track record, paralleling ne eyes and ears o 


extroordinory success 
the achievements of the US. Hispani Mraordinory sut 


NISTA 


Reaching Hispanics Where They Live 


population 


Dozens of major U.S. newspapers use Vista to increase sales to Hispanics. Shouldn't you? 
Call 305-442-2462. Or contact our website at http://www.vistamagazine.com 


Figure 20-4: 
Ethnic advertising has become а major factor as Hispanics and African-Americans һауе become the 
fastest-growing discrete consumer groups. Aimed at the advertising community, this ad points out that 
Hispanics, as a percentage of the U.S. population, grew from 7 percent to 11 percent between 1985 and 1998. 
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If the ad is to be translated into another language, you lose some control. Certainly you should have at least two 
outsiders read the translated copy; they never should read it together and you always should consider changing any 
copy they both question. 


Some advertisers who make regular forays into foreign-language media use language-school teachers as their 
bellwethers; some use employees of foreign embassies, who are more likely to be conversant with current usage, and 
some leave the whole job to the media, all of whom offer a translation service from copy written in English. 


If you're a careful writer, you want your translated copy examined twice: once when it's retyped, for usage; and 
again when it's typeset, for typos. 


Most advertisers try to reshoot posed photographs, using individuals representative of their target group. The setting 
should be logical and not jarring, but the original Ethic Rule applies: Keep your dignity. 


A suggestion: If you have the opportunity, test your original mass-media photograph against an ethnic-slanted 


photograph. You just might have a surprise because a deliberately aimed photograph can generate a "Who the hell 
do you think you are?" reaction. 


A Job for Specialists? 

Should the advertising community develop a cadre of specialists to write this kind of copy? I don't think so. I'd 
rather work with experienced communicators, their hand on the throttle tempered by a governing device that 
prevents a case of foot-in-mouth disease. 


What happens when a writer becomes too hung up on sensitivity to a group is a gradually evolving negative attitude: 
"You can't say this." "We can't write that." 


The happy middle ground: A writer who's alert to what can and can't be said and who doesn't regard the logic behind 
the few rules as unfair restrictions. 
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Chapter Twenty-One 
Specialty Ad Writing: 
Lots and Lots of Media and Techniques 


A Valid Technique for Each Medium 


The number of advertising media seems to be growing geometrically. We have ads on taxicabs. We have ads 
projected onto the sides of buildings. We have ads inside fortune cookies. We have ads on grocery carts. 


If you, as a writer, have the assignment of preparing copy for a medium for which you've never written before, this 
educational step is in order: Ask the representative of the medium for any information about how to write for that 
medium, especially samples of what others have written and found effective. 


The difference in fixed-position media between copy for a card on the outside of a bus and copy for a card on the 
inside of the bus isn't major, but there is a difference, and knowing what it is will result in more effective 


copywriting. 

One other area for exploration: the news release. A news release is, generally, a public relations function, not an 
advertising function. But so what? You never know when you'll be pushed into the breach with the instruction: 
"While you're writing the ad, give us a news release, too." 


Let's take a quick look at some of the specialized media. 


Outdoor Advertising 


A generation or two ago, in the days of the 24-sheet poster, a standard rule was: no more than eleven words on an 
outdoor sign. Signs have doubled, trebled, quadrupled in size, and the rule is more pertinent than ever before. 


Some of the best signs with the highest impact have almost no text. They'll show the product and (if the name isn't 
on the product) its identity, plus a single descriptive line. 


More dramatic and far more dangerous are signs that, instead of playing up product, show an implied result of 
product use. A huge illuminated sign will show a basketball player leaping to the hoop; in a comer of the illustration 
is the product name. 


These "total experience" signs are much in vogue, and no one doubts their ability to win art directors' awards. More 
questionable is their ability to generate sales. 


A Nike billboard, placed in a high-traffic area in Atlanta during the Olympic Games held 
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there, had this message: "You don't win silver. You lose gold." The negative psychology resulted in widespread 
complaints about lack of sportsmanship. 


Is controversy a positive feature for outdoor signs? Possibly, since outdoor ads often are a subliminal medium. The 
line between "controversial" and "outrageous" being thin, the writer of outdoor copy who wants to startle the 
passerby out of passivity has to be psychologically aware. 


This is the most "mass" of all media . . . with the restriction that, like all advertising messages, one placed here 
appeals to a specific group of targets. Creating effective outdoor copy isn't as easy as the casual viewer may think. 


Graphics Si, Copy No 

The copywriter creating a billboard has to consider total visual effect. Impact comes from the graphics; unless 
graphics copy are onea murderously difficult achievementthe copywriter can't hit and run with a few words of copy 
left to an artist's interpretation. 

Color is a major factor. The Outdoor Advertising Association of America ranked these colors in order of 
effectiveness: black on yellow, black on white, blue on white, white on blue. Least effective: brown on yellow, 
yellow on brown, red on white, white on red, red on yellow, and yellow on red. 

Accept these rankings with some skepticism. The ranking of black on yellow, the combination offering the greatest 
contrast, is many decades old. The other limitation to these suggestions is the assumption that your board will have 
only two colors. On a multicolor billboard, yellow on red might work if surrounded by blacks and blues. 


For what it's worth: Color psychologists say orange is the most irritating color to the eye, which is why so many fire 
extinguishers are painted orange. 


Technology to the Rescue? 


Outdoor parallels television in that, being a visual medium, it offers the writer a host of mechanical tricks to cover a 
lack of ideas. 


Motion, dimension, and sound are becoming commonplace. Outdoor differs from television and even the World 
Wide Web in the significance of technological help because a mechanical trick that calls attention to a billboard can 
result in the viewer remembering the board he otherwise might not have noticed. 


So Kodak's "Kodarama" may be one of the pillars of outdoor expansion. The backlit transparency achieves detail 
and visual impact that a painted sign never could. 


Some years ago, a company named Modern Graphics began producing heat-sealed PVC panels to make molded 
dimensional signs. A number of companies are experimenting with highly reflective materials, multi-image eye- 
foolers, and signs whose image is geared to a low-power radio station (a legend on the sign asks motorists to tune to 
that frequency to hear the sign's message). 


Many state lotteries have quick-change signs. The drawing is on Saturday night; by Sunday noon, hundreds of 
outdoor signs have been changed to show the new jackpot. 


Logic tells us to write an attention-grabbing message tied to visual impact because this medium, more than any 
other, is also the message. 


Rhymes and Reverses 
Quick: Can you remember an effective rhymed ad? 


I can remember a couple, but they aren't true rhymes; they're radio jingles of a bygone era: 
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Pepsi-Cola hits the spot, 
Twelve full ounces, that's a lot. 
Twice as much for a nickel, too: 
Pepsi-Cola is the drink for you! 


What ever happened to jingles that deliver a hard message? They've been swamped by tightly orchestrated and often 
unrhymed jingles prepared by latter-day specialists"jingle writers"whose attention (like so much expensive, 
mediocre advertisers) is on form, not substance. 


Rhymed copy implicitly calls attention to form, not substance. As a contrivance, it's less noticeable when spoken 
than when written. 


When might you take the dusty rhyming dictionary off the shelf? In my opinion, rhymes are worth exploring in two 
circumstances: 


1. when your company or product has an obvious rhyme with a complementary word 
2. when your message is implicitly unexciting and needs external massaging 


If you rhyme copy for a print medium, be sure the production artist sets it up as a rhyme. Initial letters help. 
Capitalizing the first word of each line helps. Whatever you do, don't run the rhyme as text with a backslash 
indicating a new line. It doesn't work: 


Roses are red/ 

your face will be, too/ 

if you miss the kangaroo/ 
at the Metrozoo! 


Set in type that way, it's just text. Don't go halfway with a rhyme. If you use it, exploit it: 


Roses are red. 

Your face will be, too... 
If you miss the kangaroo 
At the Metrozoo! 


Comic Strips and Comic Books 


Don't laugh. Or maybe, do laugh. Comic books can solve a complex marketing-information problem if they aren't 
merely clever for the sake of cleverness. 


Ever since Mickey Mouse helped train World War II bomber crews, educators have known the value of comics. 
Except for a handful of marketers of children's items, advertisers have been slow to test comic strips and comic 
books as serious message carriers. With the onslaught of computer and Internet periodicals, comic strip drawings 
have emerged as a way to break out of the clutter. Why? It's obvious: The very nature of this type of drawing says 
the message will be quick and easy to comprehend. 


Comics and cartoons have this advantage going in: They aren't threatening. The reader doesn't fear them. The reader 


doesn't have the slightest feeling of inferiority or inadequacy. The immediate impression is entertainment, not 
instruction. What better medium to uncomplicate a complicated message? 
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Figure 21-1: 

The theory underlying the use of comic strip characters is that 
they are 1) disarming; 2) familiar; 3) easy to understand; 4) 
highly visual. Readers of publications in which these ads 
appear may chuckle over the cartoon and ignore the selling 
message . . . unless the cartoon itself includes a selling message. 
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Figure 21-2: 
Like Dilbert, the Jetsons have represented many products and services, 
usually those related to advanced technology such as videoconferencing 
and cellular phones. Unlike the Dilbert ad (in Figure 21-1), this one has 
the cartoon characters actively participating in product sale. 
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The theory underlying the use of comic strip characters is that they are disarming, familiar, easy to understand, and 
highly visual. Cartoon characters such as Dilbert (see Figure 21-1) and the Jetsons have been used by so many 
advertisers that their appearance in advertising has little novelty. Readers may chuckle over the cartoon and ignore 
the selling message . . . unless the cartoon includes a selling message. If the syndicator or other source of the cartoon 
refuses to have the cartoon character participate in the selling argument, an advertiser might do well to look 
elsewhere. 
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Figure 21-3: 
Readers of technical and trade publications may welcome a cartoon ad as an easy-to-read 
alternative to text-heavy or pompous product advertising. Undoubtedly this ad scored 
high in readership; only the advertiser knows whether it increased response. 
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Whether it's a comic strip in print media or a full-blown comic book for mailing or point-of-purchase distribution, 
copywriter and artist should work together to ensure congruence of copy and art. Keep the art simple and double- 
check every facial expression. 


If the artist says, "I need more space for word-balloons," you have a danger signal. No more than ten words in any 
one balloon, please, or you get preachy. You can add nonballoon explanatory text at the bottom of any panel. 


After you've roughed out a comic strip or comic book approach, ask yourself: What do I have here I wouldn't have 
with a conventional brochure or ad? If the answer doesn't hit you right in the eye, you haven't used the medium to 
best advantage . . . or it's the wrong medium for the message. 

Single cartoons are far more dangerous because one cartoon probably is a replacement for a realistic graphic. 
Careful! Are you being clever for the sake of cleverness? Are you violating Unassailable Loser Statute III (The 
illustration should agree with what we're selling, not with the headline copy)? 

Consider single cartoons under these four conditions: 

1. You're selling a concept that defies illustration. 

2. You fear the reader will be embarrassed if you draw too close a tie to what you're selling. 


3. You're trying (ugh!) to establish a corporate character. 


4. You want to ridicule someone or something or create a grotesque or ugly image (primarily in political advertising). 


The Three Master Rules for Writing News Releases 
Three master rules, or canons, cover both technique and content for news release writing. 


The First Canon of News Release Writing: The reader, viewer, or listener should be unaware that the message is 
sponsored. 


The Second Canon of News Release Writing: Put puffery in quotes. 


The Third Canon of News Release Writing: Replace or eliminate descriptive adjectives that suggest editorial 
viewpoint. 


Information, Not Raw Exposure 


Some practitioners of "contact" publicity function on a different level. They deal in exposure, not information. The 
intended result of their professional activity is mention, not persuasion. Rules of writing are superfluous. 


This rock-'em-sock-'em variation of public relations is on the wane, not only because their outlets (gossip columnists 
and broadcast personalities) are fewer than they once were but also because little benefit accrues (except for the 
show-biz personality) from raw mentions. 

For the rest of us, adherence to the three canons is not only an insurance policy covering our own dignity and that of 
our message but also a direct road to editorial acceptance of messages any publication has to regard as optional. A 
writer should be constantly on guard against sliding into ad copy. 


A news release shouldn't crow; it should have the aura of dispassionate reporting. So you wouldn't write: 
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LILLIAN МЕҢЫОЫ CORPORATION 
CORPORATE HfADZUARTERS 


One THEALL Бол 
Rre, New YORK 10500-1450 
Ter: (914) 925.1200 
Fax: (914) 925.1444 


eshli ngA. eom 


FOR IMMEDIATE RELEASE CONTACT: DAVID C. HOCHBERG 
WEDNESDAY, DECEMBER 2, 1998 dch@lillianvernon.com 
(914) 925-1300 


Rye, New York, December 2, 1998 -- Lillian Vernon Corporation (AMEX:LVC), a 
leading national mail order catalog company, bas launched a new Internet site, 
www.lillianvernon.com. The site is also accessible оп America Online, keyword: Lillian 
Vernon. 

The new World Wide Web store integrates upgraded shopping capabilities and graphic 
enhancements to offer customers a user-friendly site featuring over 400 of the Company's 
most popular items in nine categories. All of Lillian Vernon's 6,000-plus products from its 
nine catalog titles can be ordered online using an electronic order form. 

“Internet sales will play an increasingly important role in our business. Our state-of- 
the-art site is easy to use and offers our customers a fast and convenient shopping 
experience from the comfort of their homes or offices," said Lillian Vernon, Chief 
Executive Officer. “Our online catalog provides another opportunity to offer unique 
merchandise at exceptional values. During this busy holiday season, why stand in line 
when you can shop online?" 

Features of the new online catalog include a Gift Registry and Gift Reminder which 
allow customers to add items to a wish list, automatically sent via email to family and 
friends as a reminder three weeks before special occasions such as birthdays, anniversaries 
and holidays. Gift Search makes shopping easy by providing gift suggestions by specific 
age, gender and price range. Special sales available only to online shoppers, and featured 
products are updated weekly. Encryption software ensures the security of all transactions. 

OVER 


Figure 21-4: 
An effective news release convincingly walks the tightrope lifting information above obvious puffery. 
This one accomplishes that. Although some editors may question the word "leading" in the first 
sentence, publications serving the catalog industry know the company and accept its claim of position. 
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LILLIAN VERNON CORPORATION 
CORPORATE HEADQUARTERS 


ONE THEALL ROAD 
Күк, New York 10580-1450 
TEL: (914) 925-1200 
Бах: (914) 925-1444 


www. lillianvernon.com 


The site also features a directory of the 16 Lillian Vernon Outlet Stores, an Investor 
Relations section, press releases, Company history, email link directly to Company founder 
Lillian Vernon, a quarterly email newsletter featuring Lillian's shopping, entertaining and 
decorating tips, information on the Compauy's Special Markets wholesale division, and 
Company-wide employment opportunities. The Company first went online in 1995 with 
both an Internet site and an America Online store. 

Lillian Vernon Corporation із a 47-year-old specialty catalog company that markets 
gift, household, gardening, kitchen, Christmas, and children’s products. The Company, 
founded in 1951, is one of the largest specialty catalog companies in the United States. 
Lillian Vernon Corporation publishes nine catalog titles: Lillian Vernon, Favorites, 
Lilty's Kids, Christmas Memories, Neat Ideas, Personalized Gift, Lillian Vernon Kitchen, 
Lillian Vernon Gardening and Private Sale. 
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Figure 21-4 
(Continued.) 


These are the biggest bargains in fur coats Mason Fur Company has ever offered. It will be years before another 
furrier can equal these prices. 


Instead, you'd write: 


"These are the biggest bargains in fur coats Mason Fur Company has ever offered," said John Mason, president of the 
company. "In my opinion, it will be years before another furrier can equal these prices." 


After you've written your news release, ask yourself the ultimate question: Does this release tell the reader how the information 
relates to him or her? 


Keep in your forebrain the temper of the times: We're in the Age of Skepticism. The reader doesn't ask, "What is it?" The reader 
asks, "What will it do for me?" 


Don't Skimp on Information 
Does your news release leave questions unanswered? 


Suppose, for example, you're writing about a personnel appointment. Is it a new position? Is the new appointee succeeding 
someone? If so, whom? What happened to the person who previously held the job? 


If titles seem similar, explain the job a little: If John Jones is the new director of advertising, reporting to John Smith, vice 
president of advertising, what responsibilities does Jones actually 
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NEWS FROM INTERACTIVE HEALTH SYSTEMS 
1337 OCEAN AVENUE 
SANTA МОМІСА, CA 90401 


contact: Ms. Anne Stanton 
phone: 310-451-8111 
fax: 310-656-1806 


Нан "Mastering Stress CD-ROM 
How Available to HR Departments 


Until now, relieving stress meant visits to à professional 
counselor. 

It still does ... except that the "counselor" is а new 
CD-ROM developed by one of the nation's best known practicing 
paychoanalysts. 

"Mastering Stress" is being distributed by Interactive 
Health Systems of Santa Monica, California. А breakthrough 
interactive procedure, the program closely parallels actual 
sessions with a professional counselor. 

Author of "Mastering Stress" is Roger Gould, M.D., à well- 
known and highly respected psychiatrist. Dr. Gould is Associate 
Clinical Professor of Paychiatry at the University of California 
at Los Angeles and is widely regarded as а key expert on stress 
and its prevention. He is the author of Transformations: Growth 
and Change in Adult Life (Simon & Schuster] and many professional 
publications. His paper, "The Uses of Computers in Therapy," із 
widely quoted. 

Human resources executives are especially logical purchasers 
of "Mastering Stress." The program has proved to dramatically 
reduce poor work quality and absenteeism. 

Depression is, according to many health experts, a 
misunderstood and too often ignored problem in the workplace. The 
How York Business Group on Health has reported that depression, 
anxiety, and stress accounts for 47 percent of reduced 


preaductivity, 40 percent of morale pröohlama Forty percent sU 


How York Business Group on Health has reported that depression, 
anxiety, and stress accounts for 47 percent of reduced 
productivity, 40 percent of morale problems, forty percent of 
absenteeism, 30 percent of substance abuse, and 19 percent of 
poor work quality. 

How does "Mastering Stress" work? The program asks 


questions, just as a professional would ask questions. Each 
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question provides a "menu" of answers, or tha individual may 
choose to provide his or har own answer. 

In response to each answer, the program asks another 
question. The questions are increasingly targeted and pointed, so 
that focus becomes clearer and clearer. The individual literally 
leads himself or herself to the solutions. 

According to Dr. Gould, "Mastering Strass" quietly shows you 
any inconsistencies. It shows you how to consider the 
implications and effects of your attitudes and involvement. And 
it does all this with complete privacy. Only you have access to 
your comments and answers." The benefit of privacy, plus the 
capability o£ handling multiple users, makes the program a 
logical adjunct to human resources Assistance to employees. 

The market price of "Mastering Stress" із 589.95. During its 
initial marketing period, the CD-ROM is available to human 
resources directors at the direct price of $49.95. The program із 
also available in disk format. 

Requests for additional information and direct orders should 
be addressed to Interactive Health Systema, 1337 Ocean Avenue, 
Santa Monica, СА 90401. Phone is 310-451-8111; fax is 
310-656-1806. 

11111) 

Interactive Health Systems of Santa Нопіса, California, has 
released the CD-ROM "Mastering Stress." Authored by noted 
psychiatrist Roger Gould, M.D., the program parallels a private 
5ession with a professional counselor. Also available in disk 
format, “Mastering Stress" is priced at $49.95 for human 
resources executives. 


Fitti 
Dear Editor, 


The enclosed news release describes а major breakthrough іп 
the field of professional psychoanalytic counseling. 


Roger Gould, MD, із one of the foremost analysts іп the 
United States. His remarkable "Mastering Stress" CD-ROM makes it 
possible — for the first rime ~ for an individual to have many of 
the benefits of professional guidance, solving personal problems 
as though a trained analyst were on hand. Developing the program 
required more than two years of research and testing. 


United States. His remarkable "Mastering Stress  CU-HBUM makes it 
possible — for the first rime — for an individual to have many of 
the benefits of professional guidance, solving personal problems 
as though a trained analyst were on hand. Developing the program 
required more than two years of research and testing. 


Bacause this is а totally new concept ... and because we аге 
much aware that you may regard the effectiveness of the program 
with some skepticism ... we'd be delighted to send you a CD-ROM 
for your personal evaluation. 


Phone or fax me if you'd like to have а copy of "Mastering 
Strass." 


Sincerely, 
[SIGNATURE] 


Figure 21-5: 
Inclusion of a photograph usually helps the chances of an editor using a news release. 
This one also has a note to the editor, explaining the new concept the release describes. 
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Registration Form page 3 


TECH DATA TIMES 


ИНЬ... нанне UU 
VOLUME 1 Issur | BRINGING RESELLERS THE NEWEST TECHNOLOGICAL ADVANCES TODAY AND Every Day ӛғесілі. Exeo Ebrnios 


EXPO COMING Т0 


TAMPA - Computer distributor Tech Data will host its Tech Expo "98 — 
the арат! event that offers resellers sneak previews of new technology and Services Consultation Arce open 
seminars offering solutions to beat the competition — from 7: М) a.m. to $ оа Saturday will have representatives 
p.m. August 14 and 15 at the Tampa Convention Center on hand to discuss the unique valec-added opportanities available 
Free to all resellers, Tech Expo is the ideal place for petting the best to you ax а Tech Data reseller, including 
informatios oe product offerings from the industry's premser vendors. You 
will be able to gain new product information, take in a variety o£ osimess 
building seminars мк! foster strong business relationships 
Small to Midsize Business Solutions, Building Your Own PC, 
Networking. and Peripheral Sales Strategies are some of the arcas 
covered by the 2-day seminar program. 


Seminar | Seminar Schedule page 2 | | Seminar Schedule page 2 | 2 


8 ітертизтт and assembly 
technical suppert services 
online services (сопу your proposal preparation dime deamatcally) 


Online ordering with a free freight bomus 


Plus, (ара on how to software boenung 
increase your profitability м ; 
using Tech Data's Electronic wrplanning 


Commerce Solutions, leming options aed other credit arrangements 


your cashflow t 
D $ training aed cenification for you and your employees or 

gh Teh - to resell to your customers 
options, amd an intraduchon 
to the full scope of services 


offered exclusively w 


To attend this free event. resellers should register іп advance by completing 
and faxing the registration form found on page 1. Resellers can abo үзігі 
resellers purchasing through online at www techdata.com 
Tech Оша Resellers ме encouraged to bring their customers or their employees 10 

The product area open on Sananday will have representatives from among this event зо they can see hands on demos of products or talk danectly to 
the 900 Tech Data vendor partners to demonstrate new products or answer vendor representatives. Only guests accompanied by a reseller bost will be 
your questions about the use of theer producta allowed to register 


Figure 21-6: 
A mailing that looks like a newspaper suggests timeliness. It may get attention 
when a conventional mailing won't. In this instance, separating the center 
portion into more standard newspaper columns might have added to readability. 
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have? If a vice president is promoted to senior vice president, what's the significance of the move? 

If someone wins an award, explain the award. If you're moving to a new building, specify that you're 

"streamlining" (a euphemism for cutting back) or "expanding" (in which case you emphasize the amount of space). 

The Rule of News Release Information: Don't leave obvious questions unanswered. 

The Fact Sheet 

Television interviewers, personalities, and newspeople often regard their own on-camera position as paramount and 

whatever they're saying or showing as subordinate. Many of these people prefer a fact sheet to a news release. For 

safety, send both to broadcast media. The fact sheet should list in an orderly and organized way why your subject is 

worthy of airtime. Be sure your first point is a bell ringer. 

If someone from your organization will be on hand as spokesperson, include half a dozen questions the reporter 

might ask that individual. The questions should be those the station's viewership or audience regards as logical; don't 

lapse into questions whose answers would be transparently self-congratulatory. (See further explanation of fact 

sheets in Chapter 17.) 

Writing Cutlines and Captions 

If you send out a news release without a photograph, you not only damage the possibility of your words winding up 

in print; you're leaving out what can be the best-read componentthe cutline. (Generally, cutlines are words below a 

picture; captions are words above a picture. In the news world, cutline is the most common term. 


Here are the Five Rules of Cutline Writing: 


1. Repeat pertinent information even though it also appears in the news release. (That way, a publication that runs 
the photograph but not the news story won't leave out something you think is important.) 


2. Don't be afraid to write long cutlines. (The worst that can happen is the publication will edit them down.) 


3. Write complete sentences, not bullets. (If a publication has stylistic idiosyncrasies, an editor will change your 
copy to conform, but most publications prefer full sentences.) 


4. Set a limit of twenty words per sentence. 


5. If you include several pictures, write a separate cutline for each one, even if they're similar. (Assume that only one 
will be usedand you don't know which one.) 


How to Handle Negative News 
It seldom pays to write a direct answer to an accusation or a negative circumstance. Instead, have a "library" release 
of achievements ready. Tie it to one of these nonresponses to an accusation, built around the temporizing words 


appropriate and inappropriate: 


We haven't yet had an opportunity to study and discuss the matter and will have an appropriate comment once this 
has been accomplished. 
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The matter is in litigation, and it would be inappropriate for us to comment at this time. 

We have undertaken an internal investigation of the issue and are compiling information for analysis. 

A news release or prepared statement should never be worded like this: 


We regard the report as biased and unfair, and we are discussing with our attorneys the possibility of 
strong legal action. 


Instead, a reply might be worded something like this: 


We haven't yet read the report, and of course we'll have a comment at the appropriate time. We do call 
your attention to our positive record of achievement in affirmative action hiring and civic service. 


A Hard Look at Remails 


Remailsmailing a second message to someone who didn't buy from you but should haveweren't discussed in Chapter 
13 because remails are becoming their own medium. 


Why are remails a hot media concept now? A major advantage direct marketers have over their brethren in media 
advertising is the ability to pinpoint market segments. The computer, one of the two principal bases for the 
renaissance of direct response (zip codes are the other), tells us just about everything we might want to know about 
our buyers. We're almost able to predict who will buy what. 


Tantalizing, isn't it, that word almost. It's the word that keeps us off-balance, no matter how big a pile of data we 
accumulate. 


Here's Mary Jones: age 46, married, two children, exurban, zip code starts with 6, works part-time, household 
income $65, 000$70, 000, husband an engineer. She bought from us three times before and she bought this offer, too. 


Here's Mary Smith: age 46, married, two children, exurban, zip code starts with 6, works part-time, household 
income $65, 000$70, 000, husband an engineer. She bought from us three times before and she didn't buy this offer. 


Why? 
The "Random Intrusion" Factor 


In my opinion, taking the time to ferret out a psychographic differential between Mary Jones and Mary Smith is a 
less efficient use of time than remailing Mary Smith. 


Why? Because if Mary Smith didn't buy, the reason might be a subtle difference between the two women, but it's 
just as likely that Mary Smith simply didn't see the offer. 


Please don't limit "see" to the standard explanations (she wasn't home that day or missed this one piece of mail or 
was the victim of a post office peccadillo). Include the possibility that the most uncontrollable circumstance changed 
the mix. We can call that circumstance "random intrusion." 


Mary Smith may not have "seen" our mailing or ad as Mary Jones did because of her mood, buying position, family 


attitude, personal exhilaration or disgruntlement, or momentary aberration. These circumstances are beyond the 
reach of any marketer. Buthappy day!they're subject to immediate change. 
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So what do we do? We remail Mary Smith. We give her a second chance because no matter how black her mood, 
how disgusted she is with us as vendors, how wasteful she felt after her last buying spree, or how changed her 
demographics or psychographics might be, she still is a buying prospect of far greater value than any cold-list name. 
We give her a second chance. 


Don't Insult the Blind 


We all have seen so many "You fool!" follow-up mailings that our attitude toward this approach probably has 
polarized. We love it or we hate it. 


The insult lovers do have a point. Mary Smith hasn't bought. As a member of the prime target group, she should 
have. What's wrong with a little shock therapy? 


Nothing, really. I just think it's too soon. If Mary Smith didn't have proper exposure to our message, which of these 
approaches will bring in her order? 


Your subscription has officially expired. Here is one last opportunity to renew your subscription at the 
preferred rate. 


Please send us your renewal immediately, as otherwise no further issues can be sent to you. 
Or 


Oops! 

We know our subscribers get more mail than most people. So it's possible you missed the renewal notice 
we sent you a few weeks ago. 

Not to worry. I've enclosed a duplicate. Please send it back right away because technically your 
subscription has run out. 


I leanmildlytoward the second approach not only because it's more likely to slide under the barrier the recipient may 
have erected (what if, yes, the first notice did get through, was considered and rejected, and went the way of all 
flush?), but also because it's too soon to connect the electrodes. 


Sure, in a series of four follow-up letters, the fourth is loaded with explosives. Three strikes and we're out, so what 
do we have to lose? 


What if budget or corporate philosophy dictates only one follow-up? My suggestion: Test. Test friendship against 
hard-boiled "You're the loser" copy. 


We are, after all, in the Age of Skepticism. I, for one, am increasingly antsy about a reaction I'd have regarded as 
strange a dozen years ago . . . contemptuous rejection of copy we intend as friendly. The reader concludes, "He's 
trying to sell me something," and this conclusion is grounds for refusal. 

Subscriber turnover being what it is, it's a rare and courageous publication that gives up after only one subscription 
reminder. Magazine subscriptions aren't typical of our total cosmos anyway because a subscriber may go his way 
and return to the fold a year or two later when the ninth follow-up offers a calculator or a camera. 

We're Selling Merchandise Here 


Suppose, instead of a subscription offer, we've mailed a merchandise offer. How do we offer the target individual a 
second chance? 
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Do we just remail, with no changes? After all, the "no see" theory suggests we might as well, since the recipient 
probably didn't get a good look at what we're selling. 


I don't agree, and I'll tell you why: This book is based on the Five Great Motivators that work during the Age of 
Skepticismfear, exclusivity, guilt, greed, and need for approval. Here's a painless way to add guilt to the blend. (It 
can't hurt, especially since the "no see" theory might not be the reason the original mailing didn't pull a response.) 


On the outer envelope, put a legendsomething such as: 


Did you overlook it? 
Here's another copy. 


Inside, add a single enclosure to the mailing. This would be a small sheet of paper, either a "From the desk of .. . " 
sheet or a small piece of notepaper with no heading. The message on this sheet: 


I sent you this information a few weeks ago. I haven't seen a reply from you, which suggests my original 
message didn't reach you. So here's another copy. You still have time. 


Two rules form themselves when we consider remailing. We might call them the Remail Determinants. Here's the 
First Remail Determinant: If the mailing has been successful, the only content change for a single remail to someone 
whose characteristics match those who bought from your first mailing is the information that this is a remail. 


The Second Remail Determinant: For prospect groups other than proven namesthe "Mary Smiths"it probably will be 
more productive to send additional mailings to cold lists. 


If you haven't tried second-chance mailings of offers that have pulled fairly well, consider them. They can be a road 
to increased profit, and the additional creative and mechanical costs are nil. 


Learn Your Craft 


Whatever you're writingoutdoor signs, comic strip advertising, news releases, remails, or copy for an ever-changing 
kiosk sign in a bus stationlearn your craft. 


Too many writers look down on what they do: "This kind of copy is beneath me." Uh-uh. It's impossible to know too 
much. And it's a lot easier to write potent copy for any medium if you know how that medium works. 
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Chapter Twenty-Two 
Sometimes a Hot Medium, Sometimes Cold: 
How to Write Card Deck Copy That Sells 


Unique Problems for the Writer 


What a nasty shock loose deck cards are for the writer who usually settles in comfortably to grind out a four-page 
letter, an eight-page brochure, or a full-page ad. 


Except for oversize "end cards," the whole sales argument has to squeeze itself into one side of a 31/2- by 51/2-inch 
card! 


That isn't the worst of it. The card is embedded in the center of a deck, with 59 competing cards elbowing it out of 
the way, clamoring for attention on their own. 


The ambience is the contemporary equivalent of the huge classified section of Popular Mechanics in the 1930spage 
after page of classified ads. What hope could a little advertiser have? 


Somehow that hidden classified ad did pull. And somehow that buried card does pull. But the differences between 
1932 and 2002 aren't just improved technology and degraded mail delivery. They're more profound than that. 


The biggest difference is the tremendous onslaught of advertising messages. The 1932 reader may have subscribed 
to Popular Mechanics and no other publication; that could be why the tiny classified ads pulled. Do you know 
anyone who subscribes to just one magazine? 

With an average of at least fifty hours a week of television viewing, plus all that time spent on-line, plus home and 
car radios, plus metropolitan and community newspapers, plus catalogs and mailers, plus an endless sea of signs, 
plus telemarketing, it isn't surprising that we have become more and more desensitized to all advertising. 


But we bear a nastier cross: The typical card deck is business-to-business, so we have to add to the attention- 
grabbing mix all the trade publications competing for attention. Question: What chance does one card have? 


Grab 'em or lose 'em 


Experts agree on what chance one card might have. Opinions are that the typical recipient of a sixty-card deck 
spends from one to three minutes riffling through it. You have one to three sec- 
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| BINDERS 
as low as $1.56 each 


other Image-Enhancing 
Loose-Leaf Products: 


è Pocket Folders *Padholders 


è [Index Tabs & more from 


ARES 
I THERMOPLASTIC 
COMPANY 


For FREE С АТАС: 
tape business card here and mail 
or Fax: 412-067-9000 


Website: www. ШЕР ө COM 


Wd e gun 


rj 
y 


Figure 22-1: 

A card has to grab and shake attention fast. This one does, with a specificbinders 
as low as $1.56 each. The reverse of the card has the usual postal indicia, plus a place 
for the responder's name and address, although, cleverly, the card gives an option 
of taping a business card to it. Note inclusion of a Web address as another option. 


onds to grab your prospect's attention, hold it, and impel him or her to put the card aside for action. Not much time, 
is it? 

That's why the headline on a card is crucial. Your powerful brief headline has to clearly state a definite benefit to the 
buyer. 


Many experts suggest using full color on the cards. Others don't, theorizing that color can be a distraction. The deck 
riffler is looking for personal benefit, not artistry. 


So in the middle of a deck of four-color cards, wouldn't a dynamic two-color card stand out? "No," says one deck 
publisher. "If you're in the middle of the deck, color is even more important. We've tested it in split-runs, and color 
invariably pulls at least 20% better." Suggestion: Test it for yourself, possibly as a split-run within a single deck. 


For card headlines, terms such as "New," "At last!" and "You've been waiting for this" seem to work. Description of 


benefits is crucial, and the writer's focus should be on the prospect, with copy that can be read and understood 
quickly. An expiration date, prominently displayed, helps force that card out of the desk and onto the desk. 


Six Principles for Card Deck Copy 
Those who have used card decks successfully agree unanimously on one point: The recipient wastes no time 


dawdling over cards. Whether one second or three seconds, selling time is perilously short. So I've codified six 
principles for card deck copy. 
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The Six Principles of Card Deck Copy 


1. Your offer must be instantly identifiable. Flash a photocopy of your card's camera-ready art at half a dozen people 
who don't already know what you're selling. Give them the longest estimated digestion timethree seconds. Then 
have them tell you, minus refinements they'd have to probe the body copy to find, what it is you want them to do. 


2. Sell, coherently, what the headline promises, not a secondary service or product down the road. If you're offering 
free details, emphasize the free details, not what you might sell later on. In my opinion, this is the principal problem 
in unsuccessful cards. 


3. Stress benefits. You don't have room to write poetry about features, and the reader has neither the patience nor 
the interest to read your poetry. Use a bulleted format, to save space and hold attention. Contents aren't automatic. 
Place yourself in the position of your best prospect. What does he or she regard as a benefit? 


4. Assume your card is buried in a deck of offers, all of which are as good as yours or better. 1 suggest this principle 
because seldom will a direct-response writer face as murderously competitive a medium as card decks. This is 
doubly true if your card isn't one of the first six. The response rate falls as the reader shuffles toward the bottom of 
the pile. Many decks charge a premium for position within the first six; others use the top card to offer some sort of 
prize, which can be claimed only by digging through the deck. 


Another penalty: Making the offer isn't good enough. You know a deck riffler won't scribble his name on sixty cards 
or even ten. Why should yours be among the chosen few? Because your words burst with power and the other guy's 
words don't. 


5. Tell the reader what to do. You know this principle doesn't apply only to card decks. It's one of the great laws of 
direct mail. I include it here because this is the most obvious and most common deficiency in copy for cards. 


Now you can tell Pitney Bowes to... 


The Conquest T- 1000 is the first totally 

electronic postage meter that provides: 

* Smudge-free, no-ink, non-impact printing 

* Departmental accounting 

* A money-saving scale interface 

е TELESET resetting through а built-in 
sel-dialing modem 


FRANCOTYP-POSTALIA BRINGS TOU ALL THIS FOR AS LITTLE AS 


So why keep paying extra to be treated 
like a small fry? Now you can afford to tell them to stuff it! ca cor оза лах or 
For the dealer nearest you call (800) 95- NO INK A ona ali ortae Ж г. 


Figure 22-2: 
The heading stops the eye and promises a benefit. Good copywriting! Body copy specifies 
comparative benefit. The company's name appears in small type, possibly because of the 
supposition that a little-known name is less likely to sell than an exposition of competitive advantages. 
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Invariably the least successful cards ignore this principle. Peculiar, isn't it, since it's the easiest one to apply? 


6. Force the reader to respond immediately because delay will cost money, reduce benefits, or lose business to a 
competitor. Time can work for us as well as against us. The recipient is flipping through the cards, but he or she did 
open the deck. Why is this person allocating one to three minutes to turn a neatly packaged deck into a jumbled mess 
of discardsand a few precious cards to mail back? 


Decisions are instant, and keeping this in mind can benefit the canny card advertiser. Create urgency. Give your 
readers a reason to act now. 


Why Should I Mail Back This Card? 
I'm looking at a card for, of all things, a card deck. The heading on the card: 
OUR CUSTOMERS MEAN BUSINESS 


What a ghastly cliché! Sometimes, in speeches, I'll show about sixty ads for various companies, headed "[Name of 
Company] Means Business." I've seen this tired line so often I've quit collecting samples. 


But cliché or not, where's the clarion call to action? Having read it, what am I supposed to do? Remember the first 
principle: Your offer must be identifiable instantly. Remember the cosmic great law that has become the fifth 
principle: Tell the reader what to do. 


= Office Supplies 
FREE cataros: 


Quill has a lange inventory of office supplies at unbelievable savings 
Thousands of businesses depend on QUILL Tor their basic supplies 
because we cater to the needs of Office Managers. 

= Outstanding Everyday Low Prices. Save As Much As 68% Off List! 
“Гай as Late as 6pm and In-Stock Orders are Shipped the Same Day! 
* Most Orders Over $45 Are Shipped Free! Satisfacbon Guaranteed. 

* 11,000 quality products in stock! 

Complete this coupon or 


Call 1-800-789-1331 
Fax to 1-800-789-5364 


Refer to Code 68311 
YES! Send me Quits FREE Catalog 


ке DER ay _____ аы әср — 8 $0— T 


lampary 2 P il: | 1 ЖЕ ELE eee 


Ба -r AQUILL 


Fipure 22-3: Every business office has office supply catalogs on hand; so why would 
someone want another? "Large inventory" and “unbelievable savings" aren't as potent 
ав an example of what might be in that inventory (such as obsolete computer printer 
ribbons) and an example of unbelievable savings, A card has to kill with a quick, hard 
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Figure 22-3: 

Every business office has office supply catalogs on hand; so why would someone want 
another? "Large inventory" and "unbelievable savings" aren't as potent as an example 
of what might be in that inventory (such as obsolete computer printer ribbons) and 
an example of unbelievable savings. A card has to kill with a quick, hard blow. 
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Here's the unconvincing nonargument following "OUR CUSTOMERS MEAN BUSINESS": 


And that means business for you when you offer your product or service to 100, 000+ proven mail-order 
buyers with MEETING POWER CARDS. 


This was the first card in the deck. I suggest a separate principle to the publishers of card decks: Those first few 
cards should be barn burners. If the first few cards are boring, we throw the deck into the wastebasket. 


What a disservice to the advertiser whose brilliantly written, perfectly produced card is number fifty-eight in the 
deck! 


An advantage of writing copy that doesn't violate the six principles is clarity. In cards, clarity and the first principle 
are Siamese twins. 


Here is all the display copy on a card: 


Look 
$ Trade Commodities with a Professional 
before Investing a Dime $ 


Okay, you have one second. Aw, make it three seconds. Tell me what they're selling. A more leisurely inspection of 
the card tells us the advertiser is pitching a "unique commodity program, designed for the beginner as well as the 
experienced investor." Yawn. Copy ends with the suggestion that we "send now for a free booklet." Why? What's in 
that booklet? 


See the point? The card violates the first principle, and implicitly it's unclear. What if the writer had pitched the free 
booklet, finding a benefit in it? Impact would be centered, and clarity would justify holding the card for a few more 
seconds. 


Compare that card with this super-clear offer: 


ORGANIZE NOW! 


Over 500 Products to 
NIZE NOW Organize Your Business 


а... 


ел £470 e 


or Home Office 


Cry iaie Zip MOREE S ee ДЫ 


FREE CATALOG wre rosvaxx 
Just FAX this card to (732|938-4419 
or mail 8 cord ta us at 


Farmingdale, NJ 07727 
18001651. 7233 


Figure 22-4: 
What kinds of products organize а business ог home office? Naming 
a few might result in higher response than a generalized pitch. 
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INTRODUCTORY 1/2 PRICE OFFER 
(Expires in 30 Days) 

18 rolls of PCS 
SUPER-STICK 

SHIPPING TAPE 

+ PLUS + 

a heavy-duty 

SWEDISH STEEL 
DISPENSER 

only $29.98 (a $63.01 value) 
* SAVE $32.03 * 


Not one clever word. Not one slip toward subtlety, the enemy of clarity. Sparing use of adjectives. It's an effective 
card, proof that, yes, you can sell directly off the card. 


One-Step, Two-Step, and Misstep 


The card-selling shipping tape is one of many successful one-step cardscards making a direct offer to sell, not an 
offer to send information. 


There are three requirements for one-step conversion: 
1. Means of ordering and billing should be simplified. 
2. Product use should already be known. 

3. Bargain should be apparent. 


The free details two-step conversion is usually less troublesome than going for the order direct from the card, but 
when the possibility of getting the order exists, it's a tantalizing prospect. 


Examining previous issues of the deck and testing inquiry cards against go-for-the-jugular cards will start a card 


education that becomes increasingly worthwhile as loose deck cards become, for some marketers who have neither 
the budget nor the inclination to use publications or direct mail, major direct-response media. 
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Chapter Twenty-Three 
Lots of Tips for Writing Catalog Copy 


Adding Motivators 


Catalog copywriters spend their days struggling to answer the toughest question in our business: Why should I buy 
from you? 


Raw product description depends on luck to get that target customer to lift the phone or fill out the order form. Luck 
won't hack it for us. Safety lies in giving the catalog reader a reason to order. Remember the magic formula? 


Only you. 
Only from us. 


Sometimes one word makes the difference. A specific word can motivate. Another specific word can be a turnoff. 
Words Do and Words Don't 
What qualifies as a motivator? Headlines projecting benefit qualify. Here's one: 


It's not a copy of the famous $185 European shoe. 
It is the $185 shoe. Yet you pay only $89.99! 


Here's another: 

Exclusive Country Clothes Collection 

Designed by us, made by us, 

Available only from us. 
A bonus is an automatic motivator because a bonus is a pure appeal to greed, one of the great motivators. 
On the inside cover of a flower catalog, we find two bonus offers, one atop the other: 

FREE BONUS 


OFFER 
If your order is received by September 25... we will send you FREE, with your or- 
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der, 6 top size Red Riding Hood tulips. These bright red Greigii hybrids flower in early April on sturdy 

12" stems. Their foliage is a rich green with purplish stripes. Excellent for beds, borders, and background 
in the rock garden. A $2.95 regular value. 

ADDITIONAL FREE 

BONUS OFFER 

12 Dwarf Daffodils Hawera 

This dainty Triandus hybrid is extremely free flowering. The flowers are usually 3 to 4 on a stem with bell- 
shaped cup and recurved petals. The soft creamy yellow flowers are only 8” tall making them ideal for 
borders and rockgardens. They will naturalize well and come back year after year. A $4.00 value free with 
orders over $40.00. 


Assuming the typical reader scans the two free offers in sequence, a proofreader should have demanded 
consistencyone word or two words for rock gardens. What's good here is the motivational descriptions; I might not 
be interested in tulips or daffodils, but the descriptions give them a universal appeal. 


A minor copy note: I'd prefer the colorful word purple to the cardiac-arrest color "purplish." Color can be a 
motivator. A suede skirt in another catalog gains elegance by the copywriter's touch; it might have been red or 
vermilion, but this writer adds value by calling it ruby. 


Even the lowly phone number can be a motivator: 
24 HOURS 
7 DAYS A WEEK 
CALL TOLL-FREE 


1-800-225-8200 
We'll answer your call by the third ring! 


Adding the standard line "Have your VISA, MasterCard, or American Express card ready" won't hurt the motivation 
and will speed up the order-taking process. 


Another catalog adds the motivator of timeliness to the phone number: 


Call 1-800-543-8633 
For Same-Day Shipping 


Customizing, extraordinary wording of guarantees, direct-quotation testimonialsall are motivators. Like the others, 
their potency depends on the copywriter's mastery of the craft of forcecommunication. 


A Sales Expert Doesn't Just Describe 
What's wrong with this copy? 
THE PERFECT DRESS 
Wear it anywhere and enjoy being seen 
in this stylish and flattering timeless classic. 
Midnight Black or Champagne White, sizes 612. 


No, it isn't terrible. No, it isn't professional. It hangs in that limbo separating those two universes. 


It isn't terrible because it does describe what the catalog is sellinga dress. The photograph shows it, relieving the 
copywriter of some of the burden. Colors and sizes are covered. 
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What prevents the copy from entering the hallowed halls of professionalism is the decisionconscious or unconscious, 
by writer or employerthat description is equivalent to salesmanship. 


What if, instead of the pitifully uninspired "Wear it anywhere," the writer had written: 
Wear it to the tennis matches. 
Then go directly to your dressy banquet. 
It's in perfect taste for both. 


The writer now transmits a message the reader can pick up through eyeballs. It's visual, as good catalog selling copy 
should be. 
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Figure 23-1: 
An upscale catalog often decides that romanticizing with descriptive copy 
can damage the image. A rule seems to be: The higher the price, the less the 
amount of descriptive copy. Note, too, that prices are run in, not set in boldface. 
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The Curse of Parochial Isolation 


The curse of parochial isolation is the gradual widening of the distance between you as seller and "those people" as 
possible buyers. What's parochial isolation? It's the well-intended but self-defeating practice of becoming so over 
knowledgeable about what you're selling that you lose touch with the marketplace. 


The friendly neighborhood grocer of pre-supermarket days never had this problem. He saturated himself in the open 
marketplace. He knew his demographics inside out: Who bought what, and why. He knew, within the limited sphere 
of his own marketing area, the survival potential of a new product. His customers kept him aware of his competition. 


Early catalogers had this same advantage. They knew, whether instinctively or aggressively, that isolation stifles 
communication. And what, after all, is a catalog if it isn't a profit-seeking maneuver in force-communication? 


How to Prevent Copy Anemia 


Isolation can make copy so anemic that it becomes too weak to compete. Why? Because as the gap between seller 
and buyer widens, the words in the catalog mean less and less to the prospect. 


Let the writer scrabble around in the open marketplace to get those batteries recharged! Let him spend a week 
behind the counter at a retail store! Let her spend a week either selling door-to-door or over the phone or wandering 
slowly through a shopping mall making notes of comments and conversations! 


The Buyer/Seller Equivalence Equation explains why inbred copy keeps seller and buyer apart: The Seller's Concern 
= What it is. The Buyer's Concern = What it will do for me. 


Can you see the logic behind a plea for catalog writers to immerse themselves in the marketplaceto watch the 
television shows they reject with intellectualized disdain, to stroll through department stores and shopping malls, to 
listen to late-night radio call-in shows, to scan one consumer magazine for each trade magazine they read? 

In my opinion, this makes the writer a far better keyboard gladiator than poring over a competitor's catalog. In my 
opinion, basing catalog copy on what a competitor writes is "me-tooism" that might help immortalize the 
competitor's mistakes. In my opinion, everybody in this business should spend as much time outside the insulated 
corporate walls as inside them. 

Six Magic Words 


Invariably, catalogers who quarantine themselves away from "those people" at whom their catalogs are aimed are 
unaware that what they think and like may not be the same as what "those people" think and like. 


Go through the catalog, item by item, and ask the logical six-word question: What will this do for me? 


Not only will you overcome the "feature isn't identical to benefit" mistake, but your own attitude toward catalog 
copy will begin to resemble the attitude of "those people" . . . and they're the ones who keep you in business. 


The Ultimate "Ultimate" 


Falling in love with a word is like falling in love with a vampire. Every kiss drains a little more strength out of your 
message. 
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Figure 23-2: 

When a catalog achieves a "personality position, " as the former J. Peterman catalog 
did, copy can become personal and even puzzling, provided it also describes. On 
this page, one of the best bits of copywriting is the last sentence describing the 
floral wool rug: "Turns a garret into an atelier." The catalog eventually failed. 


One of the better upscale catalogs has, іп a single issue, а whole gaggle of "ultimates." A golfer сап buy "the 
ultimate putter"; the young adventurer can buy "the ultimate remote-controlled off-road vehicle"; a dog can have 
"the ultimate defense against fleas" (this last shows a dog inside the house, his electronic collar probably driving the 
fleas deep into the carpet). 


Like fine wine or good jokes, words such as ultimate or supreme or beautiful or important should be dispensed 
sparingly (see Chapter 11). Poured out in a glut, they sour the stomach. 
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Sure, a writer forgets which words he used yesterday. A catalog has two separate sets of problems: 1) More than one 
writer can contribute prose; 2) Copy might be written over an extended period of time, especially if some sections 
are picked up from previous catalogs. 


The solution (as is true of all creative writing) lies in dispassionate proofreading. A person not connected to the 
origin of the copy reads it in a single sitting, looking for annoying duplications. 


If copy comes out of a word processor, checking is a lot easier. The search key will pick up adjectival overuse. It's 
the ultimate defense against the ultimate gaffe, and ultimately it works to the ultimate benefit of the mailing. 


And Just What Makes it "Ultimate"? 


If we're saying what we mean, we won't use ultimate as the ultimate description anyway. Why? Because ultimate 
implies the end of the rainbow, the best, beyond further improvement. If, in fact, whatever we're selling actually is 
the ultimate, we'll sell more merchandise when our copy tells the reader just what it is that makes what we're selling 
"the ultimate" than we would by making an unexplained claim. 


If you've been using ultimate and important as unexplainedergo, unjustifieddescriptions, a mild chiding: You're 


cheating the reader, whether your claim is true or not. If what you're selling really is the ultimate or if it really is 
important, you have more ammunition than you're using; if it isn't, you're using paper to cover a hole in the roof. 


How to Give Prospects a Reason to Do Business with You 


Visualize a selling situation in which a shopper wanders through an insane shopping center. A dozen stores have 
identical lines of goods. The shopper has one hour; each store gets a fiveminute shot at the sale. 


I can't believe, in such a circumstance, that a marketer would take the position so many catalogers take: "Here's what 
I have to sell. Do you want it or don't you?" 


Oh, no: The winner of this little battle shrewdly sizes up the prospective buyer, saying, "Aha! I know what will 
appeal to him or her." 


"But We Can't Be Sure What They Want" 


Someone who sells women's shoes can't be sure all the catalogs go to women. Someone selling automobile parts 
can't be sure all the catalogs go to car owners. 


That isn't the issue. Except for blind prospecting, catalogs go to two groups: 1) those who made a previous purchase 
or put down a cash deposit to get the catalog or are referrals; and 2) those whose appearance on a particular list, 
residence in a particular neighborhood, or job title within a particular area of business makes them logical prospects. 


If we don't use this information, we wind up with bland, overgeneralized product descriptions based on the 
ridiculous complaint, "But we can't be sure what they want." 


I suggest a conference, attended by merchandise manager, list buyer, and copywriter. The meeting should last no 
more than ten minutes because the purpose is to ensure congruency of viewpoint: What are we selling, and to whom? 


Recognition of what we're selling and the individuals we expect to buy it will in one brilliant flash eliminate the gray 
sameness so many catalogs share. 
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Figure 23-3: 
The page is headed "Perfect gifts." Neither clocks nor pocket planners are usually 
thought of as gifts; but the catalog supplies a mind-set that can tie these items to 
the theme and make individual copy blocks referring to the word "gift" unnecessary. 


Give 'em a Reason to Buy 


In my opinion, the only way you can go too far overboard in giving the reader a reason to buy is to have type 
running off the page. 


Three sensible constraints are in order: 
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1. Only the most consummate master of wordsmithy can lecture or sermonize from an Olympian posture and not 
generate antagonism. 


2. Іп catalogs, as in conversation, it's bad form to delve too deeply into the reader's shortcomings that we plan to 
correct. 


3. Page after page of products for which the writer makes identical claims can kill credibility. 
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Figure 23-4: 
Figure 23-3 included а Singing Bird Clock as опе of a number of gift items. This catalog features 
the clock with a number of options and names each bird on its face. Two questions: 1) Which do 
you think will sell more clocks? 2) Why is that question unfair? (Answer to the second question: 
The question is unfair because it doesn't take into account the amount of dedicated descriptive space.) 
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Some catalogs implicitly answer the question "Why should I do business with you?" by their very content. Examples: 

You sell dresses to women who have "fuller figures." 

You sell sex aids to those who have paid to get your catalog. 

You sell prosthetic devices. 

You sell cigars to men who have asked for your cigar catalog. 

You sell computer software upgrades. 

In such cases, recognition of the need reinforces the "who I am" recognition that prompted the original request. 

For previous buyers, the problem doesn't exist at all; personal products always have a high buyer-loyalty rate 

because the buyers don't want to expose his weaknesses to outsiders any more than he must. Competitors have to 

find an extraordinarily compassionate approach to break the chain you've forged. 


Don't Overpower Your Own Product 


In a solo mailing, product can be secondary to its emotional match with the target reader. Catalogs need a more 
balanced copy slant. 


This is because a catalog is more eclectic than a single-item mailing or an ad. Seldom do you find a customer who is 
wildly in need of everything in your catalog, and never can you prevent the various items you display from 
competing with one another for the buyer's favor. 


So product descriptions are the floor under your selling argument, just as an uncooked, unseasoned steak is the floor 
under your dinner. 


Which Comes First, Product or Benefit? 


I propose the Rule of Catalog Attention-Grabbing: Start the description with benefitwhat the item will do for the 
customer. Then describe the product itself. Then recapitulate the benefit. Then list the specifics necessary to place an 
order. 


The benefit/product/benefit/product sequence works well, in my opinion, because benefit grabs attention better than 
physical product description. Inserting the product description in the middle works well because this ploy softens the 
enthusiasm without breaking it, so the reader doesn't feel he's being "pitched." A final few words about benefit are a 
logical close, just before such product specifics as color, size, and price (which traditionally come last). 


Can you do all this in one paragraph? Certainly. Some catalogers do it in twenty words. 
A Catalog Cold-List Impeller 
Did you ever get a catalog from a company you had never bought from before, with this copy on the cover? 


WE'RE SORRY, ВОТ... 

Mailing costs being what they are, 

this is the last catalog we can send you 

unless you order something from these pages. 
We hate to lose an old friend, so won't you please 
look through this catalog right now, 

while it's in your hands? Thanks much. 
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"The last catalog" from a company we don't know? This copy wasn't an accident. The mailer is exercising his right 
to add a free shot of guilt, larded with exclusivity, to the marketing brew. 


The cataloger's last-chance target isn't the same as the solo mailer's second-chance target. But talking tough to those 
who have bought from a catalog within the past six months isn't a good idea at all. An individual who has made it to 
the golden plateau of your house list sees your catalog as a source, not as an impulse buy. He's easily outraged by 
your expression of disaffection, unless the time gap is a year or more. 


The "Ultimate" Dressing Room 
A lot of people who should buy from us don't. Have you ever heard this comment? 


"I just don't buy anything by mail order. Well, maybe from Eddie Bauer or L.L. Bean or The Sharper Image. Oh, 
yeah, and occasionally from the Neiman-Marcus catalog and Bloomie's by Mail. And we order office products from 
the Office Depot catalog, of course. But I'm not a mailorder catalog buyer." When the cryptographers decode this 
message, here's what we get: "I don't buy from you." 


Some entire catalogs never devote a single line of copy to any of the gigantic advantages of buying from them by 
mail. They never do tell the prospective customer: 


When you order from a catalog, you get the exact size and color you want. You don't just pick over what happens to 
be in stock in the store. 


When you order from a catalog, you can return merchandise easily and without a hassle. You don't have to stand in 
line to get the department manager's signature and sour look; you send it back and you get your refund. 


When you order from a catalog, you can inspect the merchandise in your home or office and only then decide 
whether or not you want to keep it. You're not under pressure in a store, with someone else waiting to use the 
dressing room or the computer. 


This boilerplate copy is yours to use if you want it. It lists only a handful of the obvious benefits of shopping from a 
catalog. 


Freebies, Gifts, and Sweepstakes 


Even now, when vigorous competition, including aggressive on-line catalogs, has catalogers scrambling for 
business, some old-timers refuse to believe excitement incentives exist. (An excitement incentive is a "booster" 
intended to generate orders you otherwise wouldn't have.) I remember sitting in a meeting in which the crusty 
entrepreneur, who for forty years has dictated the fortunes of his company, snorted, "If they want sweepstakes, let 
'em play Powerball. If they want freebies, let 'em get food samples at Sam's Club." 


I'm not lobbying for free gifts, and I wouldn't attempt to recommend a sweepstakes to any company that doesn't have 
the means to turn this whole promotion over to a specialist. My purpose is to analyze excitement incentives and to 
suggest some logical rules for their useor avoidance. 


The logic is obvious: Excitement incentives cost money, right? They're something of a pain to promote and 
implement, and they take up space you otherwise could use to sell merchandise, right? 


So excitement incentives don't add image; their purpose is to add a competitive advantage by increasing dollar 
volume. 
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Then why doesn't every company use them? Even the most successful catalogers can use more business or they 
wouldn't be mailing their catalogs to speculative lists. 


The answer lies in the First Rule of Excitement Incentives: Adding artificial incentives to generate sales invariably 
lowers the quality of buyer. 


I think we'd better tack on the Second Rule of Excitement Incentives, before you draw the wrong conclusion: 
Lowering the quality of buyer is a detriment only if a promotion coincidentally lowers the image of the vendor with 
existing best buyers. 


That last one means: Schlocking up your catalog a bit isn't necessarily an evil move. It may hurt you if it causes 
those who have been your customers to think, "We don't want to buy anything from someone who deals in freebies, 
gifts, and sweepstakes." 


Want an opinion? With the exception of a handful of catalogs whose very existence depends on superexclusivity, it's 
impossible to alienate a buyer by offering him something extra. I think the additional business you'll write much 
more than offsets the infrequent "How could you do this?" reaction. (NOTE: Be sure to play up incentives on the 
cover.) 


Proof of the validity of this type of stimulus is the number of once staid catalogs now using excitement incentives. 
Proof is the adoption of freebies and gifts by business-to-business catalogers (sweepstakes are complicated and often 
impractical for companies with a customer base smaller than 50, 000). Proof is the establishment of popular-priced, 
promotional adjunct catalogs by some of the top-end merchandisers. 


Where, How, and How Much? 


One of my clients had about a thousand inexpensive quartz watches left over from a space ad promotion. The retail 
price had been $29.95 to $39.95, but the markup had been large. And the market really didn't exist any longer 
because of a flood of bottom-end watches that could retail for less than $5.00. 


We decided to give a watch with each order totaling $125 or more from the next catalog. Why $125? This number 
seemed to maximize the possibility of a customer who might have ordered only one item now ordering two or more. 


Using this simple, uncomplicated promotion as an example, where and how would you have promoted the free 
watches? You wouldn't have had a great many choices. Chances are you'd have followed the same path we did: We 
put some high-powered teaser copy on the catalog cover; we peppered the body of the catalog with drop-in 
reminders; we showed a picture of the watches on the order form, where we also made a big deal of the promotion 
("Did your order total $125 or more? Don't forget your FREE multi-function quartz watch!"); and we added a final 
reminder of what became, when the order form was folded up to make a business reply envelope, the point of no 
returnthe gummed area some old-timers call "the lickin' spot." 


Sure, we used up all the watches and, in fact, had to get some more. Actually our figuring hadn't been bad because 
most of the extra watches we had to round up were for orders filtering in after our proclaimed expiration date. 


Which just happens to bring me to my next point, the Third Rule of Excitement Incentives, actually the easiest of all 
to implement: All promotions must have an expiration date. 


This rule applies not only to catalogs but to many creative uses of media described in this book. An expiration date 
can bring a so-so promotion to life. 


The Fourth Rule of Excitement Incentives isn't quite as easy, but it doesn't require an Einstein for implementation: 


Orders dribbling in after the expiration date should be honored as long as pre-bought supplies and computer 
programming make it possible, but remind the customer that you're doing him a favor. 
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The only machinery you need is a single form letter . . . personalized, if you have the equipment to do it. That letter, 
"To a Very Important Customer," says thanks for the order and expresses delight at being able to honor the request 
for the free gift, even though the expiration date has already passed. 


I know people in this business who take the martinet position. If the expiration date was December 31, and a 
customer has the nerve to send in an order January 18 and still ask for the free whatever, they'll send the 
merchandise, but with a letter explaining he's too late to qualify for the freebie. 


Oh, yeah? What happened to goodwill? Such a letter might even stimulate return of the merchandise. Instead, if the 
promotion is over and you're out of whatever it was, send a gift certificate good for an equivalent amount on the next 
order. You're dealing in paper, and the paper could bring a fast reorder instead of disappointment that degenerates 
into annoyance. 


You can handle these situations in catalogs far better than you could in a retail store, as anyone operating both a 
store and a catalog operation can verify. A retailer whose specials expire on Saturday reprices goods on Sunday or 
loses both credibility and control. Catalogers don't share that problem because if your next catalog arrives with the 
timing and hoopla it should, your customer will order from the new catalog with its own new set of excitement 
incentives. 


How Sweepstakes Differ 
Sweepstakes are a different matter. Postal laws and some state laws prevent freewheeling use of sweepstakes 
promotions, which is one reason I suggest having professionals handle them. With a sweepstakes, a deadline is a 


deadline. The difference is, the buyer doesn't implicitly expect a bonus; it's chance, where freebies are a certainty. 


Repeatedly, I get the feeling that many who use excitement incentives do so grudginglyas though they're half- 
ashamed of it or want to keep it a secret. 


Two more rules complete the sextet. An ancient saying, "In for a penny, in for a pound," is apt here because 
establishing an excitement incentive and then playing it down violates the Fifth Rule of Excitement Incentives: If the 
cataloger doesn't seem excited, the customer can't get excited. 


Never forget who's in charge, giving the commands. This isn't a meeting of equals; the readers are unlikely to get 
excited unless you tell them to. 


But don't run afoul of the final rule, the Sixth Rule of Excitement Incentives: Lack of clarity kills off excitement. 
If you wonder how telling the reader you're giving something away can be unclear, take a look at some of the 


catalogs in your mailbox. You'll find free offers mentioned on the cover and nowhere else. You'll find an 
announcement of a giveaway claiming "2, 500 Prizes!" and no foundation for that claim anywhere inside the catalog. 


The Worst Scenario 

Even as I was writing this chapter, I responded to a well-written candy catalog. I called the toll-free number. Uh-oh. 
"АП our operators are busy. Your call is important to us. Please stay on the line." I іа... for close to six minutes. 
Every minute or so, that same recorded message was repeated. 


When I finally reached an operator and told her the SKU number of the item I wanted, she said, "That no longer 
exists." Huh? The catalog had arrived less than a week before. 
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What didn't exist was communication between the catalog's sales department and the outside telemarketing 

company, which had obsolete items. The dereliction came clear when I pointed out that because my order exceeded 

a certain amount, I was entitled to the quantity discount mentioned prominently in the text. "That no longer applies." 


Wait a minute. It's a new catalog and the discount no longer applies? I hung up. Sale lost. 


Check your order form. Make decoy calls to the telemarketing people, whether in-house or contracted. Business lost 
is a far worse crime than business never attracted. 


Clarity and Efficiency: 

Mandatory 

I suggest you make a big, pointed cover reference to the page number on which you list the specifics. I suggest you 
recapitulate the specifics on the order form. I suggest you use any vacant space on any page to remind the customer 
of the incentive. I suggest you educate your telemarketers to pitch and glorify upsells and ancillary benefits. Each 
succeeding reference adds to excitement, and each one also adds to clarity. 


If sales are flagging, test an excitement incentive. As in any copy test, the offer has to be clearly visible or the results 
are muddy. 


The Benefit of the Imperative 
A business supply catalog has this descriptive copy for incentive builders: 
You can mail copies to regular customers and logical prospects. 
For generations we've lionized "You сап..." as a motivating opener. Enablement is a key to reader acceptance. 
But consider: Enablement is a weak and thoughtless motivator for an action we take for granted. Of course we can 
mail copies. We don't have any sense of accomplishment from being able to do this. Dropping letters into the mail is 
neither an achievement nor a triumph. "You сап..." adds nothing. 
Removing "You сап... "does add somethingviewpoint. We transform the copy from declarative into imperative: 
Mail copies to regular customers and logical prospects. 


Emphasis shifts. It's where it belongsnot on the act of mailing but on use and benefit. 


"If" phrases are suspect because they're conditional. You might, as you look over your catalog copy, check "if" 
phrases. One I saw recently, selling a photoelectric light switch, could have benefitted from an "if-ectomy": 


If you're out of town, leave it plugged in to discourage prowlers. 
Replacing "if" with "when" makes item use universal, not dependent on forces beyond our control: 


When you're out of town, leave it plugged in to discourage prowlers. 
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Are You a Writer or a Clerk? 


The writer who describes a cordless phone as an electronic device instead of electronic instrument is like the store 
clerk who worked in men's shoes yesterday and was rushed down to ladies' hats today. 


The copy chief or company head who mindlessly okays cover copy such as "Now is the time to stock up on those 
good things for your home" deserves to drown in the catalog clutter to which she has contributed so much. 


The writer who puts on the order form "Please send me the referenced items" deserves to lose the orders he surely 
will lose from bewildered customers who just don't know what a "referenced" item is. This writer is a bookkeeper at 
heart, a dreadful attitude for a marketer. 


The office-supplies-catalog writer who regurgitates finest, the best, great, step-saver, heavyduty, E-Z, built to give 
you a lifetime of service, adjusts to your needs, and unlimited flexibility for several different brands and sizes of the 
same generic item, without explaining why these clichés are true, deserves to spend eternity in a limbo where no 
word from the Deity includes a single specific. 


We expect the clerk, shifted unwittingly from department to department, to have only a fragmented product 
knowledge of what he's selling that day. We grant no such dispensation to the catalog writer. 


The clerk at Kmart aims you at the auto supply section and stands by helplessly while you try to puzzle out the 
comparative benefit of detergent oil, multiviscosity oil, and synthetic oil. "The descriptions might be on the can," the 
clerk offers weakly. 


The catalog writer whose copy leaves you trying to puzzle out those benefits has forgotten or has never learned why 
his medium of communication is the "ultimate dressing room." He, too, has descended the communications ladder to 
the level of clerk. His inability to transmit information is far more deadly than his fellow clerk's, who may destroy a 

sale to only one potential customer. 


Oh, a parenthetical point: "Our best whatever" is salesworthy, where "The best whatever," unvalidated, is a wild 
generic claim. 


Just Answer Two Easy Questions 


Effective catalog copy is less a matter of creativity than of having answered two questions the catalog recipient may 
ask: 


1. Why should I buy this? 

2. Why should I buy this from you? 

Product description is a specific. Lacking the ability to describe, no writer qualifies to generate catalog copy. Adding 
the dimension of selling, the buy-by-mail concept is an art. Fortunately for us all, it's a learned art, one catalog 
writers should practice until those incomeearning fingers are as nimble as a concert pianist's and as strong as a 
wrestler's. 

Don't Write Yourself into a Corner 

When writing turns cute or hyperpersonal, it's a violation of the First Statute of Novelty Burnout, that serviceable 
maxim applying to humorous radio spots, animated television spots, and mechanical production tricks in any print 


medium including catalogs. The statute: The impact of repeated messages decreases in exact ratio to reliance on 
novelty. 
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Copywriters can write clever lines in their spare time. At the for-pay keyboard, their copy has one purpose 
onlyselling merchandise. 


Is the Reader in Your Family? 


Down-home writing is reasonably easy to do. The technique has much to recommend it, principally inducting the 
reader into your family. But does the reader want to be a member of your family? 


The company from whose catalog I drew the examples in this section is out of business, but the memory lingers on. 
Might it be that going bonkers with the down-home technique could have been the cause of its demise? 


Product descriptions referred to the titular head of the company, her relatives, and her friends. I liked the 
copywriting in the catalog, but when the device became too prominent, it was ludicrous. And people don't buy from 
a source they regard as ludicrous. 

Would you want to be in this group or be a neighbor of what seems to be a dysfunctional household in a 
dysfunctional neighborhood of a dysfunctional town? Let's keep score. All these references were in copy blocks 
selling merchandise: 

Pam, the salesperson, has an aching back. 

A favorite customer's son has the croup. 

The writer has an aching shoulder, sore feet, and a fractured wrist; has slipped while bathing; has constantly 
breaking nails; was late for an appointment because a hotel operator didn't wake her; had to take a pill in the middle 
of the night; and tripped on her mother's rug. 


The writer's husband sleeps on his side (I don't regard this as an ailment, but it seems to be one in this catalog) and 
has a twisted knee. 


A friend named Jerry has frostbitten toes. 

The writer's son has a cold bathroom. 

A neighbor's house caught fire. 

A neighbor named Joyce has worn-out stair treads. 
The town had a power failure. 

Friends Jackie and Fran have arthritis. 

Aunt Em had a stroke. 

Joe suffers from severe allergies. 

Aunt Sophie has arthritis. 

Marianne's mother hurt her foot. 

The writer's mother has osteoporosis, needs laxatives, and has trouble rising from the normal toilet-seat height. 
The writer's friend Lil has had a mastectomy. 

An unnamed friend is convalescing. 


Cousin Annette has lupus. 


Cousin Bob has spurs on his spine. 
Friend John has insomnia. 
One of the ladies on the staff has problems with chafing. 


Pregnant Meg couldn't bend down to feed her golden retriever, and her mother-in-law has a back problem. 
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The writer's daughter is sensitive to wool and linen. 

Friend Barbara flooded her bathroom and the apartment below twice last year. 

Friend Sylvia put a kettle on the stove and melted the enamel. 


Every one of these revelations (and there may have been others) is in a fifty-two-page catalog. We have enough 
problems here to fill a soap opera for two years. 


What's my point? This: Personalizing copy for about 200 items resulted in a grotesque cataloguing of ailments and 


misfortunes. In my opinion, the word "lupus" has no place іп any catalog other than one aimed at the medical 
profession. 


"I Care about You" 
Three motivators have driven many catalogers to dip their quill pens into the murky inks of firstperson writing: 


1. In solo mailings, most people read the letter first. This suggests that most readers accept the notion of exhortation 
first, product description second. 


2. "I to you" writing is technically easier than dispassionate product description because personalization is implicitly 
emotional. Emotion outpulls intellect, a benefit in selling; "I to you" parallels the way we talk, a benefit in message 
composition. 


3. Some catalogs separate themselves from the milieu by becoming an extension of an individual. "I to you" writing 
massages two egos at oncethe buyer's and the writer's. 


But Does It work? 


Personalized catalog copywriting gets tricky when, after writing a dozen descriptions-plus-personalizations has 
exhausted the thin storehouse of facile approaches, the writer begins to emphasize "T" over "You." 


A ghastly error: The writer believes, naively or arrogantly, that the reader will follow every word of text. So when 
there are cross-references that remind the reader of a personal (to the writer) episode mentioned on a previous page, 
the connection between writer and reader can shake loose. 

You can see what generates this gradual centering of attention on who's writing and not on who's reading: Instead of 
"I have this for you" implicitly exclusive, implicitly personal, and therefore implicitly powerfulcopy begins to slide 
inward: "I did this"; "I went here to buy it or to photograph it"; "I tried this and decided it's the best for you." 


"I" becomes paramount, while "you" becomes subordinated . . . and yellow caution flags start to fly because this is 
the kind of copy that makes the reader feel patronized, subliminally or directly. 


How can we get the benefit of personalization without risking the detriment of reader rejection? 


First, we always have the inside-the-cover message. So, so, so many catalog writers waste the space dedicated to this 
message! They lapse into loose puffery instead of hammering down the "I to you" link. 


Adding guts to the inside-the-cover letter can build the reader's acceptance of almost any kind of descriptive 
copyfirst-person, third-person, and certainly second-person. 
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Another technique is available, and I've never understood why more personality-based catalogs don't use it. 


A short, personalized message appears on each page, in a format paralleling the face of God peering out of a hole in 
the clouds. This message, made up of ten to twenty words, reinforces the "I found this for you, my dear friend" 
concept. Specific descriptive copy for each item on the page is released from the artificial first-person constraint so 


it can fight its own logical battle for attention. 


Writer and reader both enjoy a benefit from this procedure. The writer shakes off the shackles of artifice and can use 
more space for description. The reader sees what he or she wants to see: an explanation of what's for sale 


unblemished by annoying puffery. 


But I Don't Mean... 


I'm not suggesting that a catalog writer pour word-bleach over the copy to fade it to colorless blandness. No, no. 
What I'm suggesting is an uncomplicated way to march around the pitfall of subordinating the message to the 
medium, still maintaining a facade of "personality." 
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Figure 23-5: 

Each description is a carefully created cameo. A book catalog cannot 
compete with a bookstore in terms of someone being able to handle 
and browse through a book; it competes on a higher level by 
building a reason to own a book . . . in this case, successfully. 
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Here's an easy copy test: If, instead of writing catalog copy for a pair of shoes, you were selling them in a store, how 
much "Т" would you inject into your sales pitch? What would you say about those shoes to convince a casual 


shopper to buy them? 


Use that same logic in catalog copy, and you're safe. The difference between retail head-tohead selling and catalog 
selling, whether in print or on-line, lies in the medium, not the message. 


Why "We" Is Safer Than "I" 
Why is "We..." a safer copy-block opening than "Т... "? Suppose the copy began: 
We've slashed the price on this опе... 
Or, carrying through the personality approach of some catalogs, suppose it began: 
I've slashed the price on this опе... 
A single instance may appear to be a "So what?" subtle difference. In bulk, "we" is an extension of the company's 
relationship with us, the prospective customers; in bulk, "I" is an autocratic group of fiats, unilateral decisions by a 


dictator. 


So "I" becomes more dangerous than "we," which means that although first-person copy is easy to write, effective 
"I" copy isn't; it's a sales technique requiring scalpel-like delicacy. 


A Modest Proposal 
Here's a suggestion. Safe haven lies in what I call the "Episode-I, Buy-From-We" Indication. It's one of the simpler 
and more dependable tenets of catalog copywriting: If you're torn between I апа we, use I only when referring to 


personal episode; use we for corporate suggestions that the reader buy. 


Using this guideline, will your catalog be brilliant, establishing a personality of its own? Probably not; it'll be safely 
in a middle-of-the-road position. 


If you're a bright light among catalog copywriters, ignore everything I've said here. You can carry off "I" copy with 
elan and effectiveness. But if you have a nagging fear that your own personality may become paramount over what 
you're selling, this rule of thumb can dry some of the sweat off your brow. 


How about you in catalog copy? If that glorious word is tied to benefit, don't you dare change it. 


How to Be Sure You've Described It 
I'm looking at a photograph of a pair of cloisonné birds. This is the entire copy block: 


These lovely birds will grace any room of your home or office. Delicately designed and rendered in 
Oriental cloisonné, these ornate quails will add just the right touch to your decor. 
1585-439 $149.95 Value . . . $89.95 


So I read neutral copy such as "will add just the right touch to your decor," and I ask the writer, "Hey, is that for one 
bird or two?" The photograph shows two birds. Copy says "birds," not bird, but nowhere does it tell us whether we 
get one or two. So one of two situations will occur: 
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1. They'll ship two birds for $89.95, which means they've didn't state one of the key selling points in the copy. 

2. They'll ship only one bird for $89.95, which means that readers who expected two birds won't be at all pleased. 

Hifalutin Dangers 


The reason so much catalog copy loses its clarity is that literate catalog writers like to show off just how literate they 
are. By displaying their extensive education instead of projecting themselves inside the reader's mind, they lose 
contact. 


The back cover ranks second only to the front cover in determining whether the catalog will be read. On the back 
cover of a lavishly produced catalog is a picture of a welcome mat on which, instead of Welcome, are the words 
Essuyez vos pieds. Here's the copy: 


"ESSUYEZ VOS PIEDS" MAT 


A not-so-subtle command in French brings a smile to an otherwise mundane rainy-day chore. Sturdy 
natural fiber with non-skid rubber backing. (14" x 13") 


In very small type, below this copy block, the words are unlocked: 
9025C "Wipe Your Feet" Mat $30.00 


Now, of course we all know "Essuyez vos pieds" doesn't mean "Fresh fish," but how about those guys down the 
street who didn't study French in high school? They might read the copy block, never get to the footnote, and 
conclude, "I don't want this mat because if someone asks me what the words mean, I won't be able to answer." 
Clarity calls for the translation in the copy block. 


A visually magnificent catalog, using four different kinds of paper, full bleed, lamination, and gallery-quality 
photographs, has the following pomposity as its first copy block. The copy appears on an onionskin sheet inside the 
front cover (the inside cover itself is blank!): 


Perquisites are privileges earned by discrimination as well as by means. 
Superior design, superb engineering and exquisite taste are the perquisites of those who go beyond 
conventional expectations to demand excellence in everything that surrounds them. 


To which I responded, "Huh?" 
The first page has a single photograph of what appears to be bondage apparel, with this as the copy: 
LIVING WELL IS THE BEST REVENGE 
"I don't want to make myself comfortable, 
my dear, I want comfort to be made for me." 
I guess this is profound, but I have to let the "Huh?" apply here, too. I'm being led intowhat? What kind of catalog is 
this? To those of us in the business, it's plain that form has become paramount to substance. I don't object to this 


copy; I object to the sequencing because somebody is telling me he or she is superior to me without yet having given 
me a reason to become an admirer. 
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What a Difference One Word Makes 


My wife is a heavy mail-order buyer. She showed me a picture of a sweater in a catalog and asked me to read the 
description: 


WHO CAN RESIST soft, fluffy angora teddy bears and Marisa Christina's knit knowhow? In a wool 
cardigan style. Sizes P(4), S(6-8), M(10-12), L(14). Imported. DG5716 Teddy Sweater $98.00 (5.25). 


"What color is it?" she asked me. "I thought it was black, but it sort of looks like navy. Or is that a purple-black?" 
Like the person who wrote this copy, I was no help, and she sighed and closed the catalog. "I'd better not take a 
chance on it," she said. And a sale was lost because one wordthe color of the sweater, a primitive element of 


claritywasn't there. 


We don't always have the luxury of being able to pretest copy. We surely do have the professional requirement of 
being able to build clarity, benefit, and verisimilitude into every block of copy in our catalogs. 


Are You Communicating . . . or Showing off? 

On a page in a women's fashion catalog were descriptions of six items. Each picture included a stuffed bear, which 
obviously wasn't one of the garments but (equally obviously) was, as the copy laboriously underscored, somebody's 
pet notion. 

"Can You BEAR to Be Without This Bewitching Classic 'Little Black Dress'?" was the overlong heading for a 
relatively short copy block. A glassy-eyed model, hoisting a teddy bear the way an uncertain Statue of Liberty might 
hold a hot torch, was the accompanying picture. 

I cringed twice: first at the emasculating effect "BEAR" had on "Bewitching," and second at the derailing effect the 
whole notion had on the "Little Black Dress," which lost position because pictorial emphasis was on the bear, not on 
the dress. 

Un-bear-able? 

Another picture on the same page had a bear peeking out of a purse, with this Trivial Pursuits heading: 


Urs-Satz? You'd Never Know It! 


Ursus (or if you're a woman, ursa) is Latin for bear, get it? So it ties to vinyl, which is ersatz leather, get it? Huh? 
You don't get it? Aw, that's too bad. 


Even before the typical reader reluctantly examines the photograph of a Lady in Red, her red-lacquered claw atop a 
kneeling muscleman whose only garb is a loincloth and a full bear's head mask, opinion is hardened in concrete: 
This writer has succumbed to the "That-Which-IsDifferent = That-Which-Is-Better" cult. The heading: 

Queen of the Grizzlies 
I find this whole creative concept un-bear-able, and to the creative director who planned this bugbearand to anyone 


else who may be succumbing to the siren song of the unholy "ThatWhich-Is-Different = That-Which-Is-Better" 
caball offer the Catalog Writing Truism: The 
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purpose of catalog copy is to transmit an enthusiastic description of what's being sold to the best prospective buyers. 
Unless this purpose is achieved, the copywriter has failed, regardless of the cleverness of rhetoric. 


For completeness, I offer the following two Catalog Writing Truism Footnotes: 
1. The Catalog Writing Truism becomes truer when one writer has the responsibility for an entire catalog. 


2. A catalog company can prevent its copy from becoming the extension of one person's personality by assigning 
eight-page sections to different writers. 


To wordsmiths who may be rising up in wrath, I'll clarify and justify those footnotes: When a writer knows his or 
her copy is part of a whole, that writer is unlikely to project personality unrelated to what's being sold. Here's a 
thirty-two-page catalog. You're writing eight pages, I'm writing eight pages, and two other writers are writing eight 
pages each. Our instructions may be loose or they may be specific; whoever will approve our copy may or may not 
give us style sheets. But, invariably, this instruction supersedes all others: Our copy has to be stylistically similar so 
the catalog won't look like the product of four different writers. 


I'm not assailing the notion of having one writer handle a complete catalog. No, I'm trying to stick a pin through the 
writer who falls in love with his vocabulary and thinks his words deserve more attention than the merchandise those 
words are supposed to describe. 


Opinion: When a cataloger begins to crow about his or her copy as copy"I write every word myself . . . "hoist the 
danger flags. Description can give way to a rambling philosophy that can't sell as much merchandise because it's less 
in tune with benefits the reader wants to see. 


At the very least, test clever copy against clearly descriptive copy. I offer the generalization that the larger the 
universe, the greater the edge for clear-cut description, but a test is always worthwhile. 


Funny and Pun-ny Won't Make You Any Money, Honey 


Suppose you're a Salesperson in a store. A customer asks you about some sculpted candles, shaped like unicorns. 
Would you grin and show off your superior sense of humor by saying, "Don't myth these sculpted candles"? If you 
did, you wouldn't work for that store very long. 


Why, then, would a catalog writer selling those same candles think cleverness with words works better than 
descriptive power? Here's the total description of what appear to be attractive candles: 


Don't Myth These 

sculpted candlesUnicorn 
and Pegasus adrift on blue 
clouds. Unicorn's horn is 
clear plastic. 6 x 41/2 x 7"H. 
Unicorn 1807107 

Pegasus 1807115, $15.00 ea. 


If you have a spare five minutes, take a shot at this copy. What would you have written to sell those candles? Might 
you have emphasized their artistry, their novelty, their uniqueness as gifts, their translucency, their drip-free quality? 
What? My opinion: Any of these will outsell the weak pun. 


I hold the same opinion about this copy for bedsheets: 
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Sheepy Time. 100% cotton flannel sheets for value, comfort, absorbency, to keep you warm in winter, 
cool in summer. Flat sheet is a perfect light summer blanket. Top quality imports. Wedgewood blue with 
white lambs and stars. Pre-shrunk. Machine wash/dry. 


A couple of problems aren't germane to my point: 1) The spelling is Wedgwood, not "Wedgewood"; 2) "Sheepy" 
evokes the instant correlative sheepish, not sheep. 


What is germane to my point is that the first two words, "Sheepy Time," generate a childlike image, which isn't what 
the writer intended. "Sleep Like a Lamb" might have satisfied the writer's desire to be clever and the reader's desire 
for information. 


In Search of an Ombudsman 


Some in the catalog business were surprised when an expensively produced oversize catalog company went out of 
business, but most weren't. If you believe the Catalog Writing Truism, you weren't, either. 


What typified the violations of the Catalog Writing Truism? Headings like this one, positioned in the center of the 
page: 


... at night I play second chef to my boyfriend. 


To those who applaud the cleverness of this line, I ask the prosaic question: What does it mean? Nothing in the 
illustration suggests food. Rather, the picture is of a woman's "granny" outfit, laid out as though the model, like the 
witch in The Wizard of Oz, had melted out of them. 


Most puzzling is the description of the first component of this bizarre ensemble, a cardigan sweater: 


Textured stripe cardigan 75243 as shown 
in smoke. See On The Model for details. 


That's it. After some searching, I found a six-point heading on another page, "On the Model." In a listing of items, 
also six-point, was this copy: 


Textured stripe cardigan has inky black 
stripes down the front and at the cuffs. 
Available as shown in smoke, it's made of 
an acrylic blend and has a zip up front 
with two small pockets. Imported. See 
On The Figure for a closer look. 

75243 Sizes S-M-L $90.00 


Oh, it's a game! But how many readers, frustrated by the search for information, really want to play it to its end? Not 
enough, obviously, because the company went out of business. 


And that's my point. An increasingly valuable tenet of effective catalog writing is one of the undeniable rules for all 
copywriting, the "Whose Message Is It?" Rule: Write within the experiential background of the reader, not yourself. 


The writer, undoubtedly under goad from above, ignored this homily, bowed to art direction that worshiped the 
inscrutable, and didn't sell much merchandise. 
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Ап Ombudsman Might Ве a Savior 


I long have preached the doctrine of having an outsidersomeone not involved in product acquisition and not 
involved in product descriptioncheck catalog copy for logic. 


No, I'm not referring to a proofreader. I'm suggesting a designated ombudsman. I'd compare this with the role of 
independent counsel, although not in as dogged nor agenda-laden a mode as one hired by the government. The 
ombudsman is responsible to only the highest authority. The creative director, the art director, the head of 
merchandisingnone of these should have any influence or control. 


Why shouldn't they have any control? Because if they did, the job would be for window dressing only, not for 
serious reinterpretation of how what appears in print, or on the Web, represents the company. And how about clarity? 


Yes, how about clarity? Here's catalog copy with a heading, "The skinny on bed and bath." They need an 
ombudsman. 


Yes, I'm aware of current slang. I'm also aware that by the time it filters down to the bedrock over-35s, it's already 
worn out among its originators. To manyor maybe even to mostwho see a king-size bed with a headline starting with 
"The skinny . . .," the reaction has to be, "Huh?" 


I'll bet whoever wrote that is younger than thirty. So the writer generated copy not for the catalog's readers but for 
the catalog's creative department. And somebody approved it. That's why the ombudsman shouldn't have to answer 
to a creative director or an art director, who may share the same attitude about the appropriateness of certain words. 


Here's a catalog that, on page 2, offers "Pure & Simple Tropical Sampler." It's twelve 7-ounce bars of soap, made in 
Scotland. Regular price is $36.00, sale price $29.99. 


Okay, that's page 2. Now, here's page 24, with a heading, "Pure & Simple Floral Sampler. Yep, it's twelve 7-ounce 
bars of soap, made in Scotland. Price is $38.00. To which the typical soap user puzzles, "Huh?" 


They need an ombudsman. And what might that ombudsman have suggested, in this instance? If these two soaps 
differand from the photographs they don't seem tohe or she would have insisted that they be given adjacent 
positions, with the differences explained. If they don't differ, the ombudsman would have earned his or her salary for 
the month then and there. 


Subtleties a Proofreader Might Miss 


Not every call on an ombudsman's talent is obvious. But certainly, anyone qualified to be a catalog ombudsman 
recognizes the necessity of a quick link from headline to body copy. 


So a proofreader certainly would catch the ghastly grammatical error but might find nothing wrong with the logical 
error in this next example; in fact, wrong is too harsh a word. Rather, the proofreader might miss or discount the lack 
of linkage. The ombudsman wouldn't. The heading: 

Get a light or vigorous workout with our electronic monitored Mini Stepper. 
And the body copy: 

Step up to better health in the convenience of your home as you tone waist, calves, hips, and thighs with 

this Mini Stepper. It's extremely smooth pulley system uses resistance from hydraulic cylinders to improve 


your endurance and cardiovascular performance as well as muscle tone. A built-in computer records 
elapsed time and counts number of steps taken. Made of durable steel . . . [rest of copy is mechanical]. 
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I certainly hope you aren't wondering what the grammatical error is. Somebody who doesn't know the difference 
between "its" and "it's" is grammatically challenged beyond any help we might offer. The miniproblem an 
ombudsman would catch and rectify is the "light or vigorous" reference, never covered in the text although ample 
opportunity abounds. The elapsed-time computer provides a perfect opportunity for an explanation, such as: 
"Whether for a couple of minutes between conferences or for your daily tone-up . . . " And this should be first in 
line, since it's the headline reference. 


Another example: As the century turned, "Titanic" mania was raging hot. Here's a ship model, and it isn't cheap. The 
heading: 


Limited Edition TITANIC! $699.00 Length overall 24.5" 


The picture is a ship model that doesn't quite look like the Titanic but has four stacks and the name Titanic on it. 
Any question about what this is? Keep reading. Here's every word of one of the strangest ombudsman-ready copy 
blocks you'll see today: 


TITANIC! 15 April 1912! The ship that wouldn't sink . .. Amazing, the movie cost more than White Star 
Lines paid Harland & Wolff, Belfast to build the original. 46, 439 tons, 882.5' LOA, 92' beam, triple 
screw, combination triple expansion engines and turbine, 23 knots. Her sister, Olympic, was also bad luck! 
Collided with HMS Hawke, 1911; rammed by German U-103, 1918; rammed and sank the Nantucket 
Lightship, 1934; demolished 1937. Tucher & Walther couldn't resist. Four funnels, but only twin screws, 
with big wind-up motor. Limited edition of 750, with Certificate and box. Hopefully proving that a pool is 
somewhat safer than the North Atlantic! Mea culpa! "Oops . . ., I goofed when I wrote the original copy. 
Titanic fans, please accept my sincerest apologies." Slim 


Okay, we'll accept your sincerest apologies if you'll accept the sincerest advice that you need an ombudsman. 


A catalog of outdoor furniture includes the statement: "Both tables stand 28" high and have a 2" umbrella hole" but 
shows and lists a price for only one table. 


The description of an "ElectriCruizer(r)" bicycle raises more questions than it answers. 


A "Multi-purpose rug" never suggests any purpose, leaving the reader to wonder what the purposes might be other 
than just being a rug. Maybe you can place one in five different rooms. 


I'll accept but never order the "Keep Food Cold or Hot Up to Three Days" bag that boasts, "This bag maintained the 
ice crystals on a frozen steak for 36 hours at 68 degrees." Does one brag about ice crystals on a frozen steak? 


Parenthetically, the otherwise astute catalog company that thoughtfully sends a welcome letter to its customers . . . 
while thoughtlessly bypassing the opportunity to resell or at least offer something . . . needs an ombudsman. 


Get the idea? Then it becomes your turn. Act as ombudsman for any catalog on your table. If you're in the business 
and are especially stouthearted, make it your own. 


Whose Experiential Background? 


Who's out there on the receiving end? ГЇЇ risk being called a fuddy-duddy by suggesting you'll sell more if you 
become the clone of the recipient instead of assuming, arrogantly, that he or she is your clone. 
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The difference is the comfort level while reading. A logical if disquieting equation: Discomfort = Wastebasket. 


That's the challenge. We compete with retailers, with on-line deals, with solo mailings, and with what seems to be an 
avalanche of competing catalogs. If only the fit survive, how do we become the fittest? 


The thoughtful catalog writer knows the answer. Copy matches the reader's experiential background, which gives us 


a whopping edge over catalogs that challenge the reader to a duel of wits. In the duel, the reader has the better 
weapona tightly closed checkbook. 


< previous page page 325 next page > 


< previous page page_ 326 next page > 
Page 326 


Chapter Twenty-Four 
The Asterisk Exception 


The Asterisk Exception Defined 


The Asterisk Exception is a device that seems to have been borrowed from politicians and diplomats. David 
Stockman, adviser to former president Ronald Reagan, lays claim to having invented the "magic asterisk," a 
technique for nonexplanatory explanation of how the federal government would save $44 billion. (In fact, the history 
of asterisks as an obfuscatory device far predated him.) 


The Asterisk Exception works like this: Ап ad or a brochure makes a claima flat statement, unblemished by an "і? or 
"but" clause. 


Then, at the end of the statement, we see the tiny symbol of contempt for the message we just interpreted too 
favorably: an asterisk. We know what we'll find as we look down the page: a disclaimer. "You collect only if you're 
in a goat cart in Mukden," or "Limited to the period from August 31 to September 1," or "Optional at extra cost." 


In my opinion, the Asterisk Exception is a virus we have to fight; otherwise, it will add to the implicit skepticism 
already growing in our message recipients. 


It's Generic to Financial Mailings 


A mailing from a credit card tells me I've been "Pre-approved." Oh, just a moment . . . I'm "Preapproved Р, ... Dot 
quite the same. The envelope has a dagger symbol after the words "Pre-approved" instead of an asterisk. (See Figure 
24-1.) Why the dagger? Because some may mistake it for an exclamation point. Inside, yep, there it is (Figure 24-2): 


t Limitations apply. See Acceptance Certificate below and reverse side for details. 
A bank mailing to an existing credit card customer has this legend at the top, in bold type: 


This season use your card or access checks to do what you want with your limited-time 6.9% Annual 
Percentage Rate (APR)! 4T 


Wow! Three punctuation marks іп a row! Well, let's see... at the bottom of the page, in tiny type, is a four-line 
explanation of the dagger: 


t The promotional Annual Percentage Rate (APR) offer for Purchases, Check Cash Advances and Balance 
Transfers is 6.9% through your statement closing date in specified month]. Thereafter, the APR will be 
28.99% (or the then prevailing APR if amended) and will be applied [blah blah blah]. . . . 
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* CREDIT Ілме ир то 510,000 


Figure 24-1: 


Lots of hedging here. The APR is "introductory"; the credit line is "up to" $10, 000. See 
that little dagger symbol after "Pre-approved"? Figure 24-2 explains it, with more hedging. 
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GE SELECT PLATINUM CLASS MASTERCARD' 


The Benchmark of Success 


Herschell G. Lewis 
340 N. Fig Tree Ln 
Plantation, FL 33317-2561 


Invitation code. C 247351 


Reserved exclusively for you 


Crepit Line ир TO $10,000 


Um m m em ЫЛ ММКЫН... 


PRr-APPROVED' 


No ANNUAL FEE 


ONGOING VARIABLE APR 
AS LOW AS 11.9% 


$1 MILLION TRAVEL 
ACCIDENT [INSURANCE 


GE VACATION TRAVEL 
Service with 296 REBATE 


GE Interest Pius 


YEAR-END CHARGE 
SUMMARY 


1 Lateien gph ux Aptana Се” m beos кч! ғы 
шік іс ж 


7 See Сәейезетімз Benefits Cahit for hrer Stain 


Reply by: 02/157 


Dear Herschell G. Lewis: 


Your superior financial management has allowed you to attain a level of 
success where you can begin to reap those benefits you so richly deserve. 
Among those benefits - The GE Select Platinum Class MasterCard. 


You've earned an кенеге Sap eta амсч an epus 


The GE Select Platinum Class MasterCard eliminates your annual fee and 
offers exclusive benefits not available with other cards, such as: 


* A 2% rebate credit on vacation purchases made through 
GE Vacations* 

* Access to GE Interest Plus - a unique Investment opportunity 
that pays higher rates than most banks and money market 
funds* 


In addition, the GE Select Platinum Class MasterCard provides you with 
valuable convenience and security features at no charge to you, including: 


* Purchase Protection and Extended Warranty Program 
* $1,000,000 In Travel Accident Insurance 


(over please) 


Y OCIACH MORE ла мика т THE POSTAGE- РАО (жү 044 PROVO Y 


Figure 24-2: 
At bottom left is а dagger and an asterisk. The dagger says, "Limitations 
apply." The asterisk refers to the Cardmember Benefits Guide, not included. 
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The asterisk? Ah, there it is, hidden at bottom right: 
*Over Please 
If they didn't bother to separate those words with a comma, I'm not going to turn over the paper. 


Yet another mailing, with "Congratulations!" on the envelope (followed by the flat statement "You're eligible for our 
low, low rate: 4.996 fixed APR," has an asterisk, two asterisks, and a set of 


PLATINUM prus* 


rhe н т = іла йян й 


This season use your card or 
access checks lo dowhal you 
wani with your limited-time 
Marge Lewis 69% Annual Percentage Rate 
340 H Fig Tree La (APR)! 
Раза, FL. 33307-2594. RE: Vow account ceding іг 4765, 
И Hus ET ЕТЕ КИЕ E 


Dear Margo Lewi, 

Саодат = Wisi a рый Шам òf year do get a регар oa your hohday қанар! Ны dert іш калын mide of 
qon айырлар “Oo have ome l'as ^ Asner Dee call wide pone ii anna] Fox Platoon Plu" accom andi 
your how оын GP APR on crede cand access cocks, balance аа ога ise parchages ыис усаг 
каналы chomp dais ін harc 19893. 


Uie peer Б» АРИ te de whatever yen Шы! 


Жо, йы youre ыдар a via ong er potag ља carly шый ою your bobday chopping .- be vant ks mie your 
Planet Piet cedit cardi with you. СИГ ссағы, you can wis your queda card kx tech down tickets із your 
favorite nportiag ғұсы, ply oecobcert. Wieder you libe ка bockery or Beoadeay, тууту lan Вста nodüng 
brass Har cacitemegt of bring there line. Access checks or your Maie ardt == body cas ped you "frost asd 
сга", 


Ожау, maybe your laser осе шай асулар на Geet із ркі away and baner lam. інісі ір мінер you Нь tame ке 
techie йе Би of heme ызарлап yos'va bora райпақ fT. Мо problem, With бы encdloned кене checks 
yo сін hane tos ір qun eee. and uie үші Сг candido purchaser (e mater, 

UH қошы, yoo cus aluo vis бысы clc ыз {амы ашыг other credet card cr departsemr меге Бы ыы oa qo ji 
deel woth yor heated б SA АРИ, 

Қым yon Chose ido, acd боза. (Сы your po ашыра! fee Plate Pien MasteeCard aad male thet season 


вана ў Ъз cheer Ақан. |f yod ed d replacomost cand or deer For à [rnd ғ relate, please сай ий al 
TAHT 


Ce Moe 


PS. Consobdade your balances Wt! Uer Ты enclosed checks. 


ee eee ың Тқ алына "ЫЙ Pa іе 
ЭРЕ id ть Яна Fn Fa? jedes 124 1 ағасы wil зі Бы, драй bai те rd malia sina ней Таш} Біле жй Reon Celis шығын баалы Й 4 
Ld PL ФЬ i re ы Ет ісе at йт Ші gy стіп Ыйттү ік Гат La Dms гыл 82% "е red ЫГЫ rran ші ПРШ т Ба eg, 
ыз жоло голы та шогы шш Мата de dg Rie ll Rl Lj 11 i1 dim 


Saimiri 7 hola, БАН нені imis аја asi o M баар joe 3o оа: WIESE 


(Т Pee ee а ааз ок аста Н 


Figure 24-3: 
A wealth of symbols in that legend at upper rightan exclamation point, ап asterisk, and 
a dagger. The dagger is a reference to four solid lines of mice-type, pointing out that the 
6.9% becomes 18.99% after a short period. The asterisk says, "Over, Please"where 
hard-to-read type says that credit card access checks "are processed as Cash Advances 
according to the terms of your Credit Card Agreement and are subject to credit availability." 
(Envelope copy says, "This season, you've really got something to cheer about." What?) 
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three asterisks qualifying the offer. The first asterisk reference is only mildly negative, but, to an unsophisticated 
recipient, puzzling after "Congratulations!" and "You're eligible" on the envelope: 


*See Fee and Term Information on reverse side. Standard APR and credit line are based on your 
creditworthiness and income. 


The explanation for the hedge is that names for almost all these mailings are cross-matched against credit bureau 
reports, so recipients should qualify, but occasionally people's fortunes change between the time the credit report is 
updated and the mailing. This is self-protection for the mailer. 

The second asterisk group is brutal: 

**Certain conditions, limitations, and exclusions apply. Details available when you become a cardmember. 
Says the skeptical reader: "What is this? They ask for a commitment and won't tell me what I'm committing to?" 
The third asterisk group is mechanical and has a typographical error that completely changes its meaning: 

***The introductory period ends as of the first day or your billing cycle that includes July 1 of this year. 

Yes, they mean "of," not "or" . . . but that isn't what the recipient reads. (Figure 24-4 shows the asterisk trilogy.) 
Typos and legal requirements notwithstanding, what is demanded is completeness of explanation. I hope you can see 
how much more reader-friendly (and clearer) exclusions and definitions would be if they were inside a pair of 
parentheses as each occurs instead of being lumped at the bottom like a trio of evil bandits, eager to impede reading 
and add qualifiers to the promises. 


Airlines Are Asterisk-Happy, too 


Although financial mailings are the cauldron from which asterisks seem to pour, a mailing from an airline is a 
textbook example of the Asterisk Exception. 


The airline has a "Senior Class Travel Club" that offers benefits to senior citizens. A $25 fee enrolls the member; for 
$100, the member can add this generation's euphemism, a "companion." (Very modern: The member can change 
companions for each flight.) 


Two facets of this package puzzle me. First, although membership is open to anyone age sixty or older, a 10 percent 
fare discount applies only to those sixty-five or older. 


Secondwell, judge for yourself: 

THE PRIVILEGES OF SENIOR CLASS 

double Frequent Flyer mileage credit for all flights 

a 1096 discount on airfares for members 65 and older* 

special discounts on rooms at all participating Radisson Hotels* 
special discounts on rooms at all participating Stouffer Hotels* 


discounts on selected Hertz rental cars* 
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NationsBank Platinum MasterCard" 


WE BELIEVE A SUPERIOR CREDIT RECOR 


SHOULD SAVE YOU MONEY 


* Мо ANNUAL FEE 
¢4.9% FIXED INTRODUCTORY APR 
WHEN YOU TRANSFER BALANCES FROM OTHER CREDIT CARDS 


Dear Dennis Tallyn: 


People wis pay their bills cn time deserve to per ot boner das. Ағы thats exactly what your ll get with 
ош Platinum MasterCard, 18 offers an unusually high credit lime—froen 55,000 up to $100,000—4and 
unprecedenned avis." Негев how: 


49% fixed АРН, Available only to the mon creditworthy individuals, this moncy-xaving introductory 
APR is yours when you tranafer balances from other credit cards right new. The rate is good until 
July 1, 199&* **, and if applies to mew purchases, too, bo save you even more, 


Easy Balance Transfer, Just complete the Balance Transfer Form above, and we'll handie all the 
paperwork onoe pour request із approved. 


No annual fer, Yoril pay mothing йо carry our Platinum MasterCard Compare Шым to other plaiinem 
canda that charge an annual foe af $300. 


Eree Photo Security Card'^ Enjoy che added security of having your photo and signadure added io the 
front of your cand, ыз everyone will kepa thal you are the only person authorized to use И end you'll be safe iT 
your cand should Fall into the wrong hands." * 


Platlaum MasterCard benefits," " You'll enjoy theft and damage protection plus extended warrants on 
moet! retail purchases, no liability for urwuthorized charges, a free annual account summary, an interest-free 
grace period, toll-free travel ssiistance when calling from more than 70 countries, personalimed concierge 
services, (тес travel seckdeni insurance up io $1,000,000, complimentary rental car insurance, 24-hour road 
йлн, great savings on merchandise ard travel, ururpaased cand acceptance ad rore than 14 million 
location, accra lo cash at more than 450,000 places, and morel 


Call pow te саат the savings you deserve! Request your low 4.994 fixed APR Nationa Вап Photinia 
MasterCard and transfer other card balances righi now! Chur lines are open 24 hours a day, 7 days a week, 
(Or if you prefer, you can complete and mail the Request Certificate above.) 


Sincerely, 


Z Р 
4/2 € ir. е 


NalionsHank of Delaware, К.А. 


PS. Dont тїзї cut on 3 low 4,97% fined introductory APR! Request this money«daving, no-annaal-fae 


Platinum Мазегі аға and transfer other balances before March 13 deadline. 
hee [эш Бый Dam emcee: zn ern шыш need АРИ шй ree ш эги шеші jr шыны 
hisp x Lo HI БӘ ла сты канала KEMUT 


ттан kemiaa pri шыда шол йыз ит йал ш pa bilag IJI INI 


Figure. 24-4: 
Three asterisk exceptions here, and the 4.9% APR applies only when the 
applicant transfers balances from other credit cards. 


Quarterly Senior Class newsletters featuring vacation package discounts and other special offers. 
* Certain restrictions apply. 
I knew when I hit the first asterisk what the reference would be. As an old weasel-word artist, I'm sensitive to clues 


such as "participating" hotels, which tells me the ones I want aren't participants. And just who selects the "selected" 
Hertz rental cars? But those aren't my biggest objection to the technique of presentation. 


We have six bullets. Four of them have that lethal asterisk. Nowhere іп the mailer does an explanation appear. 


"Certain restrictions apply" is set in type about half the size of the other copy. In the Age of Skepticism, what must 
our logical conclusion be, even though only $25 or $100 is at stake? 
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Another airline, in a space ad, has this first sentence of body copy: 


If you are 65 or over, you can get a 10% discount on any [NAME OF AIRLINE] airfare, even low 
Ultimate SuperSaver fares.* 


On the way downward to find what I knew I'd find, oops! Another asterisk: 
A $25 Travel Voucher, * valid for one year, which can be used on any [NAME OF AIRLINE] flight. 


No surprises here. The asterisk at the bottom of the column was more forthright than the copy it amended: " Some 
restrictions may apply." ("May"? I'll bet you the $25 voucher that some restrictions do apply.) 


Another airline, describing its similar program, doesn't disappoint asterisk seekers: 
From our travel partners, you will receive:* 
I kind of like this one, more forthright than "Some restrictions may apply." The asterisk reference says bluntly: 
* Subject to Change. 
The capitalization of Change suggests it isn't just a little change. 
Is There a Cure? 
I offer, not as an antidote but as a map for exploration, this descriptive objection: A writer uses the Asterisk 
Exception when he or she has no confidence in 1) personal ability to convince the reader of benefit by putting all the 


facts in direct context, or 2) verity of the offer itself. 


Either use tells us we have to train ourselves to overcome the Asterisk Exception the way we'd lick smoking or 
fingernail biting or a "You know" habit. 


I'm looking at a space ad for a hotel. Here's the headline: 
BEST LOCATION IN 
WASHINGTON, D.C. 
AT A CAPITAL PRICE 
$39.50'* 


Uh-oh. Let's sneak a look past the hard-sell bullet copy. Yup. It's there. Yipe. It's worse than we expected, a double 
whammy: 


* per person, double occupancy, per night, children under 16 stay free in parents' suite. Based on 
availability. Rate applies to all weekends and holidays. 


This writer is no beginner. Look how that last piece of negative information came out positively: "Rate applies to all 
weekends and holidays." A lesser scribe would have written, "Weekends and holidays only," which is what the copy 
really means. With this kind of talent, couldn't the writer consider options other than the Asterisk Exception? 


Probably the answer is, "That's the way we write travel and leisure copythe price is per 
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person, not per room, and readers are trained to know most of these deals are for weekends only." 

Oh, yeah? Then why did the ad run in a business publication targeted to government computer decision makers? 

Why Not a POSITIVE Asterisk? 

Why do asterisks always have to mean bad news, like a telegram from the Defense Department at wartime? 

The coupon in a mail-order ad for a porcelain doll has this predictable use of the asterisk: 


I will be billed prior to shipment for my deposit of $37; after shipment, I will be billed for the balance in 
four equal monthly installments of $37 each.* 


At the foot of the coupon is the troll under the bridge: 
* Plus a total of $5 for shipping and handling. 

What if, instead of an asterisk, we had a pair of parentheses immediately following the price, so the copy would read: 
... in four equal installments of $37 each (plus a total of $5 for shipping and handling). 


We aren't just ridding ourselves of the asterisk, that negative and pedantic bugaboo. We're avoiding the unnecessary 
negative reaction we have to an increased price after we've digested what we think is a total. 


It really would shake up the system if somebody used asterisks to present positive addenda! Not in our lifetime, we 
know, but maybe one бау... 


Help Stamp Out Asterisks 

How many of these do you recognize? 

* Plus sales tax, shipping, handling, insurance, and whatever. 

* [n pigskin only. 

* Not available in colors other than white. 

* Excluding purchase of sundries, beer and wine, and cigarettes. 
* Not valid Dec. 15Jan. 31. 

* Subject to change without notice. 


My point: It's out of hand. It's epidemic. It's the automatic choice of writers who think readers won't notice an 
unpleasant appendage to a message if it's relegated to asterisk status. 


If you have a piece of copy in your word processor, hit the search key to see whether an asterisk has crept into the 
text. If it has, experiment with other ways of transmitting the same information. You may find El Dorado at the end 
of your search.* 


* On the other hand, you may not. See how asterisks take the fun out of life? 
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Chapter Twenty-Five 
A Tip a DaySo You Can Write Powerhouse Copy within One Month 


Thirty Nuggets to Help You Write Dynamite Copy (Absorb and Use One Each Day for the Next Month) 


Here are thirty nuggets to store in your word-pockets or -purse against that odd moment when you might need them. 
They're something like carrying garlic or a crucifix just in case Dracula shows up at your dinner party. 


1. Conditional words and phrases let the prospect off the hook (forfund-raising, senior citizens, nonproduct copy, 
and copy emphasizing deadlines or expiration). 


Here's the first pass at a paragraph in a mailing seeking contributions: 
We squeeze every nickel and stretch every dollar, but we're desperately close to running out of money. If 
we did, we'd have to cut back on programs that might have been the only act of friendship for helpless 
children. 


Sharp-eyed editing changed a couple of words, closing the loophole the first draft had given the reader: 


We squeeze every nickel and stretch every dollar, but we're desperately close to running out of money. If 
we do, we'll have to cut back on programs that might be the only act of friendship for helpless children. 


2. "Staccato" copy calls attention to writing as writing. Except for headlines and bullet copy, it's more likely to 
irritate than to inform (for space ads, especially for consumer electronics, high style men's fashions, and services). 


Staccato copy is a repeated burst of short thoughts, unfettered by grammar. The technique is used only in print and 
Web advertising; advocates say that's the way people talk. Detractors say people who talk that way aren't 
communicators, so why should we imitate them? 


An example of staccato copy: 


Move up. To a better way of life. 
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You have the opportunity. Now. Tomorrow? Too late. You'll love your neighborhood. Your neighbors. 
Not having to lock your door. Not having to keep your pup on a chain. 


What do you say? Don't you deserve it? The freedom. The openness. The trees and streams. Sure you do. 
And you can have it. If you make your move now. 


Did you, reading this short excerpt, feel off-balance? Those who embrace staccato writing say that's what you're 
supposed to feel. 


My suggestion: Use staccato writing in small doses. For emphasis. Not for a whole message. You'll lose impact. 
Instead of gaining it. Because you overuse a gimmick. You. 


3. Don't use an incredible premise as your principal sales argument (for business-to-business advertising, first- 
person "I did it and you can do it, too" ads, and product puffery). 


A reader, listener, surfer, or viewer can identify with an episode he recognizes as probable and rejects an episode he 
recognizes as improbable. That's what's wrong with the idiotic television commercial that opens with a frazzled 
husband railing at his wife: "Тһе most important conference of my life and you've switched deodorant soaps!" 


The newspaper consistently ranked first or second in circulation in the United States sent me a message I reject 
implicitly as romantic fiction by a Horatio Alger pretender: 


On a beautiful late spring afternoon, twenty-five years ago, two young men graduated from the same 
college. They were very much alike, these two young men. Both had been better than average students, 
both were personable and bothas young college graduates arewere filled with ambitious dreams for the 
future. 

Recently, these men returned to their college for their 25th reunion. 

They were still very much alike. Both were happily married. Both had three children. And both, it turned 
out, had gone to work for the same Midwestern manufacturing company after graduation and were still 
there. 


But, there was a difference. One of the men was manager of a small department of that company. The 
other was its president. 


Have you ever wondered, as I have, what makes this kind of difference in people's lives? It isn't always a 
native intelligence or talent or dedication. It isn't that one person wants success and the other doesn't. 


The difference lies in what each person knows and how he or she makes use of that knowledge. 
And that is why I am writing to you and to people like you about The Wall Street Journal . . . 


This letter has been used successfully for a generation. It's anthologized in compendia of famous sales letters. So 
what's missing here? 


To a top executive, credibility. 
Is the story true? In the words of Rhett Butler, "Frankly, my dear, I don't give a damn." It's just as possible that 
across the street from this "Midwestern manufacturing company" is another one twice as big. Its president is a 


functional illiterate and his junior clerk just celebrated twenty-five years of Journal subscriptions. 


Accepting the argument that this letter has produced subscriptions, one might ask, whose subscriptions? The caliber 
of subscription this letter generates simply has to be bottom-end. To 
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attract top executives, the letter might use the episode as a minor indicator, leaning on a more credible rationale to 
get the reader to subscribe. 


4. To generate guilt, suggest a positive act, not a negative act (for hard sell). The logic is unassailable: A negative 
act is more reprehensible than omission. So we don't say: 


If you don't order something from the catalog... 
Instead, we say: 
If you decide not to order something from the catalog . . . 


5. Careful with words that by their very nature will irritate some readers (for all advertising). 
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Figure 25-1: 
(Nugget 5) The heading says, "18th Century FranceBeheadings, 
Torture, Massacres, a great place to find inspiration for a butcher 
table." Would you want a blood-soaked table in your kitchen? 
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The writer whose space ad selling porcelain figurines used the phrase "hard-core collector" knows what this nugget 
means. A lot of readers older than fifty-five see the words "hard-core" and reach a set-in-cement conclusion. 


Instead of arguing semantics, why take this risk? When I saw a promotional piece from a syndicated creative source, 
this nugget came into even sharper focus. A key sentence: 


We make up a new ad each month and strip your name in it. 


My own negative reaction to the word "strip" is a mechanical one. I don't want to be part of a creative cattle call, and 
this copy emphasizes my anonymity instead of massaging my ego. And I can see that others might reach a different 
but equally negative subliminal conclusion about the word. Why not print my name in it instead of stripping it in? 

(A better way of putting selling emphasis where it belongs: "Every month you'll get a new adwith your name custom- 
printed in it.") 


6. Following "This is the best" or any other blanket claim of superiority with the self-disciplining word because 
willforce you, the message originator, to structure a word-sell program designed to get those heads nodding (for 
general advertising, business-to-business ads, and subscription promotions). 


The people you'll sell with hit-and-run tactics ("This is the most important [WHATEVER]" or "You'll be interested 
in this," without any information justifying the claim) are those who already agree with you. Don't feel triumphant 
because these people reached their conclusion before your message arrived. 


A publisher mailed me a well-produced offering for a one-year subscription to a market guide. The subscription 
costs $1, 950, and in that stratospheric region I need a heavy injection of benefit to get me to open my checkbook. 


The two-page letter begins rationally enough, if a little on the slow-moving and patronizing side: 


Dear Mr. Lewis: 

As the president of a direct marketing agency, we believe you will be especially interested in information 
on the size, characteristics and geography of the consumer marketbasic structural datathat will provide you 
with important guidelines for designing sales strategy, developing new products and the planning of 
almost all your marketing activities. 

The Conference Board's Consumer Research Center is designed to improve decision-making: (1) by 
keeping you abreast of current consumer trends and sentiment and (2) by placing at your fingertips the 
marketing data you require dailyat a price far below any alternative service you may now use. 


Yawn. The letter goes on and on, always logical and always in a "Who we are, what we do" vein. What it doesn't tell 
me is why I need it. Instead of building, the letter winds down as it dips instead of peaks on the second page: 


The Center's income service and expenditure series makes accessible to you the detailed facts and figures 


of continuous and extensive surveys conducted by the federal governmentin a form designed to meet your 
decision-making needs in the most cost-effective fashion. 
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Figure 25-2: 


(Nugget 6) One is hard-pressed to find a less relevant relationship than the one between bagels 
and investing. Is this the best the writer could come up with to show superiority? Pity. 
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The communication misses the target not because it sells something I can't use but because the thrust is analytical 


rather than inspirational. Copy that leans on phrases such as "basic structural data," "important guidelines," "the 
planning of almost all your marketing activities," "abreast of current consumer trends and sentiment," "makes 
accessible to you," and the ghastly "in a form designed to meet your decision-making needs" is the work of a 
textbook writer, not a commercial writer. 
7. When potency-draining "if . . ." follows the main clause, it twists the interpretation the readeror, especially, the 
listeneralready has reached, forcing a negative change. So an "if" clause is a better beginning clause than a follow- 
up clause (for all copy, especially spoken words). 
Here's a primitive example: 

You can lose as much as five pounds the very first week, if you follow this simple weight-loss system. 
We change nothing but the sequence: 

If you follow this simple weight-loss system, you can lose as much as five pounds the very first week. 
Can you see the difference? The residual image of the first piece of copy is the condition because that's the last part 
of the message. The residual image of the second piece of copy is the benefit because that's the last part of the 
message. 
The "if..." clause unwittingly feeds skepticism when it follows a positive thought. Your listener thought he 
understood the benefit, then is forced to reevaluate because of a condition introduced after the benefit has been 
promised. 
A more palatable version eliminates "if" altogether: 


Just by following this simple weight-loss system, you can lose as much as five pounds the very first week. 


8. If you have to exclude the reader, explain why (for collateral literature, high-tech ads, and/or introduction of a 
product at a new lower user level). 


The ease with which you can couch the message should be equally obvious. A vendor of business software crows: 
We have a special, private toll-free number for dealers. 


What's wrong with this supposed benefit? The company makes the statement in a mailing to users rather than to 
dealers. How easy it would be to include the user instead of treating him like an outsider: 


Have a question? Ask your dealer. He can call a special toll-free number and get the answer for you. 


9. When your claim is weak or hard to prove, enlist the reader as an ally (for self-improvement products and plain 
ol' country boy (P.O.C.B.) copy). 
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An ad for a weight-reducing tea, whose claims might be hammered by the Food and Drug Administration if they 
were too strong, does a neat job of enlisting the reader as an ally with this headline: 


If You Drink This Delicious Tea 
You Just Might Lose Weight. 
We're Not Sure Why. 
Body copy reinforces the nonclaim: 
READ THIS CAREFULLY 
We make no specific claims for Oriental Slimtea, not only because it's against the law to do so but also 
because we ourselves aren't sure how or why this wonderful-tasting tea has the power to help you get rid 
of excess fat. 
All we can do is offer you a 100% Absolute Money-Back Guarantee. If it doesn't . . . 
See how it works? No ammunition for the skeptic who wants to say, "I don't believe your claim"and now can't say it. 
10. Don't risk the reader's wrath by using words with multiple meanings (for consumer advertising). 


A mailing from a financial institution has this headline copy on its brochure: 


Put the Cash Hidden in Your Home 
to Work for You. 


What's wrong here? The word "Hidden." If I did have cash hidden in my home, I'd wonder how this savings and 
loan knew about it. Hidden has so many negative connotations that it's best used when telling someone what not to 
do. 
All the writer had to do was hold the homeowner harmless: 

Did You Know There's CASH Hidden in Your Home, Waiting to Go to Work for You? 


11. When you project an assumption, base it on a psychological truth or a known psychographic fact, not on a self- 
serving fantasy (for all copy). 


Measure this next examplepresumption whose self-serving fantasy isn't even maskedagainst that nugget: 


Dear Gold Card Member: 
Like you, the Japanese love nature. 


Of all the "So what?" statements we've read this year, this one ranks at the top. Maybe I'm a nature lover, maybe not. 
Even if I am, loving nature isn't among the 8, 000 leading motivators of our time. 


12. If inconsequential fact doesn't enhance the possibility of response, don't introduce it. If you include copy that 
lowers the competitive position of what you're selling, use it to prove your integrity (for all copy). 
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Figure 25-3: 
(Nugget 11) One word analyzes this ad" Huh?" 


You aren't an investigative reporter. Your job is to present a selection of facts, not an "If the truth hurts, so be it" 
confession. 


A trade ad for a magazine that boasts about its superiority offers this statistical evidence: 


A Solid SECOND 
In Reader AND Advertiser Preference! 


If I were a space buyer, this copy would motivate me, all rightto head for Standard Rate & Data, looking for the 
magazine that's a first. Think: How would a good copywriter have used 
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Figure 25-4: 
(Nugget 12) So what? A more dynamic statistic . . . if the writer has to use 
statistics . . . is in the text: The company already hosts 80, 000 sites. 


this same information to generate a positive image? Did Avis say, relative to Hertz, "A Solid SECOND"? Nope. 
They built a campaign out of their position: "We Try Harder." 


You aren't writing ап expose or a learned treatise. You're writing forceful communication. What's forceful about this 
negative classic, a headline for a computer magazine? 


Seven good reasons why you should 
subscribe to Creative Computing 
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The first reason: 
Creative Computing 
gives you things to 
actually do with a 
computer. 


This is the top reason? What this does is make mashed potatoes out of the other six reasons. We can't accept this 
copy as projecting anything other than useless, comparatively benefitless fact. (The magazine went out of business.) 


A copywriter asks me to buy art by a painter, but nonenhancing fact does the writer in: 


Ms. Kuck is an exceptionally gifted painter. She has devoted her considerable talents to child-subject art 
for the past decade and as a result has sold more than 1, 200 original paintingsand a number of her 
paintings have sold for over $1, 000 each! 


Count your objections. I find two. First, if this artist has sold more than 1, 200 paintings over the past decade, she's 
sold 120 a year, or about one every two working days. That's about as exclusive as a caricaturist at a party. Second, 
$1, 000 each is a barely respectable price for a painter of any consequence at all. 


Think of the ways the writer might have made the point of desirability and value if the desire to introduce all the 
facts, negative as well as positive, hadn't interfered. 


13. Kick out extra words. Good copy is lean (for all copy except fashion and entertainment, and, conditionally, those 
also). 


The most common writing weakener is, happily, the easiest to correct. A writer fills his paper edge to edge with 
words. Some of those words are as useful as extra water in an overflowing bathtub because they add neither 
description nor selling power. 


What do these typical lines of copy have in common? 


The finest in sporting goods . . . 

The best in electronic wonders . . . 

Designed for the use of the novice and the experienced user alike . . . 
Ours is a business of which it might be said аг... 


Right. Each has weakener words, just as this sentence would be weaker if I wrote, "Each of them has weakener 
words." Good writing is lean. 


So, accepting the useless word "finest" as a descriptive word, which it isn't, the phrase unplugs its clogged artery 
when changed to: The finest sporting goods. Accepting the outrageous arrogance of "best," an unproved superlative, 
we still help drag the phrase back a foot or two from the abyss of somnolence when we drop a word so that it reads: 
The best electronic wonders. Exorcising the redundancy, we add at least fifteen miles per hour as we claim: 
Designed for novice and experienced user alike. 


How about that fourth example? My suggestion: Drop the whole word-pile. As an exercise, you might complete that 
sentence, then eliminate the opening and see how much more power your words have. 


14. For the wordsmith, communication is more professional than grammatical correctness (for all copy except 
textbook promotion). 
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No, no, I'm not saying it's okay to use its instead of it's or to misspell key words. I'm saying that you can use ain't, 

start sentences with And, and use ет instead of them. . . if circumstances make such constructions logical. You can 


end sentences with prepositions. 


A force-communicator who puts grammar ahead of results is like the senator who puts Robert's Rules of Order 
ahead of legislation. It's a dedication to form instead of substance, means instead of enda tribute to fogeyism. 


If in the pursuit of grammatical excellence we let form take precedence over substance, we can cripple reader 
rapport. As an example, not long ago I okayed this sentence in a piece of selling copy: 


Every man, woman, and child on this planet needs something to write with. 


Try writing this without ending the sentence with a preposition. You'd have " . . . something with which to write," a 
weak way of putting a strong idea, and awkward as well. (Did you notice okayed? That word is okay in context.) 


So "It's a book you'll never grow tired of' is superior to "It's a book of which you'll never grow tired." I write 
formulas even though I know the plural of formula is formulae because I'm writing to communicate, not to impress 
the English Department. If I have to use graffiti, I always stay in the plural because to most readers and all listeners 
the singular graffito seems odd. I sell tennis rackets even though proper usage calls for racquets because that's what 
readers of ads in tennis magazines expect. 

Now for the big BUT 

15. Don't lapse into illiteracy (for the same targets as Nugget 14). 


If you hire writers, you have applicants who hand you a test piece crawling with misspelled and misused words and 
who become annoyed when you chide them mildly about to instead of too and it's instead of its. 


Don't let them give you the dumb argument that someone can write professional copy and not know there's no 
apostrophe in the possessive its. Don't let them tell you it's inconsequential that they haven't learned that the 
contraction for you are is you're, not your. 


Apply, with as much vigor as the circumstance warrants, the Illiteracy Rejection: Communication in the Age of 
Skepticism is informal, but it isn't casual. 


You know the next line of the specious argument defending casual use of wrong words: "Anyway, a proofreader will 
catch those little word changes." 


I submit: If a proofreader can learn the English language, so can the writer whose words are being proofread. 
16. Don't use unexplained and unvalidated comparatives and superlatives (for all advertising). 


This is more than taking a look at your last ad or mailer, searching for and circling adjectives ending in er and est 
(see Nugget 6). 


Have you crowed, "Compare!" without offering a specific comparison? Have you shouted at the reader or viewer, "I 
make this claim!" without validating that claim? 


With the backing of solid information, comparatives and superlatives are potent selling words: Information + 
comparative/superlative — product or service superiority. 


Without that backing, look out! You're making a lot of noise but firing blanks. (For silver bullets, reread Chapter 6.) 
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17. When a sentence has too many commas, consider using parentheses instead of one pair of commas. You can 
speed up both reading and comprehension (for all print advertising and direct mail). 


A sentence read: 


We think the combination of a successful history, going back to 1866, and such dynamic new trading 
techniques as Commodex, are unbeatable in today's pressure-laden economic environment. 


The sentence seems sluggish. Comprehension isn't easy because all the elements set off by commas aren't parallel. A 
five-second revision had the copy reading this way: 


We think the combination of a successful history (going back to 1866) and such dynamic new trading 
techniques as Commodex are unbeatable in today's markets. 


The words flow past the eye faster, and changing the explanation of the company's history to a parenthetical phrase 
makes the third comma unnecessary altogether. 


18. Get rid of qualifiers (for on-camera testimonials and first-person ads). 


Flab can attack fingers as well as hips and thighs, when those fingers are writing copy. Can you spot the flabby 
qualifiers in these constructions? 


You may be a bit surprised to learn . . . 
We were rather pleased when . . . 
I would like to take this opportunity to tell you аг... 


Why should I be "a bit surprised" when by dropping those two words the writer can have me flat-out surprised? The 
second copywriter is better off being pleased than being "rather pleased." 


What was your conclusion about the third example? If it's anything other than throwing out the phrase altogether, go 
to the foot of the class and sit next to whoever wrote it. 


Words such as practically, largely, somewhatthese are giveaways of a syndrome I call the Principle of Expository 
Uncertainty. Hedging stems from the writer's lack of assurance; the result is lack of message strength. 


19. Don't make the reader write your copy for you (for copy intended to generate a positive attitude). 
If you say, "For many reasons," name some of those reasons. If you say, "Among other things," name some of those 
things. If you use the word important, justify your claim, or it becomes arrogant. While you're at it, be sure it's 


important to the reader, not just to you. 


One word that always tips off the reader that you're out of gas and want to siphon some from his imagination-tank 
15... etc. 


Whenever I see this nonword, I draw two assumptions: 
1. The writer is lazy. 
2. The writer thinks whatever he's selling may have additional features, but he doesn't know what they are. 


Never use etc. again, except in satire or parody. 
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20. Don't use nouns as verbs (for financial, insurance, or computer copy). 

I admit this is a losing battle, but I include it after hearing, repeatedly, the word architect used as a verb. 

Careful, now: Many wordsfish, cash, slip, pick, watch, for exampleare both nouns and verbs. 

However, that group does not include input, access, impact, network, reference, or window. 


It's probably a losing battle, but let's go down swinging. Such usage isn't terrible, and unquestionably it's going to 
wind up in the dictionary one day, but it isn't yet the way a professional should use language. 


Take a look at some computer magazines and verify for yourself: The superior ads don't use in-talk. 


21. Keep copy references in character. Decide what state of mind you want to generate, then stay inside it (for print 
media). 


Gee... It looks like 
her reseller hasn't seen 
the new Auto ID/POS 

Showcase in СЕМ, 


Pity. 


How i's saslar (han aver To stay on the 
кишней of pobnt-of-sale technology with 
CAN: new Auto OPOS Showcase section. 


laking Bor mart camia primera (wie Шарыш cw any ethers 
feats patil! Мите CA pas үяні Ін ГЕШ єй Cet 
пй wav qo Yi aanmer Seen 1'6chiodegies 
шы! pare Mia ғасы Aces TEXTS A Шыннан іш аса ЕЬ ын 
гэе visit nebo ounce bor aB the {ный рата гади - 
mix тигт» eps! Sas ilios Ea poe minii (Соса cns dn Лат! СР 
In ы ыла жаг інкіні із 4-АҒА Мәлімет 


| amarr = 
Por mora information, plassa contest Lauria Bahayn ResellerNews 


at (10) 733-8837. агер UE PS COSTS 


Figure 25-5: 

(Nugget 21) The cause of failure in this trade ad isn't the conceptthat the 
cashier is using an old-fashioned cash registerbut that the shopper and 
the cashier also represent bygone times. Instead of unearthing an old 
stock photo, the creative team would have bred greater impact by having 
a smartly modern setting highlight the anomaly of an antique register. 
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Your copy style might be grim. It might be funny. It might be olympian. It might be documentary. It might be plain 
ol' country boy. It might be frantic. Whatever it is, keep it consistent. 


A piece of copy, selling recordings of vintage radio comedy shows, read this way: 


These timeless masters of wit and humor never had to depend on sight gags. Their exquisite timing and 
detailed observance of the human condition were their hilarious weapons to make us chuckle at ourselves. 


What would you do with this piece of copy? You might be vaguely dissatisfied, but unless you can pinpoint why 
you're dissatisfied, you can't fire it back at the writer or rewrite it yourself. 


Which words are out of key? Right! "[D]etailed observance of the human condition" reads like something out of a 
military medical manual. While we're at it, "timeless" doesn't help build a word image for us, so let's replace it, too: 


These are the giants of laughter, the masters of wit and humor. They never had to depend on sight gags. 
Their exquisite timing and sense of the ridiculous were their hilarious weapons to make us chuckle at 
ourselves. 


Getting rid of "detailed observance" keeps the copy in character. Our choice of words no longer confuses the reader. 
22. Amputate your arrogance before you start to write (for business-to-business and occasional consumer copy). 
To whom can you say "You're lucky to do business with me" without generating antagonism? 


I can think of two groups: 1) those who owe you money and whose payment is long overdue and 2) those who 
depend on you for livelihood or peace of mind. 


The neighborhood pusher can say this to the addicts he controls, but the world of normal commerce blesses us with 
two kinds of choices: the choice between "yes" and "no," and the choice between you and a competitor. 


How easy the choice becomes when we get a brochure with this copy: 


EVERYONE 

ELSE 

ISA 

PRETENDER 

We Hate to Say It, But... 

If You Pass Up 

Our "Sense ОЁҒ Sale 

You Deserve What You Get... 
Having to Buy from 

One of Those Other Guys. 


Sure, "Sense Off' doesn't make sense, but we might forgive this sin if the advertiser hadn't jutted out his jaw and 
played General Patton with us. 


The trickiness of this nugget is being able to amputate arrogance without cutting off muscle. 
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23. Look for ways to inject you into the word mix (for all advertising). 

An insurance company had this piece of copy: 


We value your trust and confidence, and that is why we have worked so hard to make this unique coverage 
possible. 


We have a not-dreadful, not-strong string of words. If the writer had considered Nugget 23, we might have had: 


We value your trust and confidence, and that is why we have worked so hard to make this unique coverage 
possible for you. 


The final two words tie the benefit to the target individual, just as the opening tied the premise to the target 
individual. 


24. Coattail riding isn't terrible because it has a built-in identification factor but it probably isn't the best you can do 
(for consumer advertising). 


Bemused readers, listeners, and viewers are deluged with clever imitations whenever a catchy campaign takes hold. 


One sample: Remember when Wendy's had a short-lived but popular campaign, "Where's the beef?" As the 
campaign burned out, we saw and heard the following imitations: 


"Where's the beep?" (for a paging system) 

"Where's the reef?" (for a scuba-diving cruise) 

"Where's the leaf?" (for a grass-catching attachment to a lawn mower) 

"Where's the thief?" (for a security system) 

"Where's the beach?" (for a time-sharing condominium) 

Purists may mount arguments of piracy. One campaign fastens itself, leechlike, on the neck of another, better-known 
campaign. I say, what's wrong with that? We use "solid gold" and Rolls-Royce every day as touchstones; we have 


"platinum" credit cards. Why not a current ad fad? 


The question is when to get off the communications train in which you're riding the caboose. All these coattail- 
riding campaigns begin when the coat-wearing campaign has already peaked. 


No writer can become a communications guru scrabbling around for scraps in the wastebaskets of successful 
campaigns. Coattail riding is serviceable, but seldom is it the best approach you might have used. You're at the 
mercy of another advertiser for recognition value and you can't use the campaign for long; it has a self-destruct timer 
built in and clicking away even as it starts. 


25. If the reader feels proud to do business with you, you have a competitive edge (for all advertising). 

A less theoretical way of putting this nugget: You can shock to get attention, but a lapse into bad taste will cost you. 
If we never get their attention, we're 100 percent losers. This alone is justification for writing whatever we must to 
get them to open the envelope or keep reading the page or to keep their finger off the "zap" button. But doesn't this 


ad, from the Wall Street Computer Review, make you feel the Treasury agents will come after you if you do business 
with the company? 
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If Al Capone 

had our file-scrambler, 

he might never have 

done hard time. 

PRIVILEGED 

INFORMATION 

Protects your files by enciphering Шет... 


This next example, from a catalog, is actually funny: 
Let's face it. There's nothing more disabling than a sinus attack. 


Oh, yeah? I'll match my Colt .45 against your sinus attack any day. Why, oh, why is the phrase "Let's face it" in 
there? Those three words are supposed to enlist the reader as an ally; instead, they cause the reader to disagree, 
which would obviously weaken the delivery of the message. 


26. Hyphens are an underused tool of clarification (for all copy). 


Sometimes, reading a piece of copy, we aren't sure what it is that bothers us. It just doesn't read right. If the 
bothersome sentence has an adjective followed by an adjectival noun, you have the tip-offa clarifying hyphen can 
eliminate the bother. An example: 


Your attractive counter display . . . 


What's wrong here is the word "counter," an adjectival noun. The rules of grammar work against us because 
"attractive" could modify either "counter" or "display." We seize firm control of the reader's interpretive potential by 
adding a hyphen: 


Your attractive counter-display . . . 


27. As you make it easier for people to respond, the quality of responses goes down (for subscriptions and lead- 
generating copy). 


Those who toil on the treadmills in the murderous world of magazine subscriptions know the trap: Without 
incentives, you can't get enough subscribers, but as you add incentives, you drive down the buying level and 
subscription renewal rate of those you recruit. 


Adding "free gifts," shipping before payment, tying the promotion to a sweepstakes, giving two for onethese 
venerable motivators bring bulk, which, regrettably, is the way we so often have to keep score. Our job is even 
tougher than it first appears because only by tracking the renewals or purchases over a year or more can we tell 
whether or not we've gone too far in order to get early action. (My own viewpoint may not coincide with that of a 
theoretician who would take the high road. I side with those who pull out all the stops to get a name. We can't milk 
the goat unless she's in our own barnyard.) 


The value of Nugget 27 may be its role as governor on our copywriting throttle. If we begin to assume automatically 
that salvation lies only in freebies, ultimately we force downward the image and value of what we're selling. But I'd 
be more afraid of the "expert" who damns all incentives as undignified. 


28. A claim of superiority is in no way as convincing as ostensible evidence of superiority, and a feature is in no way 
as convincing as a benefit (for all advertising). 
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We as writers too often face this dilemma: Someone for whom we're writing an ad or a mailing piece says to us, 
"What I want you to do is make it clear that this is the best on the market. And it is, it is!" We're given some 
background information that fails to prove that theory. No matter; our obligation is to regurgitate corporate 
philosophy. We come up with something like this copy for a cosmetic: 
A Beauty Care Breakthrough! 


Now there's a new and better way to help your skin look soft, supple, and inviting. 


It's the ICE-BORN(tm) way. Our skin care products contain only totally natural ingredients that are deep- 
frozen for purity. 


With ICE-BORN you can have beautiful skinwithout any chemical additives. 
What have we written? We've claimed superiority without offering evidence. "Totally natural ingredients" aren't 
benefits in themselves; it's what they do (if anything) that's the benefit. Does freezing something give it purity? If so, 
how? What does it do for the user? 
Transforming features into benefits is what we're supposed to do, or we aren't going to sell much. 
29. When logic says you can, make the buying decision for the message recipient (for all copy). 
Phrases such as "You can..." or "If you..." suffer in a head-to-head battle for business against a direct statement. 
So instead of "You can make money . . .," we drop the first two words and add vigor: "Make money . . . " Usually a 


nonconditional statement will come to mind once the writer wonders, "Could I write a stronger piece of copy? 


30. Practice using words effectively. Don't let your copy run on tracks (for all copy, for the rest of your life plus six 
months). 


How many of us actually practice? Somebody needs a piece of copy by tomorrow noon; we do a workmanlike job, 
always with the hollow excuse, "I could have done it better if Га had more time." 


Is that really so? We work with words. If we had more time, would we find more exciting words, more motivational 
words, words our readers/listeners/surfers/viewers would find more credible and stimulating? Or would we just 
spend more time looking over the background materials and then write the same tired, trite descriptions marbled a 
little with puffery? 


For those with true grit, I have a suggestion: Pretend, as you write every word and phrase, that you have only two 
inches of space in which to transmit the message. That pretense will result in your optimizing the impact. As a 
wordsmith, you'll have entered a new level of consciousness. 


Welcome, friend! 
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Chapter Twenty-Six 
A Compendium of Rules for Effective Copywriting 


Rules are always controversial because an antagonistic practitioner can find an exception to almost any rule. This list 
of usable rules for the copywriter is no exception. 


Here we begin an endless process, not only of unearthing and codifying rules but of refining exceptions. Future list 
makers may regard this beginning tabulation as primitive. It is, however, a beginning. 


The Umbrella Rule 


The Umbrella Rule is the most foolproof, universal rule in all copywriting. Copywriters who know and follow this 
master rule are at the top of the marketing mountain. Your copy must succeed if it has these three ingredients: 


1. clarity 
2. benefit 


3. credibility 


The Four Great Laws 


The Four Great Laws override all other rules for force-communication. They're congruent and do not compete with 
the Umbrella Rule. 


The laws are the key to copywriter survival during the Age of Skepticism, an era spawned by television, self-aware 
politicians, and universal backlash against unproved claims of superiority by a multitude of competiting advertisers. 


The First Great Law: Effective force-communication reaches and influences, at the lowest possible cost, the most 
people who can and will buy what you have to sell. 


The Second Great Law: In the Age of Skepticism, cleverness for the sake of cleverness may well be a liability rather 
than an asset. 


The Third Great Law: E2 = 0. (When you emphasize everything, you emphasize nothing.) 


The Fourth Great Law: Tell your message recipient what to do. 
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Within the First Great Law, don't overlook the qualified relationship of two elements, "reaches" and "lowest possible 
cost": A hopelessly underproduced advertising message may not "reach" its target. 


The Fourth Great Law is mandatory for direct-response copy but becomes optional if the message has a purpose 
other than persuading the message recipient to act (not usually a good idea). 


The Other Rules 

Adaptation of the First Great Law for Fund-Raising and Political Campaigns. (See complete list under FUND- 
RAISING.) Effective direct-mail fund-raising reaches the most people who might contribute and avoids those who 
never would contribute. 

BENEFIT 

The John F. Kennedy Buyer Attitude Truism. In the Age of Skepticism, the prospective buyer's first question isn't 
"What will it do?" but "What will it do for me?" 

The Benefit/Benefit Principle. First announce the benefit. Then tell the reader how the benefit benefits him. 


The Benefit/Benefit/Benefit Principle. This is the "can't miss" approach to copy that sells, especially for catalog 
copy-a three-step procedure: 


1. State a claim of superiority over others. 
2. Relate superiority to the reader. 


3. Tell the reader how your superiority will bring specific improvements to his life. (See SPECIFICS, the Specifics 
Superiority Principle.) 


The Benefit/Feature Bloodline Comparative. Features are cold-blooded and benefits are warm-blooded, so benefits 
are more emotional than features. It follows directly that benefits outsell features. 


The Rhetorical Benefit Error. Telling the reader a product or service is beneficial is in no way parallel to convincing 
the reader a product or service is beneficial. (See SUBTLETY, the Second Rule of Negative Subtlety.) 


The Credible Benefit Proposition. Maximize benefits within the limits of credibility. 
The First Nonargument = No Benefit Rule. Copy depending on a nonargument invariably omits reader benefit. 


The Second Nonargument - No Benefit Rule. Details unrelated to the buyer's appetites become nonarguments that 
skew the reaction because of their irrelevance. 


The Rule of Partial Disclosure. Tell the target individual as much as you can about what your product or service can 
do for him or her. If you have space or time left over, don't move down to the next information level (facts unrelated 
to benefit); instead, restate or illustrate some of the benefits. (See IMPORTANCE.) 

The Profit-Killer Equation. Inability to specify benefit = lower response. 


The Puffery-Defeat Inevitability. No amount of puffery or self-applause can sell as effectively as a listing of specific 
benefits. 


BRAGGADOCIO 


The Braggadocio Avoidance Procedure. Write headlines for space ads and first paragraphs for letters as though you 
have only two inches of space for your entire selling argument. For 
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broadcast commercials, write the first two sentences as though the spot were half its actual length. 


BUYER ATTITUDE 

The Artificial Loyalty Rule. Personal products have a high buyer-loyalty rate because the buyer doesn't want to 
expose his weaknesses to outsiders more than he or she must. To break the chain forged by this rule, a competing 
advertiser of such products has to use an extraordinarily compassionate approach. 


The Buyer/Seller Equivalence Equation. The Seller's Concern = What it is. The Buyer's Concern = What it will do 
for me. 


The "Whose Message Is It?" Rule. Your message should operate within the experiential background of the message 
recipient, not within your own experiential background. (See BENEFIT, the John F. Kennedy Buyer Attitude 
Truism.) 


CARD DECKS 
The First Principle of Card Deck Copy. Your offer must be instantly identifiable. 


The Second Principle of Card Deck Copy. Sell, coherently, what the headline promises, not a secondary service or 
product down the road. 


The Third Principle of Card Deck Copy. Stress benefits. You don't have room to write poetry about features, and the 
reader has neither the patience nor the interest to read your poetry. Use a bulleted format, to save space and hold 
attention. 


The Fourth Principle of Card Deck Copy. Assume your card is buried in a deck of offers, all of which are as good as 
yours or better. 


The Fifth Principle of Card Deck Copy. Tell the reader what to do (a direct application of the Fourth Great Law). 


The Sixth Principle of Card Deck Copy. Force the reader to respond immediately because delay will cost money, 
reduce benefits, or lose business to a competitor. 


CATALOG WRITING 
The Rule of Catalog Attention-Grabbing. Start the description with benefitwhat the item will do for the customer. 
Then describe the product itself. Then recapitulate the benefit. Then list the specifics necessary to place an order. 


The Catalog Writing Truism. The purpose of catalog copy is to transmit an enthusiastic description of what's being 
sold to the best prospective buyers. Unless this purpose is achieved, the copywriter has failed, regardless of the 
cleverness of the rhetoric. 

The Catalog Writing Truism Footnotes: 


1. The Catalog Writing Truism becomes truer when one writer has the responsibility for an entire catalog. 


2. A catalog company can prevent its copy from becoming the extension of one person's personality by assigning 
eight-page sections to different writers. 


The "Episode-I, Buy-From-We" Indication. If you're torn between "I" and "we," use "I" only when referring to 
personal episode; use "we" for corporate suggestions that the reader buy. 


CELEBRITY USE 


The Celebrity Matchup Principle. Matching your spokesperson to what you're selling accelerates your target 
individuals’ acceptance of what the celebrity is pitching. 
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The Celebrity Waste Factor. Having a celebrity move out of context is an artifice that exposes itself to the viewer or 
reader. A professional athlete may keep credibility endorsing athletic equipment or beer, but not alkaline batteries; 
an actress may keep credibility endorsing fashion or beauty aids, but not machinery or automobile muffler 
installations. 


CLARITY 
The Clarity Commandment. When choosing words and phrases for force-communication, clarity is paramount. Let 
no other component of the message mix interfere with it. 


The Say What You Mean Mandate. The reader invariably will apply a negative interpretation to statements that 
violate the Clarity Commandment. 


The Concept of Reader Dominance. The writer's knowledge of the colorful words in a piece of copy is 
inconsequential. What matters is whether or not the reader knows them. (See SPECIFICS, the Specifics Superiority 
Principle.) 


The Tightness Rule. Keep copy tight enough that it fits the reader's skimming without forcing a break in 
comprehension. 


COMPARATIVE ADVERTISING 

The Comparative Imperative. Good marketing strategy calls for Brand No. 2 to shout superiority over Brand No. 1; 
good marketing strategy calls for Brand No. 1 to shout superiority over all others without singling out any one of 
them. 


The Touchstone Rule. A touchstone becomes effective when the reader, viewer, or listener recognizes the value of 
the original relative to the pretender. 


CONDITIONAL WORDS AND PHRASES (See QUESTIONS.) 

The First Rule of "If." Let ifrelate to your buyer, not to you, because if seems to take objectionable high pressure out 
of your sales argument without actually doing it. 

The First Rule of "If" Subdecree. Logic stands behind the writer who makes an action conditional for the buyer, 
since buyer control is proper stroking, but to give this control to the seller through an "if" reference suggests seller 
superiority, which can provoke buyer antagonism. 


The Second Rule of "If." Don't use should instead of if. The pomposity not only is less straight forward but also puts 
greater distance between seller and buyer. 


The Third Rule of "If." Don't use the phrase "if you can," which suggests difficulty or problems. Linking ability 
("can") to "if is a double conditional. 


The Principle of "If" Control. An "if condition should imply a "then" promise. 

The Conditional Declension Syndrome. The more conditional the statement, the weaker it is. 

The Comparative Conditional Declension Syndrome. The conditional isn't as impelling as the imminent. 
The Subjunctive Avoidance Commandment. Avoid the conditional. It denies actuality. (See next rule.) 


The First Rule of Positivism. Stay out of the conditional and replace can with will. (See previous rule; see also 
PSYCHOLOGY.) 


The Second Rule of Positivism. After telling the reader you've presented a logical argument, take acceptance for 
granted. 


CONFUSION 
The First Confusion Factor. Don't let any piece of copy off your desk until you can say without crossed fingers, "My 
mother would understand it." 
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The Second Confusion Factor. A message matched to the recipient can't be confusing. (See BUYER ATTITUDE, 
the "Whose Message Is It?" Rule.) 


The Third Confusion Factor. A sales message that violates the Second Great Law inevitably adds confusion and 
lowers sales. (See MOTIVATORS, the Rule of Copy Misdirection.) 


CONSISTENCY 
The Consistency Command. Components of a mailing must reinforce and validate one another, or reader/viewer/ 
listener response to all components will be lessened. 


The Precept of Factual Agreement. When facts within a message are in disagreement, the reader disbelieves all of 
them, even though one of them probably is true. 


The Rule of Word Matching. Use words that match the image you're trying to build. An out-of-key word changes 
the image. 


DIRECT MARKETING (DIRECT MAIL, DIRECT RESPONSE) 
Unassailable Loser Statute I. When seller and buyer both are uninvolved, the seller loses. 


Unassailable Loser Statute II. Readers are more likely to pick holes in transparent shouts of importance than in 
projection of benefits. 


Unassailable Loser Statute III. Illustration should agree with what you're selling, not with headline copy. (Also 
known as the Illustration Agreement Rule. ) 


Unassailable Loser Statute IV. Adding qualifying words to a statement of superiority is an admission of inability to 
claim superiority. 


Unassailable Loser Statute V. Use only as much of the language as you know. Your dictionary is your verifier, not 
your originator. 


Workmen's Noncompensation Rationale. Reciprocity is the key to have-the-reader-do-something decisions. 


Workmen's Noncompensation Provision 1. The reader's pleasure from absorbing your message diminishes in exact 
ratio to the amount of work he thinks he'll have to do. 


Workmen's Noncompensation Provision 2. Excluding contests, asking the reader to perform a task that requires 
talent, prior knowledge, or problem-solving ability will lose that reader if he or she resents, feels inferior to, or is 
annoyed by the unsought challenge. 


Workmen's Noncompensation Provision 3. In a contest or sweepstakes that has reward geared to apparent talent, 
prior knowledge, or problem-solving ability, the reward justifies the challenge. 


EMOTION VS. INTELLECT 
Emotion vs. Intellect Rule I. When emotion and intellect come into conflict, emotion always wins. 


Emotion vs. Intellect Rule II. Emotion outpulls intellect. 


The Rule of Emotional Mandate. Unless you specifically want to avoid reader involvement in your message, always 
write in the active voice, regardless of the type of communication. 


ENVELOPES 
The Cardinal Rule of Envelope Copy. The carrier envelope has one purpose (other than preventing its contents from 
falling out onto the street): to get itself opened. 


The Outer Envelope Function. The only purpose of graphic treatment on a direct-mail envelope is to impel the 
recipient to open that envelope. 
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FUND-RAISING 
The First Rule of Fund-Raising. Effective direct-mail fund-raising reaches the most people who might contribute 
and avoids those who never would or could contribute. 


The Second Rule of Fund-Raising (a version of the "Whose Message Is It?" Rule). Operate inside the experiential 
background of the person you're contacting, not inside your own background. 


The Third Rule of Fund-Raising. Since you're operating inside the reader's experiential background, select and shape 
a selling argument you think will grab his or her emotional handles. 


The Fourth Rule of Fund-Raising. Tell the reader how much to give. 


The Rule of Fund-Raising Copy Length. The need for long copy is tied to the need to feed an implicit or expressed 
reader prejudice or belief. 


The Fund-Raising Reminder Rule. When writing prior donors, remind them how much they gave last time and ask 
for a little more. 


The Rule of Bulk Negation. Bulk doesn't create an emotional reaction. Episode does. 


The Rule of Claimed Fund-Raising Success. Claiming success works if you credit that success to the prior donors 
you're contacting; it's a turnoff in contacts with those with whom you have no previous connection. 


GENERAL RULES FOR WRITING 
The Rule of Chromatic Imagery. Write in color, not black-and-white. Superimpose your imagination on your reader/ 
viewer/listener's imagination to enhance receptivity. 


The Rule of Concealed Ballooning. If you're trying to make something big out of something little, don't let the buyer 
know it. 


The Dullard's Lament. The more a copywriter depends on mechanical tricks, the more that writer exposes a sterile 
imagination. 


The Factual Edge. Teaser mailings and space ads, which don't tell the reader what the mailer has for sale, are almost 
always less effective and less productive than mailings that include facts on which the target individual can 
formulate a buying decision. (See IMPORTANCE.) 

The Peripheral Pussyfooting Weakener Rule. Writing around a point drains excitement out. Copy loses impact in 
direct ratio to the percentage of information given indirectly instead of directly. (See CONDITIONAL WORDS 
AND PHRASES.) 

The Power-Filter Effect. Surplus words are power filters, reducing impact. 

The Reader-Fatigue Effect. Drama in writing is implicit, or it doesn't exist at all. Labeling isn't the same as colorful 
writing. Claiming "drama" or "excitement" is an uninspired and punchless substitute for using words to prove those 
claims. 

The Stupidity Equation. Stupid questions and statements = lower response. 

The "You First" Rule. Tell the reader, listener, or viewer what's in it for him, not for you. 

GRAMMAR (See PUNCTUATION AND GRAMMAR.) 

GUARANTEES 

The First Rule of Guarantees. Unless a guarantee specifically offers a refund, it probably is a cynically inspired sales 


gimmick, not a true guarantee. 


The Second Rule of Guarantees. When the buyer feels he is in total command, the offer becomes true regardless of 
its incredible nature. 


The Third Rule of Guarantees. Deliver what you promise. 
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HUMOR 
The Pagliacci Syndrome. Beginning writers want to write funny copy. Don't let them, and don't do it yourself. 


The Humor-Avoidance Rationale. When writing to people who don't know you, humor is never the best possible 
approach and often the worst. When writing to people who do know you, almost always humor is at best no better 
than straightforward exposition; at less than best, humor can kill any impression of sincerity, verisimilitude, and 
credibility. 

The Comic Exception. The "almost always" assertion in the Humor-Avoidance Rationale is tempered by this 
exception: When you apologize for a mistake, quiet humor (carefully handled) can defang a venomous buyer. You 
benefit from this paradox: Admitting you're a fool makes you less of a fool. 

The Clown Nonequivalence Rule. The onlooker always feels superior to a clown. 

IF (See CONDITIONAL WORDS AND PHRASES and QUESTIONS.) 

ILLUSTRATION AGREEMENT RULE (See DIRECT MARKETING, Unassailable Loser Statute III.) 
IMPACT 

The First Statute of Novelty Burnout. The impact of repeated messages decreases in exact ratio to reliance on 


novelty. 


The Redundancy Control Rule. Use redundancies only when you want the reader to know you've repeated or 
doubled words to show emphasis. 


The Principle of Expository Uncertainty. Words such as practically, largely, and somewhat are hedges betraying the 
writer's lack of assurance. The betrayal results in a weaker message. (See GENERAL RULES FOR WRITING.) 


The Shock vs. Dignity Decision. If you exchange your dignity for shock value, be certain the shock is positive for 
your best buyers. (See PSYCHOLOGY and SUBTLETY.) 


The Shock Diminution Rule. Shock diminishes in exact ratio to repetition. 


IMPORTANCE 
The Rule of Importance-Determination. If you claim importance, prove it. 


The First Rule of Implied Importance. Everything we do is important to us. Almost nothing someone else does is 
important to us, unless what he does directly affects us. (See BUYER ATTITUDE, the 'Whose Message Is It?" Rule.) 


The Second Rule of Implied Importance. Importance should relate to the state of mind of the reader, not the writer. 


The Third Rule of Implied Importance. If the copy message following the word important is a letdown to the reader, 
the copy is more likely to breed rejection or contempt than to stimulate an urge to buy. 


The Automatic-Importance Technique. Capitalizing a word makes it important. 


The Nonimportance Fault. Calling something "important" when your best readers will know it isn't important will 
cost you some business you otherwise might have had. (See LOGIC, the Phony Claim Mistake.) 


The First Rule of So-What Turnoff Control. Select as your key selling arguments those facts and suggested benefits 
that satisfy the intended buyer's probable psychological motivators. (See MOTIVATORS.) 
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The Second Rule of So-What Turnoff Control. Using a "so what" statement as a major selling point adds confusion 
in direct ratio to the reader/viewer/listener's own product/service interest/knowledge. (See MOTIVATORS.) 


The Third Rule of So-What Turnoff Control. "So what?" becomes "Here's why I want it" if benefit is added to the 
rhetorical mix. (See BENEFIT.) 


INCENTIVES 
The First Rule of Excitement Incentives. Adding artificial incentives to generate sales invariably lowers the quality 
of buyer. 


The Second Rule of Excitement Incentives. Lowering the quality of buyer is a detriment only if a promotion 
coincidentally lowers the image of the vendor with existing best buyers. 


The Third Rule of Excitement Incentives. All promotions must have an expiration date. 

The Fourth Rule of Excitement Incentives. Orders dribbling in after the expiration date should be honored as long as 
pre-bought supplies and computer programming make it possible, but remind the customer that you're doing him a 
favor. 

The Fifth Rule of Excitement Incentives. If the cataloger doesn't seem excited, the customer can't get excited. 


The Sixth Rule of Excitement Incentives. Lack of clarity kills excitement. 


INTERNET 
The First Rule of Internet Advertising. Stop the surfer in his tracks. 


The Rule of Internet Ennui. If you state who and what you are instead of stating, quickly and dynamically, a 
recognizable benefit that will transform the surfer into a visitor, forget it. 


The First Rule of Web Site Order Forms. Make ordering easy. 
The Second Rule of Web Site Order Forms. Have an order form or "shopping basket" visible at all times. 
The First Rule of E-Mail. Promise benefit in the heading and justify the promise in the first two sentences. 


The Second Rule of E-Mail. Once you have justified the promise and specified a quick and easy means of response, 
end the message. 


The Third Rule of E-Mail. Give the recipient an option for additional information. Don't force-feed that information. 
LOGIC 

The Bluster Mistake. The suggestion "You must . . . " backed by a reason the reader/viewer/listener doesn't regard as 
logical is bluster rather than logical sales argument because it has no factual core. Beginning the sentence with "This 
is why" forces the writer to add that core. 


The Phony Claim Mistake. Those whom you most want as buyers are the same individuals who are most likely to 
see through phony claims. (See IMPORTANCE, the Nonimportance Fault.) 


MOTIVATORS 
Тһе Five Great Motivators of our time: 


1. fear 
2. exclusivity 
3. guilt 


4. greed 


5. need for approval 
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The "soft" motivators, working in concert with the Five Great Motivators: 

1. convenience 

2. pleasure 


The Motivating Word-Choice Proposal. When choosing words, use terms and phrases your target buyer regards 
favorably unless you're using fear as a motivator. 


The Rule of Contemporaneous Transmission. Unless the writer has a knowledge of his target prospect, copy can be a 
horrible psychological mismatch. 


The "Diarrhea of the Keyboard" Syndrome. Details unrelated to the buyer's motivators slow down or kill the sale. 
The First Rule of Fear. The reader must always know that you have the answer to the problem you expose. 

The Second Rule of Fear. Unless your own fear of overkill suggests a weaker message, write a direct challenge, not 
a "What if . . ." subjunctive. (See CONDITIONAL WORDS AND PHRASES, the Subjunctive Avoidance 


Commandment.) 


The Third Rule of Fear. Don't lose your nerve halfway through and begin polluting your "fear" approach with 
lightheartedness. 


The Truth-as-Motivator Noneffect. Apparent truth is insignificant in a selling argument unless that truth is built 
around the target individuals' motivators. (See VERISIMILITUDE.) 


The Rule of Copy Misdirection. Words that puzzle can't motivate. (See CONFUSION.) 


The Rule of Statistical Deficiency. Readers respond less to cold-blooded statistics than they do to warm-blooded 
examples. 


NEWS RELEASES 

The First Canon of News Release Writing. The reader, viewer, or listener should be unaware that the message is 
sponsored. 

The Second Canon of News Release Writing. Put puffery in quotes. 


The Third Canon of News Release Writing. Replace or eliminate descriptive adjectives that suggest editorial 
viewpoint. 


The Five Rules of Cutline Writing: 

1. Repeat pertinent information even though it also appears in the release. 

2. Don't be afraid to write long cutlines. 

3. Write complete sentences, not bullets. 

4. Set a maximum of twenty words per sentence. 

5. If you include several pictures, write a separate cutline for each one, even if they're similar. 
The Rule of News Release Information. Don't leave obvious questions unanswered. 


PERSONALIZING 
The De-Icer Rule. Personalizing helps melt the ice of skepticism and apathy. 


The Capitalization-Loss Rule. Setting copy in all caps depersonalizes a message. 
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PREDICAMENT USE 

The Predicament Method Principle. Establishing a predicament as a sales argument has these five sequential 

components: 

1. Create a predicament the reader, viewer, or listener finds logical. 

2. Put your target individual into that predicament, either by unmistakable association or by hard use of the word you. 

3. Demonstrate whatever you're selling as the solution to the predicament. 

4. Restate the circumstance with a happy conclusion. 


5. Have the central character in the predicament state satisfaction. 


PRODUCT IMAGE 
The Rule of Buyer Defense. A product is what it is, plus what the buyer thinks it is. 


PRODUCTION 
The First Rule of Production-Reduction. Poor production won't destroy a good message. 


The Second Rule of Production-Reduction. Lavish production that tries to mask an inferior message usually doesn't 
pay for itself. 


PROFESSIONALISM 

The Form Worship Maxim. The writer who puts form ahead of substance implicitly admits a creative deficiency. 
Communications with this deficiency call attention to format rather than to what they say. Invariably, the writer has 
a more effective way to transmit the message. (See GENERAL RULES FOR WRITING.) 


Roget's Complaint. With all the specific descriptive words available, the writer who regards neutral, nonimpact 
words such as needs, quality, features, and value as creative nouns should agree to work for no pay. 


The Professional/Amateur Differential. The amateur says: "Most people will get the idea, no matter how poorly I say 
it." The professional says: "Every word is our weapon, and anyone who thinks otherwise is an amateur." 


The Ethics Rule. Keep your dignity. 


The Fat Copy Procedure. Good writing is lean. Slice weak, forceless words out of your copy the way you'd trim fat 
from a steak. 


The First Nonprofessional Revelation. The worst, most pompous, least imaginative, and most unprofessional 
advertising line of this decade is, "If you can find a better (WHATEVER), buy it." 


The Second Nonprofessional Revelation. Forbidding words lock your target individual out. Familiar words and 
verbalisms, short of undermining your dignity, invite this person in. 


The Third Nonprofessional Revelation. If you have to show off your erudition or use a foreign phrase, explain the 
phrase and also explain why you had to use it in the first place. 


The Fourth Nonprofessional Revelation. Write on a level of mutual interest, rather than as instructor to student. At 
the very least, preface your verbal strutting and preening with the words "As you know." 


The Fifth Nonprofessional Revelation. Eliminate adjectives that do nothing to further comprehension. 


The Sixth Nonprofessional Revelation. The professional writer of force-communication has 
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three areas of knowledgebasic psychology, vocabulary suppression, and salesmanshiproughly equivalent to that of a 
vacuum Cleaner salesperson. 


PSYCHOLOGY (See QUESTIONS.) 

The "In Your Face" Message Rule. The effectiveness or annoyance of an "in your face" message depends entirely on 
its synchronization with the attitude of the message recipient. 

The Challenge Response Principle. People respond to challenges that don't suggest incapability. 

The Connotation Rule. Substitute words with a positive connotation for words with a neutral or negative connotation. 


The Generic Determination Rule. The generic determines reaction more than the number. 


Generic Determination Subrule "A." When the experiential background of your primary targets includes a date 
within the adult experience, numbers of years, months, or days are apparently longer ago than the date itself. 


The Rule of Negative Transmission. Unless you want the reader or viewer to think you're the generator of the reason 
for negative information, don't put this information aggressively. 


The "I'm Not Responsible" Stipulation. Second- and third-person writing which begins "There is" or "There are," 
"You have been selected," "It was determined that" and verbs in the passive voice are implicitly weaker than 
statements in which the message sender assumes responsibility for the action. 


The "Only You" Blessing. You can search for a hundred years and not find a sales argument more powerful than 
"Only you... and only from us." 


The Chosen People Effect. (See the "Only You" Blessing, above.) If what you're selling has any aura of rarity or 
scarceness, this three-step sales argument is an easy winner: 


1. Everybody wants it. 

2. Nobody can get it. 

3. Except you. 

The Renunciation Proposition. It's easier to renounce the obvious than to renounce the traditional. This human 
characteristic is grist for the sales promotion mill, but it can be a deadly attitude if the writer is caught up in an 


unrenounceable tradition of his own. 


The Shock-Therapy Negation. If you exchange your dignity for shock value, be certain the shock is positive for your 
best buyers. (See GENERAL RULES FOR WRITING and PROFESSIONALISM.) 


The Psychological Truth Injunction. When you project an assumption, base it on a psychological truth or a known 
psychographic fact, not on a self-serving fantasy. If the person you're trying to convince might regard your 
presumption as incredible, acknowledge the presumption as incredible. Then explain, with logic comprehensible to 
the reader, why it isn't incredible at all. 

PUBLIC RELATIONS (See NEWS RELEASES.) 


PUNCTUATION AND GRAMMAR 
The Illiteracy Rejection. Communication in the Age of Skepticism is informal, but it isn't casual. 


The Decimal Cheapener. Decimal-zero-zero after a dollar number has a cheapening effect without the 
accompanying effect of seeming less expensive. $500.00 has less class than $500. The 
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effect is psychological, and some readers may be more comfortable with the cheapener; the better choice depends on 
the context. 


The Quotation Mark Rule. Putting quotation marks around a word or phrase the reader may not recognize tells the 
reader we share the novelty of the idea . . . and helps him or her accept the unknown. Without the quotation marks, 
we say to the reader, "We know something you don't." 


QUESTIONS (See CONDITIONAL WORDS AND PHRASES and PSYCHOLOGY.) 
The First Rule of Question Asking. Don't ask a question that risks rejection by your best potential buyers. 


The Second Rule of Question Asking. Don't be afraid to shake up borderline buyer-prospects by challenging them to 
make up their minds. 


RADIO 
The First Rule of Radio Spot Writing. Aggressiveness leaves a stronger residue than subtlety. 


The Second Rule of Radio Spot Writing. If humor isn't directly related to what you're selling, scrap it. 


The First Principle of Radio Clear Reception. Help the announcer's pronunciation and you'll help the listener's 
comprehension. 


The Second Principle of Radio Clear Reception. Spell out numbers, symbols, and abbreviations. The words will 
come out the way you want them to. 


The Mandate of Business-to-Business Radio Spot Writing. Break hard into the listener's usual apathy. Intrude on his 
easy-listening attitude. Grab his attention and then shake it so the listener knows what you want to sell him. 


REMAIL 
The First Remail Determinant. If a mailing has been successful, the only content change for a "second chance" 
remail to someone whose characteristics match your buyers is the information that this is a remail. 


The Second Remail Determinant. Unless you're out of cold-list names, send second-chance mailings only to proved 
names. For prospect groups, sending additional mailings to cold lists probably will be more productive. 


SALESMANSHIP 
The First Canon of Salesmanship. When the prospect says yes, quit selling. 


The First Rule of Upscale Selling. Reverence for what you're selling, not overblown descriptions, suggests 
exclusivity. 


The Second Rule of Upscale Selling. Put yourself, as vendor, on a par with your buyers, not above or below them. 


The Third Rule of Upscale Selling. For the upscale buyer, a credible benefit needn't be a product's usefulness; it can 
be the product's origin. "Only you" works when coupled with "Only from us." 


The Fourth Rule of Upscale Selling. Because the words "classless society" are in quotation marks, the assumption 
that a single motivator works for all potential buyers is as specious as the assumption that all media or mailing lists 
pull with equal strength. 


The Fifth Rule of Upscale Selling. Since "upscale" is a state of mind, not a homogenized group with parallel 


interests and knowledge, appeal to the state of mind and your sales argument is safe; appeal to an assumed common 
base of knowledge and a significant percent of target individuals won't have the information to decode the benefits. 
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The Sixth Rule of Upscale Selling. The Fifth Rule being truethat "upscale" is a state of mindindividuals move in and 

out of any particular group, motivated by factors the marketer can't control. So copy should include this reminder: 


You're indeed a member of our group. 


The Seller/Buyer Differential. The seller's concern: What it is. The buyer's concern: What it will do for him. (See 
BENEFIT.) 


SKEPTICISM 
Fifteen Ways to Thwart the Age of Skepticism. (See the Second Great Law, BENEFIT, and VERISIMILITUDE.) 


1. If you make a claim, prove it. 

2. Don't lie. 

3. Draw attention to what's being sold, not to a celebrity who's selling it. 

4. Don't clown. 

5. Imply bulk or community acceptance. 

6. Personalize"Only you . . . only from us." 

7. Be positive and specific. 

8. Cut down the puffery. 

9. Don't assume the public knows your "in-terminology." 

10. Showing innocence or artlessness can prove your sincerity. 

11. Tie newness to an established base. 

12. Don't make something big out of something little. 

13. Tell the reader, early, something he already knows. 

14. If you talk down to the reader, be gracious and benevolent, and observe point 15. 

15. Don't be omnipotent; admit an Achilles' heel. 

SPECIFICS 

The Specifics Superiority Principle. Specifics outsell generalities. (See BENEFIT, the Benefit/Benefit/Benefit 
Principle; CLARITY, the Concept of Reader Dominance; and TESTIMONIALS, the Second Testimonial Rule. 
The "Whoever You Are, Hello!" Principle. Since specifics outsell generalizations (the Specifics Superiority 
Principle, above), if you don't know who will read your message, you can't be as specific as if you do know. So the 
writer who doesn't have target data at hand can't sell as much as the writer who does. 

SPEED FORMATS (MAILGRAMS, JET EXPRESS, et al.) 

The First Law of Speed Formats. If the recipient becomes annoyed by discovering your ploy, the speed format has 


worked against you, not for you, because more conventional formats wouldn't have generated a negative reaction. 


The Second Law of Speed Formats. The message must project timeliness, personalization, and possible loss of 
benefit, or it falls out of key with the format and violates the First Law. 


The Third Law of Speed Formats. Open the message with compelling benefit. 


The Fourth Law of Speed Formats. Don't let any distraction soften the "bulletin" copy approach. 


The Fifth Law of Speed Formats. If your message is supposed to be one-to-one, keep excitement high by keeping 
adjectives down; your message will match the medium if its entire structure demands imperative action that 
produces benefit. 


The Sixth Law of Speed Formats. Slash away mercilessly at hard-selling copy that leans toward the verbose. It 
destroys speed-format credibility. 
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The Rule of Implied Urgency. Stay in character. 

The Ultimate Rule of Speed Formats. Stay in sync with yourself. 


STATISTICS 
The Rule of Statistical Failure. Statistics don't sell. 


The Victim-Statistic Rule. In fund-raising copy, individual stories of victims are superior to statistics even though 
statistics represent bulk numbers. 


SUBTLETY (These rules are aimed at violators of the Second Great Law.) 
The First Rule of Negative Subtlety. The effectiveness of your message decreases in direct ratio to an increase in 
subtlety. 


The Second Rule of Negative Subtlety. Don't mask benefit with subtlety. Benefit is why the recipient pays attention 
to what you've written, so state it clearly and directly. 


The Teaser Complaint. Teaser mailings and advertising, which don't tell the reader what the mailer has for sale, are 
almost always less effective and less productive than mailings that include facts on which the target individual can 
formulate a buying decision. 


SYLLABLES 
The First Theorem of Word Construction. When naming or describing product or company, matching word sounds 
to the intended effect will heighten that effect until repetition blurs it. 


The Second Theorem of Word Construction. One-syllable words are harder, tougher, and stronger than their softer, 
more reasonable multisyllabic equivalents. 


The Third Theorem of Word Construction. Flat vowels are crisper and are spoken faster than long vowels, so the 
words they represent seem crisper and faster. 


TELEVISION 
The First Rule of Television Impact. If you open with a five-second episode excluding product, close with five 
seconds of hard visual and auditory emphasis on product. 


Explanatory Subrule to the First Rule of Television Impact. Validity of the First Rule of Television Impact increases 
with a decrease in spot length. 


TESTIMONIALS 


The First Testimonial Rule. The relative value of a testimonial by an authority or expert, compared to a celebrity, is 
in direct ratio to the message recipient's knowledge of the product or service being sold. 


The Second Testimonial Rule. In testimonials, as in all force-communication, specifics outpull puffery. 
VERISIMILITUDE 

The First Verisimilitude Commandment. Regurgitating all the facts, undigested, invariably results in a poorer selling 
argument than selecting facts the message recipient perceives to be 1) true and 2) beneficial. 


The Second Verisimilitude Commandment. The most effective sales argument is not clinical truth, but, rather, what 
the reader, viewer, or listener perceives to be true. 


The Third Verisimilitude Commandment. Consistency prevents the buildup of skepticism, which erodes 
verisimilitude. (See CONSISTENCY, the Rule of Word Matching.) 
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The Fourth Verisimilitude Commandment. Evidence is more credible than an unexplained statement of position. 


The Fifth Verisimilitude Commandment. Use fact to make a point, not just for the sake of using fact. (See 
IMPORTANCE, the First Rule of So-What Turnoff Control.) 


The Specificity Principle. Specific details build verisimilitude. 
The First Rule of Cheating. To be acceptable from any viewpoint, an ad that cheats must be unassailable factually. 


The Second Rule of Cheating. To be competitively preferable, an ad that cheats must boost the product or service 
beyond the ability of a conventional sales argument to do so. 


The Third Rule of Cheating. Surrounding a thoughtful cheating argument with weak and thoughtless cheating 
arguments saps strength by thinning the base of reader credulity. (See the Second Verisimilitude Commandment.) 


The Fourth Rule of Cheating. As cheating moves toward lying and betrays a lack of integrity, effectiveness among 
the best buyers vanishes proportionately. 


The First Rule of Lie-Avoidance. A lie visible to the target individual is a symbol of a weak imagination. 
The Second Rule of Lie-Avoidance. Lying is never necessary nor preferable in a sales promotion message. 


The Third Rule of Lie-Avoidance. When the reader thinks you are not telling the truth about one point, he extends 
that opinion to include your entire sales argument. He rejects even the statements that are true. 


WEASEL WORDS 
The First Rule of Weaseling. An effective weaseled claim is written so the reader slides past without realizing it. 


The Second Rule of Weaseling. The main purpose of writing weasel words should be credibility. 

The Third Rule of Weaseling. "Parity" advertisinga statement of "We're as good as they are," worded to appear to 
mean "We're better than they are"is an effective tactic whose impact is gradually weakening through competitive 
оуегиве. 

The Fourth Rule of Weaseling. Can and тау as substitutes for will usually are successful and acceptable weasel 


words. An unidentified accolade such as "One art authority says . . . "or "Consumers choose . . ." is weak and 
unacceptable. 
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Chapter Twenty-Seven 
A Glossary of Communications Terms 


A 


AFTRAAmerican Federation of Television and Radio Artists, the union for television and radio actors and 
announcers. 


agate lineA measurement of the depth of print ads1/14 inch (14 lines = 1 inch). This measurement is almost 
obsolete, but some publications still use it. 


B 


bait-and-switchThe unsavory technique of advertising a big bargain and then, when the customer comes to the store, 
switching to a similar but more expensive item. 


bangtailAn extra detachable flap on the backside of an envelope, on which an additional offer has been printed. 
b.f.Boldface, referring to the weight of a typeface. 


bingo cardA reply card inserted in a publication; the reader circles the code numbers of items on which he wants 
information. 


bleedPrinting to the edge of the page, with no uninked border. 

body copyThe copy block of a print ad, excluding headlines, coupons, or signatures. 

bouncebackAn enclosure with merchandise, offering additional merchandise for sale. 

boxAn insert into a piece of copy, usually bordered by a thin rule. 

b.r.c., b.r.e.Business reply card, business reply envelope. 

broadsheetStandard newspaper advertising page, 21 inches deep and 13 inches wide (see SAU). 
broadsideA big, single sheet of paper, folded to mailing size; the standard size is 17 inches by 22 inches. 


buckslipA small single-sheet enclosure with a direct-mail package, usually highlighting a special offer or additional 
benefit. 


С 

camera-readyA finished ad ready for reproduction (see pasteup). 

capsAll capital letters. 

caps and l.c.Capitalized first letters, lower case for other letters. 

captionDescriptive words above a photograph (see cutline). 

click-through rateThe rate at which individuals who land on a Web site click to the next page. 


column inchAdvertising depth measurement, one column wide by 1 inch deep. 


comprehensive, "comp"An artist's layout, closely resembling the way the finished ad or literature will look. Type is 
in position. The layout probably has low-resolution images, replaced by high-resolution images in finished art. 


computer personalizationInsertion of individual's name and other personal information in a letter or mailing piece. 
continuityRadio copy. 


continuity programA direct-mail term for a series of items (for example, collectibles or books) shipped in sequence 
over a period of time. 


copy testTesting one copy approach against another. 
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counter cardA point-of-purchase sign, usually set up as an easel. 

c.p.m.Cost per thousand. 

CUClose-up (television term). 

США printed illustration or halftone. 


cutlineDescriptive words under a photograph (see caption). 


D 


dealer imprintAn area on a manufacturer-prepared brochure in which the dealer prints its name, address, and phone 
number. 


demographicsCharacteristicsfor example, age, sex, educationof a target market group. Often tied to zip codes. 
display adA print ad other than classified. 

dissolvelIn television, the gradual fading of one scene into another. 

DVDDigital video disk with higher-quality images and more content than prior CDs. 


double truckA two-page spread (facing pages). 


E 


ECUExtreme close-up (television term). 


F 


force-communicationDelivery of an imperative message through mass mediaprint, broadcast, direct mail, or (on a 
campaign level) telemarketing (see mass communication). 


four-color processFull-color printing, a blend of the four standard colorsred, blue, yellow, and blackin hairline 
registration to give the photographic effect of many colors. 


freestanding insertA preprinted promotional piece inserted into a newspaper or magazine. 


G 
gimmickA technique unrelated to the message, designed to create reader/listener/viewer interest in the message. 
go to blackFade out the scene (television term). 


gutterThe inside margins of two facing pages. 


H 
hairline(a) Perfect registration of colors in printing; (b) a thin rule used as a border. 
halftoneA dot pattern that simulates a continuous-tone photograph. Reproduced in print, the picture is actually a 


group of individual fine dots, usually ranging from a coarse 65-line "screen" (newsprint) to a very fine 200-line 
screen (enamel paper). 


HDTVHigh-definition television, а 1, 050-line screen planned to be the U.S. standard by 2006. high-res High- 
resolution art, ready for printing (see low-res.) 


hitchhikerA commercial at the end of a program, selling one of the sponsor's products not associated with program 
identification. 


htmlHypertext markup language, a language for Internet communication. 


I 


ID"Identification"a short commercial delivered at a break between programs, just before or after a station's 
identification of its call letters. 


impulse buyPurchase of something the buyer hadn't intended to get when entering the store or picking up the mailer. 
insertSee freestanding insert. 


insertion orderThe formal and specific written notice by an advertiser or advertising agency to a medium, requesting 
the insertion of a specific ad. 


institutional advertisingAdvertising designed to build image or goodwill rather than to sell something. 


islanda) A store display unattached to any other display; b) an ad completely surrounded by editorial matter. 


J 
JavaAn Internet language that allows animation and effects. 
jingleA musical composition integrated into a broadcast commercial, to give sound-identity to what's being sold. 


justified Type set so the right margin lines up evenly (see ragged right). 
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keyA code enabling the advertiser to determine the source of sales or inquiries (e.g., Department A). 


L 

leadingPronounced "ledding." Spacing between lines of type to separate the lines from one another (see set solid). 
lift noteAn extra exhorting enclosure in a mailing package; sometimes called a "publisher's letter." 

lineSee agate line. 


line shot, line drawingA graphic element without halftone dots; solid areas are reproduced, but shaded areas become 
either solid (black) or nonexistent (white). 


lip syncSynchronized lip movements (television term). If the mouth movements don't match the words, the two are 
out of sync. 


low-resLow-resolution art, used for layouts. Low-res doesn't have the quality to be used for actual printing. 
lower case (l.c.)No capital letters. 


LSLong shot (television term). 


M 
magalogHalf-magazine, half-cataloga sponsored magazine whose editorial content reinforces the items advertised. 


mass communicationDelivery of a message to large numbers of people through mass media (see force- 
communication). 


matte shotCombining two elements, shot at different places, in a single shot (e.g., putting a studio announcer into a 
Parisian street scene)(television term). Sometimes called Green Screen. 


MCUMedium close-up (television term). 
mediumAn individual mass communications outlet, such as a radio station or a newspaper. Plural = media. 
merchandisingAny technique for selling goods or services. 


monitor(a) To watch TV or listen to radio for the purpose of checking a particular segment or commercial; (b) a 
television set in the control room or studio. 


montageAn illustration in which a number of images are laid over one another. 
mortiseA hole cut in a reverse or illustration. 
m.0.s. Without sound (television term); literally, "mitout sound." 


MSMedium shot (television term). 


N 


negative optionA direct-mail continuity program in which the seller continues to ship and bill for merchandise until 
the customer asks for discontinuation. 


newsprintThe soft, coarse paper used for most newspapers. Newsprint usually takes а 65-line to 85-line screen (see 
halftone). 


news releaseA self-serving statement whose format and writing style mirror that of a news story. 
NTSCNational Television System Committee, source of the standard 525-line television screen standard in the 


United States, Canada, Central and South America, Japan, and South Korea (see PAL and SECAM). HDTV may 
cause NTSC to become obsolete. 


O 
opticalA special video effect (television term). 
outlineA halftone in which all elements other than the main image have been cut away. 


oxymoronA phrase combining two contradicting words, such as "Icy Hot" or "Giant Midget." 


Р 


package insertA promotional or sales piece enclosed with a product shipment. Unlike а bounceback, it usually is 
supplied by a different company that pays for each enclosure. 


PALPhase Alternation Line, the 625-line television screen standard in all countries except those using NTSC and 
SECAM. 


panLeft/right movement of the camera (television term). 

PantoneA chart of colors, enabling a printer to match exactly the color you desire. 
pasteupThe original camera-ready art, in which elements are pasted onto a cardboard backing. 
photostatA copying process used for art and type. 


picaA measurement equaling 1/6 inch. 
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p.i. dealPer-inquiry advertising, in which the advertiser pays the medium a fixed amount per inquiry or sale. 


P.O.C.B"Plain о! country boy"a technique of writing that uses "ain't" and "he don't" and other countrified 
verbalisms. 


pointA measurement used in typesetting; 12 points = 1 pica, 72 points = 1 inch. 
p.o.p.Point of purchasea display at a store. 
press releaseObsolete term for news release. (Broadcast media require a more generic phrase.) 


psychographicsAttitudinal characteristicslifestyle, interests, and degree of sophisticationof specific groups of buyers, 
prospects, or nonbuyers. 


public relationsOrganized sponsored activity or dissemination of selected information designed to improve the 
issuer's image and build goodwill. 


Q 


QuarkA popular computer program used to prepare art layouts. 


R 
ragged rightTypeset so the right margin is uneven; spaces fall where they will. 


reading notice, reader adAn ad structured to resemble the editorial content of the publication in which it appears. 
Some publications insist on the word Advertisement set in small type at the top of the ad. 


recallA questionable but common way to measure the effectiveness of ads. Individuals who have had the 
opportunity to see the ad are given clues about ads, then asked to recall specifics related to those clues. 


relative attention ratio (r.a.r.)The percentage of attention the reader, listener, or viewer focuses on the message. 
Under hypnosis, the r.a.r. might be 10096, with every external demand for attention excluded; but for a typical 
television commercial within a group of spots, it could be 2096 or lower. 


releaseA standard form authorizing an advertiser to use a person's statement or likeness. 


reverseWhite-on-black or white-on-colorthe reverse of standard typesetting, in which type appears in black or color 
on white paper. 


Roman typefaceType that has serifs (see serif). Readership surveys indicate that Roman typefaces are easier and 
more pleasing to read than sans-serif typefaces. Examples: Goudy, Garamond, Times Roman. 


rough layoutA sketch showing position of elements in an ad but few details (see comprehensive). 


S 

S.A.G.Screen Actors Guild, the talent union for film actors and announcers. 

sans-serif typefaceType without serifs. Examples: Futura, Univers, Avante Garde. 

SAUStandard Advertising Unit, a system introduced by the American Newspaper Publishers Association that makes 
it possible to run 57 "standard" ad sizes in all full-size newspapers and 33 in tabloids. One-column width - 21/16 


inches; two-column width = 41/4 inches. A full type page is 13 inches wide and 21 inches deep (six columns). 


scriptRadio, television, and film continuity for program or ad. 


SECAMSequential Colour a Memoire, the French television system with an 819-line screen. Egypt апа several 
French-speaking countries also use SECAM. 


self-mailerA direct-mail piece that needs no envelope. 

serifA decorative cross-stroke at the top and bottom of a character in a typeface. 

set solidType set at a height equal to the type size with no leading between the lines. Fight lines of 9 point type, set 
solid, would be 72 points high, exactly 1 inch. Eight lines of 9-point type leaded to 11 points would have exactly as 
many characters on each line, but the type block would be 88 points deepalmost 11/4 inches. 

share of audienceIn broadcast, the percentage of sets in use tuned to a particular program. 


spectacularA big, illustrated outdoor sign, often with motion or effects. 


split-run Testing two ads against each other in the same issue of the same publication. A perfect "А/В" split prints 
each of two same-size ads on alternate copies. 


spot announcementA broadcast commercial. 


spreadTwo facing pages (see double truck). 
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SRDSStandard Rate and Data Service, publisher of information on advertising rates and production requirements. 
statSee photostat. 


statement stuffersA printed piece enclosed with a customer's bill; the stuffer need not be from the company sending 
the bill. 


stetLiterally, "Let it stand"; a proofreader's instruction to ignore a change marked on a proof. 


storyboardA series of sketches indicating how a television spot will look. Usually, the words are printed or typed 
below each sketch. A typical one-minute storyboard will have eight to twenty panels. 


superSuperimposition of lettering over a scene (television term). 


supplementA special extra section in a publication. 


T 


tabloidA newspaper whose size is about half the standard size. Most standard tabloid advertising pages are 14 inches 
deep and 1013/16 inches wide; some, called "N"-size tabloids, are 93/8 inches wide (see broadsheet). 


tagAn addition to a commercial, usually information of where to buy what is advertised. The tag may be live or 
separately taped or filmed. 


tear sheetThe page on which an ad appears, taken from an actual copy of the publication. 


teaserAn ad, or envelope copy, which transmits just enough information to "tease" the message recipient into 
looking for or waiting for more. 


thumbnailA rough layout in miniature size. 

tiltUp/down movement of the camera (television term). 

trade publicationA magazine aimed at wholesalers or retailers. 

trim sizeActual physical dimensions of a sheet of paper after trimming. 

truckLateral movement of the camera relative to the subject being televised (television term). 
type pageThe area within a nonbleed page actually occupied by type or illustration (see bleed). 
type weightThe degree of blackness of type, from lightface to extra-bold. 


typoTypographical error. 


U 
U-maticProfessional-size videotape, usually 3/4-inch wide. 


unaided recallA method of determining advertising effectiveness in which individuals who saw or heard an ad are 
asked to answer questions about the ad without having another look at it (see recall). 


upper case (u.c.)AIl capital letters (see lower case). 


URLUniform resource locator . . . computerese for on-line address. 


V 


veloxA paper copy of a complete ad with halftones in position, usually made up to send to publications for 
reproduction. 


VOVoice-overnarration by an unseen announcer (television term). 


VTR, VCRVideotape recorder. 


W 
widowA single word or short line ending a paragraph that falls at the top of a page or column. 


window envelopeA mailing envelope with a die-cut opening in the front, through which the name and address of the 
recipient (usually on a response form) are visible. 


wipeReplacement of one scene by another that wipes out the first scene vertically, horizontally, or diagonally 
(television term). 


Z 
Zip diskA high-capacity computer disk, often used to transmit finished advertising to publications or printers. 
Zip panA blurringly fast pan (see pan) (television term). 


zoomA lens that enables the camera operator to change the apparent distance from the subject without actually 
moving the camera (television term). 
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Addendum 
Which Watch Is Worth Watching? 


Invariably, advertising faces a litmus testcomparison with the competition. 


Here, without lengthy or major comments, are thirty-four full-page ads for wristwatches. What makes the 
comparison valid is that all thirty-four appeared in the same issue of The Robb Report. 


The reader draws four assumptions: 

1. The purpose of most of these ads is to maintain image, not sell watches here and now. 

2. History is a valid selling point. 

3. Contemporaneousness that leans on history is an even more valid selling point. 

4. A high price can be a selling point. 

Here they are, not in the order in which they appeared in the magazine but alphabetically (by surname when the 
watchmaker uses an individual's name). They aren't, by the way, all the wristwatch ads in that issue; only full-page 


ads are included here. 


Which would attract you, as a potential buyer? 
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Figure Add-1: 
Pure image here. Note the oblique statement of purpose. 
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Figure Add-2: 
"Vintage collection" can mean estate watches or new watches with 
a "yesterday" design. Obviously, the intention here is the latter. 
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LEAVE IT TO AN ITALIAN TO CREATE 
A BEAUTIFUL SWISS WATCH 


z 
* 
- 


s. 
- 


Inspired by ihe nateral bessty and shape of pebbles, BERTOLUCCI transforms 
“һа ould have been a mere жае into а timeless work of art 


See the BERTOLUCCI Collection at 


B 


For a complimentary brochure call toll free 1 877 ВЕКТОІЛ/ССІ 


Figure Add-3: 
A marvelous piece of photography emphasizes the glamor of this watch. 
"Inspired by the natural beauty and shape of pebbles" is an odd encomium. 
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BORSHEIWS. 
ӛт {теу and Ch 
Аме Panes (ome 


Call 1.800.600.3073 for a complimentary catalog 
Regency Court, 120 Regency Parkway, Omaha, NE 68114 (402) 391-0400 (800) 642- GIFT 


www.borsheims.com 


Figure Add-4: 
This watchmaker believes the watches speak for themselves. 
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Invented for you 
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А Breguet watch has а unique respon- 
sibility; it comes to you carrying the 
name of Abraham-Louis Breguet, the 
greatest watchmaker ever known, You 
will recognise it by the legendary 
“Breguet” hands, the shimmering 
guilloché dial, and the finely fluted 


ase bi at give ч its 
Medi) endi dad case band that give your Breguet it 
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strong character. Most important, it 


will house a hand-finished movement, 


as inimitable and inventive today as two 
hundred years ago. Wear it with pride, 


you have chosen an exceptional watch 
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ieBoulle 


214.522.2400 


Нескәсі LLC Sole Distributor for the USA, Canada, Mexico, South America and the Caribbean 
Vos further indoermation and the dealer псағем you please call, 1-988 RP GUET or 1889-27 5-48 308 


Breguet LLC Sole Distributor for the USA, Canada, Mexico, South America and the Caribbean 
Vos further інімтемінзп and the dealer nearest you please call, 1-888 8 GUET or 1-489 27 5-438 


Figure Add-5: 
Much information here, combining a venerable history with contemporary style. 
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BREITLING 


Designed for connoisseurs find and foremost, the perpetual-calendar wristwatch remains one of the most challenging of 
all timepieces to build. Today, only а few master watchmakers possess the skills to assemble more than 500 components 
that enable this masterpiece to run for over a century without any adjustment to its day, date, week, month, season 
year or moon-phase displays. This intricate mechanism із also programmed to self-adjust automatically to leap years 
as well as to months with 28, 30 and 31 бау» In platinum on a crocodile strap with a folding clasp. $48,250 


OROLOGIO 


Your Complete Watch Store 


ARDEN STATE PLAZA PARAM 


INSTRUMENTS FOR PRHOPZSSIOMALS" 


Figure Add-6: 
Breitling states a unique selling propositionthe watch will "run for over a century without any adjustments to its 
day, date, week, month, season, year or moon-phase displays." This is the first of the group to state a price: $48, 250. 
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Pasha* Chronograph 
Seren. Sold Мен 
Automatic movement 


Woter-resetory 10 30 meters 


é JEWELS: OF 


| VIGGI.. 


FINE JEWELRY AND WATCHES 


26 MIDDLE NECK ROAD * GREAT NECK. NY 11021 • TEL: 516.829 6161 • FAX: 516.466.4110 


Figure Add-7: 
A retailer places an ad for a Cartier chronograph. Unlike many retail ads, this one avoids any mention of cost. 
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LONDON SPIRIT 
BY CHAUMET 


CHAUMET, 


Figure Add-8: 
The photograph has the watch typifying a mood. 
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€ 


CHRONOSWISS 


Faszination der Mechanik 


1998 Winner о! 
The Golden Balance 
Award 
Uhren Magazine 


Chronoswiss USA, LLC. Sole Distributor for North America • For а tree catalog, please call 516-776-1135 


Figure Add-9: 
Enlarged image emphasizes the watch's unusual display. 


раде 380 


Раре 380 


Figure Add-10: 
Small type at the bottom lists many features. Set in black over 
a dark gray tint, the listing requires concentration to read. 
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DANIEL ROTH 


“ 

4 
| 11:5 
PRECISION, ULTIMATI 


CRAFTSMANSHIP: EACH 
DANIEL ROTH WATCH ІЗ 
X MASTERPIECE THAI 

BREATHES NEW LIFI 
INTO THE GREAT 
(RADI TION Ol 
WATCHMAKING 


The “GMT” Automatic has a push-burton 
at 2 o'clock used to select the time zone 
af choice: which is displayed ina window 
at 12 o'clock. The date сап be seen in 

an aperture ató o'clock, Available іп 

18k Gold or Stainless Steel. 


For information: The Hour Glass USA, Ino, 
JAN East 57th Street % Suite 300 е New York èe 10022 © 212.207.4673 


Figure Add-11: 
Elegant watches have both boilerplate puffery at upper left and solid features at lower right. 


< previous page page_381 next page > 


< previous page page_ 382 next page > 


% m —— —Àá -.. 


-n o ———— 


-v 


m e 


577% же төсек «Же „не к жə niai Lu LALLLIJ 
м” 


Page 382 


COLVMBVS * 
WATCH COLLECTION 


New rectangular curved case m 
мея stee with ($amonds 
Awwlable wth Cascade bracelet or 
leather strap Swiss cratiimmanship 
with ouert? movement. Water 
restant 10 three atmospheres 


HYDE PARK 


Aspen * Denver + Lae Vegas 


For our complimentary catalog call (800) 530-21КТ 


Figure Add-12: 
Specifics are stated firmly, with no puffery. 
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"Таһорап” On vour wrist or on your dresser, А contemporary watch, a travel companion. 
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Figure Add-13: 
Shown on a wrist, with the name upside down, the watch tells its price: "As shown, $7, 900." 
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Y HOEY ea Жа? “Фен” 


мі Qi “ ` 
(888) 919-TIME 


dubeyusa” aod com 


Figure Add-14: 
Photographs replace all copy except for the name, a toll-free number, and a Web address. 
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FORTIS 


since 1912 SWISS 


ohange 


Figure Add-15: 
Selling copy does sell. Eight styles are shown and a single dealer's 
name (perhaps one who placed the ad with co-op money) is listed. 
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gérald genta 


RETRO : 
A WORLD PREMIERE IN 
THE HISTORY OF TIME 


THE LIVING LEGEND | 


J 


к. 


he inventiveness, audacity and 
creative genius of Gerald Genta have 
marked the history of watchmaking 
through each of his creations and 
innovations, Staunchly faithful to 
his legendary acclaim, Gerald Genta 
revolutionines timekeeping today by 
creating an ingenious automatic 
| movement with jumping hours and 
retrograde minutes, double window 
and hand system. А world premiere 
protected by international patent, 
the Retro watch embraces an origi 
nal alliance between mechanical 
watchmaking and digital display 
at the crossroads of yesterday and 
Today. 
To accommodate this new geometry 
of time, Gerald Genta has designed a 
case of sober elegance chiseled in 
gold or steel with mother-of-pearl 
dials of particular elegance. In his 
search for geometry, mechanical 
craftsmanship and attention to 
detail, Gerald Genta has once again 
illustrated his watchmaking genius 


and reinvented timekeeping with his 


Ketro creation, 


For information: The Hour Glass USA, Inc. 
28 East 57th Street Suite J00 
New York е“ 10022 е 212.207.4673 


Figure Add-16: 
Heavy selling copy here, based on a "retro" watch. 
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1997 VINTAGE 


GIRARD-PERREGAUX 


MANUFACTURI EPUIS 1/31 


Greenwich Time 


108 Carmel Plaza * Carmel, CA 93921 


(831) 625-3075 * Fax (831) 625-6555 


Figure Add-17: 
"1997 Vintage" heads an ad that appeared well after 1997. Deliberate? Possibly, because of the word "Vintage." 
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timepieces 


royol jewelers 


Figure Add-18: 
No copy, except for identification of the same retailer named in the Fortis ad. 
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HUBLOT 


A SENSATIONAL FEELING ON YOUR WRIST 


MDM 
NEVI 


GI 


LESTER[AMPERT 


Figure Add-19: 
Strong selling copy with many adjectives. 
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Sport a lighter profile. 


Ref. 3707 
The GST Chrono-Automatic. 
Сапа and bracelet in rugged 
non-irritating, ultralight titanium 
Also available in steel and 
yollow gold. From $ 3995 - 


EXTRAORDINARY WATCHES 
1080] W. Pico Blvd.. Los Angeles, CA 90064 (310) 470-1388 


< previous page 


DIIS 
EXTRAORDINARY WATCHES 
ішкім! W. Pico Hivd.. Los Angeles, CA *80064 (310) 470- 13RR 


For complete IWC catalog please call (#00) 432-933 
hit pz www bwe eh 


Figure Add-20: 
The word "Sport" is the key word, even used 
as a verb. Price is mentioned as "From $3995." 
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Figure Add-21: 
Watches are combined with bracelets. The retailer may have placed the ad. 
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Haute-Performance. 


Пе Knezer Velocita ~ In high-polished 


kazi beares ілі im МОУ 


кікдіпе à one-term? second amer, tactymeter 


tachyrule and rotating bezel along with a 
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The Кгежет Velocita.” For miomnation 
(Че осі Але ger agent nearest you al 


|-800.44 |.9438 Бс 206.961.1807 Or write 
Kneger Watch Corporation, 300 Seventy First 
Stret, Miami Reach, Болба 33141. Or wisrt us on 


the wood wide wò at www kregrrwatch com 


KRIEGER 
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Shrew. C7OSP. 2.110 аққұман 
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1008 Кома Шон Corporation 


Раре 392 


Figure Add-22: 
Copy makes specific claims of superiority"The only..." 
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SEE IT FIRST 
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юты WALDORF ТОМА PAAK AVENUE AT AFTH STREET » MEN ҮК NY ' P02 "212-781-084 A УН MADISON AVENUE АТ 5390 STREET • NEW YORK NY 102, 11284-1805 
Ah GADEA CALL | 406-255-3099 + PLEASE WAITE FOR FREE CATALOGUE 


MOTEL WALDORF ASTORA PARK AVENUE AT 487} m MEN YORK NY 50072 212-751-9024 A УМ MADISON AVENUE AT 5390 STREET • NEW YOAN, MY 10007 + 212-808-0505 
PO PLACE AN ORDER CALL 1-006-255-2990 + PLEASE WRITE FOR FREE CATALOGUE 


Figure Add-23: 
Paralleling the Jaeger-LeCoultre ad, the same retailer combines watches and jewelry. 
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Maurice Lacroix. Tomorrow s Classics. 


Masterpiece Phase de Lune: 

Automatic movement ML 37, stainless steel case, 

acraich resistant sapphire crystals [ses Through back], 

water-resistant to 80, available in Ladies and Mans sizes, Ая shown $ 1990 
For more information: Toll Free 1-800-5'WISS-DCO рв1|1-В00-794-7726) 

Fax 818-609-7079 + wwyw.maurlcaelacraik. com 


£n 


MAURICE LACROIX 


Faita Hu ilim BAD Ad иті гіп н d 


E. MICHAELS 
& СО, RR 


AL. Eh AIVE « SPS. Se XL 


New York, NY + (212) 683-2444 Eston Га «bibo M зв Switzerland 


Figure Add-24: 
No-nonsense copy with many specifics, including price$1990. 
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MICHEL JORDI 


THE SPIRIT of THE WEST 


Page 395 


A LEGENDARY TIMEPIECE 
THAT CAPTURES 

THE PIONEERING 

SPIRIT OF AMERICA 


l. 


// 


AVAILABLE ON LEATHER STRAP OR METAL BRACELET 
For More INFORMATION/CATALOO, PLEASE CALL 800-823-8340 ов 972-960-0335 


AVAILABLE ON LEATHER STRAP OR METAL BRACELET. 
FoR More INFORMATION/CATALOG, PLEASE CALL 800-823-8340 oR 972-960-0335 


Figure Add-25: 
The cattle skull sets a mood for the watch, with its "Lone Star" face and western leather-band option. 
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Figure Add-26: 
Best known for pens, this company includes them, plus cufflinks, in a dealer-placed ad. 
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FORMERLY A MILITARY SECRET. FINALLY AVAILABLE TO A SELECT FEW, 


C.D.Peacock '“' 


Figure Add-27: 
The illustration, a scuba diver, underscores a feature of the watch, water-resistance to 300 feet. 


< previous page раде 397 пехї раде > 


< previous page page_ 398 next page > 
Page 398 


Cindy 
Crawford’s Choice 


The sign of excellence e Т do 
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Figure Add-28: 
The sole watch using a celebrity tie, this one makes no other claim. 
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D 
PATEK PHILIPPE 


GENEVE 


You never 


Actually own a Patek Philippe. 


You merely take care of it for the next 


eceneration. [he new men's Travel Time with dual 


Figure Add-29: 
Image, stated in a classic manner, plus an explanation of the dual hour hands. 
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Timeless. 


Perhaps only Porsche can interpret time in such a timeless fashion. After all, 


it has been the crucible by which we've measured our success for a hall 


century. Now, we pay homage to our race against time the best way we 


know how — by creating something of enduring quality. An ultraprecise sports 


watch built by the world’s finest craftsmen. And styled after the legendary 


Porsche 911. Each is individually numbered from our limited edibon of only 


1,911 worldwide. To place an order, гесеме more informabon or locate аг 


authorized Porsche dealer near you, wed us on the Web at porsche com or 


call | BOO-PORSCHE and discover why, time after Orne, there is no substitute 


911 Limited Edition Chronograph 

Тн йөз Несі automate cronograph features 12 hour, X) manta, 60 second 
and 1/100 second counters, luminous hands and lace, scratch resistant Sapphire 
crystal. tachymeter and date Ӛзсізу Water resistat to 50m 


PORSCHE 


Figure Add-30: 
The watchmaker ties the watch to a better-known product carrying the namethe Porsche 911. 
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МАТСН COMPANY 


Creating History In Time 


Model 105S Skeleton 
Chronograph 


Each RGM watch is a 
work of art, with cases 
made of lasting materials 
such as Gold,Platinum or 
Stainless Steel, Our beautifully 
finished mechanical 
movements, moat with 
complications, are a 
testament to the watchmaking 
art, All of our watches are made 
in very amall quantities, insuring 
the lasting value of our very 
special timepieces. A perfect 
blend of American and Swiss 
craftamanship. 


Model 104T Tourbillon 


Model 103R Minute Repeater 
Perpetual Calendar 


RGM 590 Centerville Rd. #130 
Lancaster, PA 17601 
ТЫ. 717-285-7688 Fax. 717-285-2339 


See our special watches online: www.rgmwatches.com 


Keno биза! узе, ата Now Benay» On Пі» Watch unae (in Beni Jewelers Pena lorie 
New Tork, NY Animer МА Palen Beach, FL Denver CU Orta Меза. СА Leneuster, PA Rafael Jewelers 
1-800 548 TIME %78 475-31 5#1 655 оме M90 17» 1775 714-477 АЮ 717-709 7305 San Rata, CA 
415 лат гара 


Figure Add-31: 
Showing three watches of substantially different appearance, the watchmaker also lists seven dealers. 
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The Ulysse Nardin СМТ+ 


An Exclusive Mechanical Development 


When traveling to another time zone, press the “+” or *-" button to adjust the hour hand instantly 
to the new local time. A jump hour window at 11 o'clock keeps track of the time at home. 


24-Hour "home time" 


Local time 
or second time zone 


adjuster *." 


Local time 
adjuster ^+” 


Available in 18 ct gold or steel with a strap or a bracelet and a dial of white, blue or black. 


Each GMT* is hand-crafted in our workshop in Le 
Locle, Switzerland and individually numbered. The 
mechanical movement is self-winding. The case із ULYSSE NARDIN 
water resistant to 100 meters and fitted with a 
screw-down crown since 1846 


ж”, 


CORNER OF Shh STREET 
700 FIFTH AVENUE : NEW YORK, NY. 10000 . TELEPHONE (242) 147-0000 


For a free catalog and the dealer nearest you, 
сай 800-457 5309 


CORNER OF 55«h STREET 
700 FIFTH AVENUE : NEW YORK, NY. 10019 K TELEPHONE (242) 147-0000 
ER 
800-457 -5300 


Figure Add-32: 
Callouts clarify the features of this watch. It is the only one in the group that fully explains how it works. 
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VERSACE 


— 


VANGUARD ANI мо! м WATCHES * AVAILABLE AT (НАММІ VERSACE BOUTIQUES AND 
м/а” WAM FLO POM 189 . «XU WERT wit MA * ОЛАН ғыт 9 е AOSTN Vtech v" wena 1+5 ‘ 1 
an 1 магти Pit ба . UY . 4. 

Au ^ MA s 


Figure Add-33: 
The watch is shown clearly against a distorted soft drink can. Many dealers are listed. 
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This year, 250 people will wear short sleeves 
in the dead of winter. 


X=M=X 


$ 


Figure Add-34: 
This is the only "wry humor" ad in the group. In mice-type are specifics, including 
price$6, 500.00, $12, 950.00 in platinum. Note the use of double zeroes (".00"). 
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Index 


A 

abbreviations, 149 

ABC television network, 211 
absolute promises, 84, 91 
accomplishment copy, 27 
Achilles' heel, admission of, 10 
active voice, 23, 24 

addresses, 36 

Advertising Age, 23, 215216 
"affect/effect," 149 

Age of Skepticism, 5 

"ain't," 149 

airline mailings, Asterisk Exception, 329331 
"alright," 149 

ambiguous words, 186187, 339 
American Cancer Society, 263 
"among/between," 149 

"an," 149 

"and," 174 

"anxious," 149 

Apple Computer, 216 
"appraise/apprise," 149 
around, 132 

arrogance, avoiding, 346 

"as far as... is concerned," 149 
"as/like" 153 


assumptions, projecting, 339 
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Asteris Exception, 326332 
in airline mailings, 329331 
eliminating, 332 
in financial mailings, 326329 
"at," 151 
"available," 40 
Avis, 80 


awards, 36 


B 

background, reader's, 132133 

"bad/badly," 151 

banner ads, 244, 245 

Bartles & Jaymes, 218 

BellSouth, 211 

benefits, 18, 21, 174175 
in catalog copy, 309 
opening with, 188189 
rules for describing, 351 
stressing, in card deck copy, 297 
and technology, 217 
and "you," 196 

Bergen, Candice, 210, 218 

"better/best," 151 

Better Business Bureau, 273 

"between," 151 

"between/among," 149 

"bi" 151 

billboards, 280281 

BMW, 217 

braggadocio, avoiding, 351352 


brevity, 38, 342 


Britishisms, 65 

bulk mail, 200 

bullet copy, 189 

Burger King, 224 

business-to-business radio spots, 239240 
buyer attitude, 352 


Buyer/Seller Equivalence Equation, 304 


С 

"can/may," 151 

"can" questions, 75 

"can't/won't," 196197 

capitalization, 148149, 151 

Capone, Al, 226 

"captured," 40 

card deck copy, 295300 
grabbing reader's attention with, 295, 296, 298300 
one-step conversion with, 300 
principles of, 296298 
rules for, 352 
unique challenges of writing, 295 

Carroll, Lewis, 6768 

cartoons, 282285 

catalog copy, 301325 
clarity in, 313, 318322 
and coordination with sales department, 312313 
and creating reason to buy, 306309 
description of benefits in, 309 
gift incentives in, 310312 
imperatives in, 313 
"magic words" in, 304306 


motivators in, 301304, 316 


ombudsman for checking, 323324 

personalization of, 316318 

rules for, 352 

sweepstakes in, 312 

word choice in, 314316 
celebrities, 210211, 217, 219230 


cost of hiring, 222, 223 
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decreasing impact of, 224, 228 
matching, to product, 223, 224 
rules for using, 352353 
and sponsor cynicism, 228 
Celebrity Matchup Principle, 223, 224 
Celebrity Waste Factor, 222, 223 
challenging the reader, 129131 
children, as special-interest group, 272276 
choices, 175 
Chronology Rule, 26 
Chrysler, 216 
claims 
of superiority, 348349 
weak, 338339 
clarifiers, 147, 348 
Claritin, 211 
clarity, 128129, 133, 135, 136 
in catalog copy, 313, 318322 
rules for ensuring, 353 
Clarity Commandment, 23, 129, 133 
classified ads, see help-wanted ads 
Clear Radio Reception 
First Principle of, 233 
Second Principle of, 234 
Cleese, John, 224 
clichés, 21, 68 
closings (in direct-mail letters), 163 
coattail riding, 347 


Coleco, 275 
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collective nouns, 151 
colorful words, 62 
color(s) 
in card decks, 296 
in clichés, 41 
comic strips/books, 282285 
comma, 151, 344 
communication, 1, 342343 
company names, 151 
comparative advertising, 7795 
absolute promises in, 8491 
advantages of, 77 
cautions with, 95 
by challengers, 80 
and direct-mail, 197198 
effective uses of, 81 
focus on competitors in, 8587 
focus on elements in, 8587 
parity advertising as, 8791 
rules for, 353 
specificity in, 8182 
technical information in, 8283 
touchstone technique for, 9195 
Comparative Conditional Declension Syndrome, 46 
Comparative Imperative, 80 
comparatives, unexplained/unvalidated, 343 
"compared with," 151 
competitors, focus on, in comparative copy, 85, 87 
"complement/compliment," 151 
Conditional Declension Syndrome, 46 


conditional words/phrases, 46, 51, 333, 353 


confusion, avoiding, 353354 
Connotation Rule, 118126 
consistency, maintaining, 354 
contraindications, 128 

Copy Misdirection, Rule of, 149 
copywriters, hiring, 138139 
copywriting, as art vs. science, 3 
Cosby, Bill, 224 

"could of," 151 

credibility (of guarantees), 101102 


cutlines, 291 


D 
Dangerfield, Rodney, 217 
dash, 151152, 193194 
Day, George, 227 
"Dear Sir," 162 
"different than," 152 
direct-mail letters, 157168 
closings in, 163 
"firing the biggest gun first" in, 160, 162 
first sentence of, 157 
greetings in, 162163 
marginal notes in, 165 
multipage, 160 
overlines with, 163165 
paragraph length in, 157, 159160 
P.S.s in, 165 
spacing in, 160 
testing with, 165168 
direct-response, 169199 


bullets in, 189 


comparative сору in, 197198 
components of, 191192 

directness in, 183184 

emphasis in, 197 

envelopes for, 176177, 192193 
examples provided in, 178179 
format of, 174, 179, 184185, 188189 
and gender of reader, 187 
introducing new concepts in, 182183, 185186 
punctuation in, 186, 193194 
purpose of message in, 176 
requested actions in, 174175 

rules for, 354 

signatures in, 192 

soft sell in, 180, 181 

specifics in, 177 

statistics іп, 175 

timeliness of, 185 

Unassailable Loser Statutes for, 169, 174 
underlining in, 178 

uniqueness of, 177178 


word choice in, 186187, 189, 190, 198 
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"you" in, 176, 183, 196 
disabled persons, as special-interest group, 277 
disclosure, partial vs. total, 8, 10 
"disinterested," 152 
"distance," 152 
Dodgson, Charles, 6768 
Dole, Bob, 219 


dull messages, avoiding, 184185 


E 
"each," 152 
"each other," 152 
easy/easily," 152 
edicts, 175 
editing, 38 
"edutainment," 249 
"effect/affect," 149 
ego gratification, 7, 8 
"either," 152 
ellipsis, 193194 
e-mail, 255, 256 
emotionalism, 23 
Emotional Mandate, Rule of, 2326 
emotion(s) 

intellect vs., 354 

and specificity, 15 
empathy 218 
emphasis 

in direct-mail copy, 197 


and redundancy, 43, 45 
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envelopes 
for direct-mail, 176177, 192193 
message on, 176177 
rules for, 354 
envy, 8 
ethnic groups, writing for specific, 277279 
Evert, Chris, 221 
examples, in direct-mail/direct-response, 178179 
Excitement Incentives 
First Rule of, 311 
Second Rule of, 311 
exclamation point, 152, 185 
excluding the reader, 338 
exclusivity, 27 


exotic words, 40 


F 

fact sheets, 235238, 291 

"farther," 152 

"feel" of words, 6667 

"fewer/less," 153 

15-second television commercials, 210212 
Fifth Law of Speed Formats, 203205 
financial mailings, Asterisk Exception, 326329 
First Canon of News Release Writing, 285 
First Canon of Salesmanship, 8 

First Great Law, 350, 351 

First Law of Speed Formats, 201 

First Principle of Clear Radio Reception, 233 
First Rule of E-Mail, 255 

First Rule of Excitement Incentives, 311 


First Rule of Fund-Raising, 257 


First Rule of Guarantees, 98 
First Rule of Implied Importance, 103106 
First Rule of Internet Advertising, 242, 245 
First Rule of Positivism, 116 
First Rule of Radio Spot Writing, 231, 240 
First Rule of Web Site Order Forms, 249 
First Theorem of Word Construction, 66 
Five Great Motivators, 6 
Five Rules of Cutline Writing, 291 
Form Worship Maxim, 3 
Four Great Laws, 350351 
Fourth Great Law, 350, 351 
Fourth Law of Speed Formats, 203, 204 
Fourth Rule of Fund-Raising, 261, 263 
Fox, Michael J., 218 
freebies, 310312 
Fuentes, Daisy, 211 
Fund-Raising 

First Rule of, 257 

Fourth Rule of, 261, 263 

Second Rule of, 257, 259261 

Third Rule of, 261 
fund-raising copy, 257271 

consistency in, 260261 

effectiveness of, 257 

emotion in, 2526 

"importance" in, 267268 

length of, 268269 

"only you" in, 269270 

and reader's background, 257, 259261 


rules for, 355 


апа seller/sellee relationship, 117, 131132 
specificity of request in, 261, 263 
Statistics in, 263265 

word choice in, 263, 269270 


"further," 152 


G 
Garner, James, 218 
gender, 154, 187 
generalities, 1315 
Generic Determination Rule, 26 
"Gentlemen," 162 
gifts, 310312 
God (as celebrity), 230 
"good/well," 152 
grammar, 144156, 342343, 360361 
greetings (in direct-mail letters), 162163 
guarantee(s), 96102 
advertising of, 96, 98 
combined, 98, 100 
and credibility, 101102 
effectiveness of, 100101 
First Rule of, 98 
language of, 100 


limitations on, 102 
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of lowest prices, 98, 100 

of quality, 98 
reinforcement/repetition in, 99 
rules for writing, 355 

of satisfaction, 98 

Second Rule of, 101 

Third Rule of, 102 

thirty-day, 98 

warranties vs., 96 


guilt, generating, 335 


H 

"had ought," 152 

Hasbro, 275 

"has got," 152 

HBO, 217 

Helmsley, Leona, 222 
help-wanted ads, 23, 24 
"here is," 152 

Hertz, 80 

hiring copywriters, 138139 
"historic," 152 
"hopefully," 152 
hucksterism, 5161 

humor, 356 

Humphrey Bogart Syndrome, 63 


hyphen, 147, 152, 348 


I 
Iacocca, Lee, 216 


IBM, 216 
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"Т соша саге 1е55," 153 
"if," 7273, 126, 153, 338 
illiteracy, avoiding, 343 
Illustration Agreement Rule, 179 
image, product, 359 
impact, rules for creating, 356 
imperatives, in catalog copy, 313 
importance, 103113 
alternate words used to convey, 110 
First Rule of Implied, 103106 
in fund-raising copy, 267268 
and getting attention, 111113 
rules for, 356357 
Second Rule of Implied, 106110 
"important," 103 
incentives, rules for, 357 
inconsequential facts, 339342 
incredible premises, 334335 
information 
negative, 10 
in news releases, 285, 287, 291 
technical, 8283 
InfoWorld, 245 
"ing," 153 
integrity, overtransmission of, 8, 10 
intellect, emotion vs., 354 
intellectualism, 23 
international markets, 249 
Internet Advertising, First Rule of, 242, 245 
Internet copy, 242256 


getting attention with, 247 


апа growth of Internet, 242 


guidelines for, 249, 252, 255256 


international response to, 249 
niche marketing with, 245247 
restrictiveness of, 249 
rules for, 357 
inversion technique, 119, 122 
"in your face" advertising, 2836 
In Your Face Message Rule, 31 
"irregardless," 153 
irritating words, 335336 
italics, 148149 
"its/it's," 153 
J 
J. Walter Thompson agency, 211 


Jordan, Michael, 218, 224 


K 

Kentucky Fried Chicken, 222 
"kind," 153 

Kmart, 211 


Kronenbourg Beer, 224 


L 
language, 68 
of guarantees, 100 
offensive, 30 
positive, 10 
"Jastly," 153 
"lay/lie," 153 
"lend/loan," 153 


length 


of fund-raising сору, 268269 
of radio сору, 235 
of television сору, 210212 
Leo Burnett advertising agency, 215 
"less," 153 
"less/fewer," 153 
letters, direct-mail, see direct-mail letters 
"liable" 153 
"lie/lay" 153, 
"lift" letters, 184 
"like/as," 153 
Lithgow, John, 218, 220 
"оапЛепа," 153 
logic, 357 
logic, using, 17 
"loose/lose," 153 
lost timing, 27 
lowest price, guarantee of, 98, 100 
Lunden, Joan, 211 


"ly," 153 


M 
"made," 10, 38 


Magnuson-Moss Warranty Act, 96 
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Mandate of Business-to-Business Radio Spot Writing, 240 
Mandrell, Barbara, 224 

manufactured words, 68 

marginal notes (in direct-mail letters), 165 

Marshall, Penny, 211 

MasterCard, 23 

"may be/maybe," 154 

Men's Wearhouse, 211 

Miller, Dennis, 218 


Miller Beer, 210 


Milton Bradley, 275 

misinterpretation, avoiding possible, 15 
Mona Lisa, 12 

motivators, 5 

in catalog copy, 301304 

Five Great, 6 

rules for, 357358 

in seller/sellee relationship, 131132 
"soft," 6 


"muchly," 154 


N 

"needs," 5, 198 

negative campaign advertising, 214 
negative information, 10 

negative news, handling, 291292 
negative parallels, 190191 
Negative Transmission, Rule of, 10 
Negroponte, Nicholas, 247 


"neither," 152 
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"news flash," 110 
news releases, 285292, 358 
News Release Writing 
First Canon of, 285 
Second Canon of, 285 
Third Canon of, 285 
niche marketing, on Internet, 245247 
Nike, 210 
"none," 155 
nonsense, 217218 
nonsense parallels, 190 
"notice," 119 
nouns 
collective, 151 
as verbs, 345 
"nowhere," 154 


numbers," 154 


O 

obscenity, 3435 

O'Donnell, Rosie, 211 
offensive language, 30 
"offer," 119 

Ogilvy, David, on what you say, 203 
"one other," 152 

"only you," 269270 
onomatopoeia, 6768 

order forms, on-line, 249, 252 
outdoor advertising, 280281 
"outrageous," 148 

"over," 154 


overlines, 163165 


overselling, 176 


oxymorons, 6465 


р 
Palmer, Arnold, 229 
paragraphs (in direct-mail letters), 157, 159160 
parallels 
negative, 190191 
nonsense, 190 
parentheses, 344 
parenthetical phrases, 179 
parity advertising, 8791 
parochial isolation, 304 
Partial Disclosure, Rule of, 8 
past tense, 27 
Pentax, 219 
perceptions, 2627 
Peripheral Pussyfooting Weakener Rule, 140141 
personalizing, 358 
phrases 
avoidable, 43 
clichéd, 41 
Pillsbury, 215216 
Plain OI' Country Boy approach, 218 
pluralizing, 27 
plurals, 154, 155 
political advertising, 214 
positive language, 10 
positivism, 114117 
First Rule of, 116 
Second Rule of, 117 


possessives, 154 


postal abbreviations, 149 
"predicament" copy, 51, 359 
Predicament Method Principle, 51 
predicate nominatives, 152153 
prepositions, 154 
present perfect tense, 27 
present tense, 27 
press releases, 285292 
price, guarantee of lowest, 98, 100 
pride, 347348 
primary needs, 5 
"principal/principle," 154 
problem solving, 217 
Procter & Gamble, 36, 246 
product image, 359 
production, 359 
professionalism, 3, 359360 
promise(s) 

absolute, 84, 91 

showing, 7 
proofreading, 143 


pronunciations (in radio copy), 231232 
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"proven," 154 

"provide," 39 

P.S., 165 

Pseudo-Lying, Rule of, 203 
psychology, 2627, 360 

puffery, 36, 100 

punctuation, 186, 193194, 360361 


puns, 321322 


Q 
qualifiers, 147 
qualifiers, avoiding, 344 
"quality," 18, 40 
quality, guarantee of, 98 
question(s), 6976 
"can" vs. "will," 75 
as challenge, 76 
choosing type of, 6970 
"f," 7273 
information-seeking, 189 
rules for, 361 
turning statements into, 76 
"quintessence," 148 


quotation marks, 154155 


R 

radio copy, 231241 
aggresiveness in, 231 
business-to-business, 239240 
clarity in, 233234 


fact sheets for writing, 235238 
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length of, 235 
logic in, 240241 
phraseology for, 234235 
pronunciations in, 231232 
rules for writing, 361 
specifics in, 239 
and tune-out effect, 240 
words to avoid in, 232233 
Radio Spot Writing, First Rule of, 231, 240 
reader involvement, 1826 
"real/really," 155 
"receive," 155 
redundancies, 43, 45 
Redundancy Control Rule, 45 
remails, 292294, 361 
repetition, with guarantees, 99 
response 
ease of, 348 
requests for, 140 
reverses, 281282 
rhymes, 281282 
Rule of Copy Misdirection, 149 
Rule of Emotional Mandate, 2326 
Rule of Negative Transmission, 10 
Rule of Partial Disclosure, 8 
Rule of Pseudo-Lying, 203 
Rule of Statistical Deficiency, 138 
Rule of Word Matching, 40 
Rules of Question Asking, 72 


Rupaul, 225 


5 


salesmanship, 361362 
Salesmanship, First Canon of, 8 
Sanders, Harlan, 222 
satisfaction, guarantee of, 98 
schlock words, 41, 43 
Scott, George C., 217 
secondary needs, 5 
Second Canon of News Release Writing, 285 
Second Great Law, 350 
Second Law of Speed Formats, 201 
Second Principle of Clear Radio Reception, 234 
Second Rule of E-Mail, 255 
Second Rule of Excitement Incentives, 311 
Second Rule of Fund-Raising, 257, 259261 
Second Rule of Guarantees, 101 
Second Rule of Implied Importance, 106110 
Second Rule of Positivism, 117 
Second Theorem of Word Construction, 66 
Sellers, Peter, 215 
seller/sellee relationship, control of, 114137 
and background of reader, 132133 
in catalog copy, 314318 
with challenges to the reader, 129131 
with clear assertions, 128129, 133, 135, 136 
with connotation, 118119 
with motivators, 131132 
with positivism, 114117 
with subjunctive, 126128 
with word choice, 136 
"semi," 155 


senior citizens, as special-interest group, 276277 


sentence(s) 
first, in direct-mail letters, 157 
openings of, in direct-mail, 179 
"service," 18, 40 
"sex" 65 
"shall/will," 155 
Shock Diminution Rule, 31 
"should of," 151 
signatures, 192 
singularity, 27 
Sixth Law of Speed Formats, 203205 
"soft" motivators, 6 
"sold," 27 
spacing (in direct-mail letters), 160 
special-interest group(s), 272279 
children as, 272276 
disabled persons as, 277 
ethnic groups as, 277279 
senior citizens as, 276277 
and "Whose Message Is It?" Rule, 272 
specialty media, 280294 
comic strips/books as, 282285 


news releases as, 285292 
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outdoor advertising as, 280281 
remails as, 292294 
specificity, 1315 
and bullet copy, 189 
in comparative advertising, 8182 
in direct-mail/direct-response, 177, 189 
in fund-raising copy, 261263 
rules for, 362 
speed-format copy, 200205 
and bulk mail, 200 
commonality of, 201 
and Rule of Pseudo-Lying, 203 
rules for, 362363 
Speed Formats 
First Law of, 201 
Fourth Law of, 203, 204 
Second Law of, 201 
Third Law of, 203, 204 
spokespersons, 210211, 218 
spongy words, 63 
SRI Research Center, 216 
"staccato" copy, 333334 
standards, professional, 3 
state abbreviations, 149 
statements 
as questions, 76 
tying together, 174 
state of mind, creating, 345, 346 


Statistical Deficiency, Rule of, 138 
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statistics, 175 
іп fund-raising сору, 263265 
rules for using, 363 
steely words, 63 
subject-verb agreement, 144145 
subjunctive, 126128 
Subjunctive Avoidance Commandment, 46 
subtlety, 363 
suggestive humor, 32 
superiority, claims of, 348349 
surveys, 108, 109 
Swanson, 213 
sweepstakes, 312 


syllables, 66, 363 


T 
Taco Bell, 211 
technical information, 8283 
technology 
benefits tied to, 217 
and outdoor advertising, 281 
television copy, 206218 
and apathy barrier, 212, 214 
length of, 210212 
rules for writing, 363 
structure of, 206210, 213 
techniques for writing, 217218 
use of spokespersons in, 215217 
and viewer's perception, 210 
zapping in, 214215 
tense, 27 


testimonials, 198, 363 


testing, with direct-mail letters, 165168, 187 
"Thanks," 140 

"Thank you," 140 

"that/who," 155 

Third Canon of News Release Writing, 285 
Third Great Law, 350 

Third Law of Speed Formats, 203, 204 
third-party validation, appearance of, 11 
Third Rule of E-Mail, 256 

Third Rule of Fund-Raising, 261 

Third Rule of Guarantees, 102 

Third Theorem of Word Construction, 66 
thirty-day guarantees, 98 

Thomas, Dave, 216, 222 

"those kind," 155 

Tightness Rule, 38 

time, perceptions of, 26 

timeliness, of direct-mail, 185 

tombstone commercials, 217 

touchstone technique, 9195 
"toward/towards," 155 

"try and," 155 


Tweney, Dylan, on banner ads, 245 


U 

"ultimate," 304306 

Umbrella Rule, 350 

Unassailable Loser Statutes, 53, 169, 174, 179 
underlining, 148149, 178 

"unique," 155 

Unitas, Johnny, 228 


"urgent," 110, 195 


"us/we," 155 


V 
Ventura, Jesse, 212, 214 
"verb mood," 155 
verbs 
nouns as, 345 
with singulars vs. plurals, 155 
verb tense, 27 
verisimilitude, 363364 
Viagra, 219 


vowels, 66 


W 

Wakeman, Frederick, 51 
The Wall Street Journal, 244 
warranties, 96 

weak claims, 338339 

weasel words, 364 

Web Site Order Forms, First Rule of, 249 
"well/good," 152 

Wendy's, 216 

"we/us," 155 

we/you relationship, 18 


"when" clauses, 126 
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"where it's at," 155 
"whose," 156 
"who/that," 155 
"who/whom," 155 
"will" questions, 75 
"will/shall," 155 
"wolf," crying, 111, 194195 
"won't/can't," 196197 
word choice, 263, 269270, 335336, 339, 349 
Word Construction 
First Theorem of, 66 
Second Theorem of, 66 
Third Theorem of, 66 
Word Matching, Rule of, 40 
word plays, 32 
words, 3845 
ambiguous, 186187, 339 
avoidable, 43, 6566, 232233 
as bullets, 141142 
and clichEs, 4043 
colorful, 62 
and communication, 342343 
and editing, 38 
eliminating extra, 342 
"feel" of, 6667 
irritating, 335336 
"live" vs. "dead," 3840 
manufactured, 68 


one-syllable, 66 
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redundant, 43, 45 
schlock, 41, 43 
sounding out, in radio copy, 231232 
steely vs. spongy, 63 
stringing together, 136 
weak, 43 
weasel, 364 
word sequence, 146, 148, 234235 
World Wide Web 
growth of, 242 
use of specific words on, 15 
see also Internet copy 
"would of," 151 


writing, rules of, 156, 355 


in direct-mail/direct-response, 176, 183, 196 
interjecting, 347 
"You first" Rule, 1823 


"Yours truly," 163 


Z 
zapping, 214215 


Zimmer, George, 210 
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